NAMING

OVERVIEW

1. Introduction

A compelling name is the soul of communicative identity. It embodies personality, culture and value. It is strategic in sight and sound. And it is your best ally in a competitive marketplace, positioning you above the noise. A name is undoubtedly one of the most important factors in both how quickly a company, product or service becomes successful, as well as the eventual degree of success it enjoys.

Provided all the other elements are in place, a great name can get you where you want to go more quickly.

In today’s global marketplace, commercial naming has become a complex and challenging process. With so much at stake, it is wise to turn to the experts when it comes to naming your "baby," experts with a proven process who stay with you until the project is done and guarantee results for a fixed price.

Cintara is a full service branding agency headquartered in Silicon Valley, California, providing legally-available corporate, product and service names and naming architectures worldwide. Our naming practice develops memorable, effective names that sell. The names we create warrant distinction and create differentiation for your company, product or service in today’s extremely competitive environment. Additionally, our names offer you seamless integration into lucrative international markets. We verify that your selected name doesn’t connote any negative or inconsistent meaning in the top eleven business languages of the world.* Finally, your name will exude confidence, enthusiasm and pride, or whatever other brand characteristics you wish to develop.

How can so much be packed into a name? A clever multiphase process of well-orchestrated creative and methodical steps ensures this. While many in this niche industry profess a strict creative approach to the naming process, we believe it is a delicate blend of art and science.

See Name Creation for more information on our methodology, Art & Science of Names to consider various naming styles, or the next page, Why An Agency?, for information on why to use a naming agency.

*The eleven most prevalent business languages of the world are Arabic, English, French, German, Hindi, Japanese, Mandarin, Portuguese, Russian, Italian and Spanish.
2. Value of a name

	What’s a Name Worth?

	
	NAME
	COST
	REASON

	 
	Pentium®
	$100,000 (Est.)
	Intel ran in-house competitions first, with the prize winners getting free trips to Hawaii, then ultimately hired two different naming agencies to finish the project. Congratulations to Intel for still awarding the prizes to the employees who were closest to this final selection.

	 
	Dreamworks®
	$350,000
	New Hollywood start-up that needed trademark clearance in almost all countries of the world—and they were working with a very common word combination.

	 
	Internet Explorer®
	$5 million
	Small software company successfully proved they had used the name before Microsoft, for a very similar product. This was the settlement fee.

	 
	Netscape®
	$100,000 (Est.)
	The original company name was Mosaic—this is the typical minimum cost of changing a name when you consider the real overhead on the business, even if the name is free and even for a small business.

	 
	Apple® Computers
	Over $43 million
	Apple Computers had an agreement with Apple Records (owned by The Beatles), that they would never make music products. As soon as the Mac included sound capability, they were sued—and eventually forced to pay these damages in British High Court. In early 1999, Apple also lost the fight with their insurance company to pay these damages....so the cost continues to rise.

	 
	Computer.com
	$500,000 plus a share in the business
	A casual home user recently sold the domain name he had reserved for years.

	 
	Nissan®
	Cost has been estimated at $3-5 million
	Datsun became Nissan in 1984 as it planned to sell more than 700K cars for first time. With 1,100 dealerships, at least 5,000 signs had to be changed worldwide.

	 
	Your new name
	$18 to $25K
	Cintara provides full service at a respectable price that will be recouped on your first promotional campaign.

	Do you know the cost of some other famous names? Please share them with us by contacting our team .

Or go to The Cintara Difference.


3. The Cintara  difference

A fixed price. Guaranteed results. A commitment to your satisfaction. That’s our practice. We believe your company merits a name befitting your undertaking—one your team itself has narrowed down from a variety of name choices. Naming today is truly a process, both an art and a science. It consists of a complex search with underlying legal, linguistic, and marketing issues unique to each client. Cintara’s experienced naming professionals intimately understand and facilitate this individualized process using a proven methodology. Our experience, honed in Silicon Valley and developed with clients from around the globe, allows us to turn around projects quickly, even respond to Naming Emergencies with aplomb.

The complexities of name registration and protection strategies are considered throughout all phases of Cintara’s name development. Additionally, Cintara’s international talent is comprised of experts in a number of languages, linguistics, market research, psychology, public relations, trademark research and testing. Our team, some of whom are based in foreign countries, makes extensive and effective use of an amalgam of resources, including online and print, industry-specific and multilingual dictionaries, encyclopedias, thesauri and proprietary naming software. Our methodology streamlines the naming process and produces results that are wide in scope and applicability, yet which adhere to your desired strategic positioning.

Select Kudos to see what our clients say about us, or click on Naming Team to learn about our staff.
4. Art and science of a name

Names are ultimately a condensation of meanings and associations. Brands like Arm and Hammer, Tide, Visa and Xerox are all packed with meaning and associations, from the immediate connotations in the names themselves to the equity of the major branding efforts in which their companies have engaged. Phonetics, roots, symbolism, themes, allusion and alliteration are some of the tools namers and marketeers use to pack brand names like these with meaning and power. But which of these objective tools should you pick up for the subjective art of naming your own next brand?

Most organizations select a name based on their abilities and goals, their organizational style, and their intended audience. For example, an organization would not call itself "WebSavvy," a very descriptive name, if its employees had no web experience, nor any desire to attain it. A button-down, conservative insurance company probably wouldn’t select a name like "Zappppp," which relies on onomatopoeia and metaphor. Similarly, a test preparation service would probably not misuse metonymy and association, naming their company "Flunk’s Testing," if they wanted to build enrollment.
Each of these linguistic tools has its place in naming, although their application often requires skill, attention to nuance, and most frequently, a well-defined methodology to evaluate competing approaches and determine the most advantageous name strategy. The many naming tools and styles to choose from are listed in the following section, Naming Styles.
5. Naming style

	STYLE
	SAMPLE NAMES

	Abbreviation
	FedEx, Raychem, Microsoft

	Acronym
	QANTAS, UPS, KFC, BP, IBM, TCBY, AOL

	Alliteration
	Dunkin' Donuts, Roto Rooter,
Planters Peanuts, Piggly Wiggly,
Lint Lifter, Intel Inside, Circus
Circus, Brooks Brothers, Lincoln
Logs, Chris Craft

	Allusion/Evocative/
Suggestive
	London Fog, V-8, Frigidaire,
In-n-Out Burgers, Kitchen Aid,
Handy Andy, 7-Eleven

	Analogy
	KitchenAid, Kool-Aid, Amtrak,
Gateway 2000

	Appropriation 
	Soap (for software), Bloody Mary's
(for a restaurant), Java, Colt, Dart,
Poppy, Barracuda

	Arbitrary
	Apple, Marimba, Red Pepper, Poppy

	Classical Roots
	Pentium, Quattro, Avis

	Combination/Semantation
	Cambozola (Camembert &
Gorgonzola), Studebagels,
Nutrasweet, Kodak, Qualcomm,
Victorinox

	Composition
	LaserJet, PowerBook, PageMaker,
ImageWriter

	Descriptive
	Bed, Bath and Beyond, Bath & Body
Works, Airbus, Volkswagen,
Caterpillar

	Foreign Language
	Häagen Daz, El Pollo Loco,
Encanto, Fuego Technology, Volare,
Quattro, Montero, Samurai

	Founders
	Hewlett Packard, Hilton,
Disneyland, Ford, Rolls Royce

	Fusion
	Lego, Eveready, Travelodge,
Harvestore Silos, DirecTV,
ReaLemon

	Historical/Geographical
	Winnebago, Winn Dixie, Rocky
Mountain Chocolate Factory,
Farallon, Cisco Systems, Silicon
Valley Bank

	Humor
	Please Go Away (a travel agency),
Cracker Jack, Yahoo!, Bullfrog,
Happy to be Nappy, Sir Lamps Alot

	Ideophonemes
	7-UP, 7-Eleven, Union 76, V-8,
WD-40, 3COM, Cambio 16

	Journalistic
	Silicon Valley, Cow Palace, New
England

	Metonymy
(use of name or concept
for related one)
	Silicon Alley, Silicon Gulch,
Starbucks

	Mimetics
(alternative spelling)
	Krispy Kreme, Doughnuts, Krazy
Glue, Kwik Kopy, Kleenex, Dawgs

	Morpheme Construction
	Amtrak, Victorinox, Unisys,
Qualcomm, Compuserve, Goretex,
Granola, Accuvue, Sanka, Bisquick,
NyQuil

	Mythological
	Centaur, Midas Mufflers, Mercury

	Onomatopoeia
	ZapMail, Sizzler Steakhouse,
Kookooroo, Kisses

	Oxymoron
	Lowe Alpine, True Lies, Steel
Magnolias, Intimate Strangers

	Poetics
	Rockin' Tacos, El Pollo Loco

	Purchased
	Packard Bell, Rolls Royce

	Real Words
	Apple, Adobe, Domino's

	Retrogressive Formation 
	Caesar's Palace

	Rhyme
	Shake 'n Bake, Lean Cuisine,
Osh-Kosh

	Song and Story Origins
	Chimney with Care, Orient Express,
Almost Heaven Hot Tubs, Aladdin
Thermos

	Sound Symbolism
	Talon, Kraft, RoundUp

	Tacking and Clipping
	Nilla Wafers, FedEx, Amex, Georgia
Dawgs, South Carolina Cocks

	Themes
	Apple Macintosh, Mercedes, BMW,
Porsche model numbers, Boeing
707, 727,.....777

	Truncation
	Intel, Intuit, Cisco Systems


6. Trademark overview

A knowledge of the basics of trademarks will help prevent your product or company from being stranded without full rights to a name. 

Trademark Primer
A trademark is a word, phrase, symbol, design or some combination thereof that identifies and distinguishes the source of goods or services offered by one party from the goods or services offered by others. It cannot be a common name and should always be identified with the TM superscript symbol ™. 
A service mark (with the symbol SM) is the same as a trademark except that it identifies and distinguishes the source of a service rather than a product. A registered trademark is a trademark or service mark that the U.S. Patent and Trademark Office (USPTO) has accepted and registered for a certain class of goods. You may only use the coveted ® symbol after the USPTO has approved the registration and the registration is still in current good standing. Initial registrations are for 10 years, but may be renewed indefinitely. For more information about registering a trademark, see the PTO's Basic Facts about Trademarks or their site at www.uspto.gov.
Trademark rights arise from either (1) actual use of the mark or (2) the filing of the proper application to register a mark in the Patent and Trademark Office (PTO). Federal registration is not required but can be used to secure benefits beyond the rights acquired simply by using a mark. For example, the owner of a federal registration is entitled to use the mark nationwide and to identify the mark with the ® symbol.

Name Registration
If you have already used the mark in commerce, you may file an application based on that use. If you have a bona fide intention to use the mark in commerce, you may file an "intent-to-use" application. Under certain international agreements, an applicant
may file in the U.S. based on an application or registration in another country. However, filing a successful U.S. registration does not bestow any automatic international rights on the trademark. These must be separately obtained from each country or region.
Trademarks are registered phonetically, so be aware that a slight spelling difference may not be sufficient to differentiate your mark from that of a previously registered trademark or a brand mark already in common use. If those phonetically-equivalent marks are in your same category of business as defined by the USPTO, you may not be allowed to register your name as a trademark. For example, if you are registering a financial service under the name "Viza," its phonetic similarity to "Visa" financial services is close enough to possibly cause confusion in the mind of consumers, especially over the phone.

Logo Registration
If you wish to register a logo or visual mark along with your chosen name, then you would register the logo at the same time as you register the name of a trademark. The USPTO in fact requires samples of the trademark in use to complete the application form. However, the USPTO only works in black and white! So if you have a color logo, you must submit it with special cross hatch patterns representing the different primary
colors. Check your application kit for the exact patterns. Even if your name is very unique, you will not be allowed to register a trademark if the logo portion of it is confusingly similar to someone else's. 

International Classes
The U.S. uses the international classes of goods and services for classifying trademarks. When a trademark is registered, the registrar must request the class under which it is to be registered. For example, Dell® Computers, is Class 9 - Electrical Apparatus, while Dell® Books is Class 16 - Printed Matter, Books. Note that you might actually have to file in two or more classes for proper trademark protection. 

Protection
It is the registered owner's responsibility to police his own trademarks. The first thing a company can do is ensure that all of its employees are aware of how to correctly use the trademark and its logo and that its correct usage is strictly enforced. Keep your
intellectual property lawyer in the loop at all times. Companies also may employ special legal services to watch for any intent to register similar trademarks, so that they can be immediately challenged before the USPTO issues a registration. Make certain that any potentially confusing new names that arise in your industry are challenged immediately. Many companies resort to advertising to ensure that their trademark is used correctly by authors, thus preserving the uniqueness.

State Trademarks
If a trademark will only be used in a given state, then it cannot be registered federally, but may be registered at the state level. The main purpose of such a filing is to prevent anyone else in the state from using the same mark. Of course, this can still be a big deterrent to anyone trying to obtain a federal registration for the same mark. For example, Hawaiian Protea Calendar is a Hawaiian State Trademark only. Some states (usually more populated ones) provide stronger support than others. There is no special way to denote a state trademark, other than the usual TM. Unlike copyrights or patents, trademark rights can last indefinitely if the owner continues to use the mark to identify its goods or services. 

Common Law Trademarks
When you use a trademark without registering it, this may give you common law rights, especially if you do use the ™ symbol. So when looking for a new name, check that no one else has already been using that name as a common law mark. Although not as strongly protected as formally registered U.S. trademarks, common law trademarks for which the original holder can prove prior use would legally retain rights to the name over any subsequent use by anyone in the same international product or service class.

International Trademarks
The duration of a trademark and other such intellectual property matters vary from country to country. There is no central world body for trademarks, so they must be registered on a country-by-country basis. Click here for Trademark Resources.
7. naming team

Naming Team 

Chris James
Naming Director

While managing marketing and branding efforts for a travel office in Minnesota, Chris was bit by the travel bug and enrolled in an internship program to Morocco. There, and in France and Belgium, he developed his French skills, dabbled in Arabic and drank mint tea while looking over the Atlantic. Nowadays, he applies his language skills and marketing background to creating unique, brandable names for companies and products. He enjoys NameTrade's, balanced--disciplined and creative--approach to naming and branding.

Chris also taught English literature at De Anza College in Cupertino, CA, edited publications for the former Secretary of Defense, William Perry, at Stanford University, and studied fiction under Jane Smiley (A Thousand Acres). He likens a good brand name to a one-word poem--the ultimate condensation of language. Although more for enjoyment than public performance, he writes songs and play guitar when he's not busy naming companies. 


Christina Alba
Associate Naming Director

Shortly after graduating as a "banana slug" from the University of California at Santa Cruz Christina decided to apply her background in language studies, linguistics and intercultural communication right away. She opened up her own tutoring business and privately taught Japanese-speaking immigrants English. She also taught conversational Spanish to elementary school children and was an English instructor for international students in Palo Alto, California. While these experiences did not necessarily line her pockets with money, they did give her much source material and background for the diverse naming projects she manages now.

In an effort to continually develop her skills, and just for fun, she makes a point of visiting as many of her former students as possible. Christina's latest visit was to Japan in 1999, and her knowledge of Japanese helps her with many naming projects. She is also fluent in Spanish and comprehends Tagalog. So future travel plans are very South American centric. 

A year abroad in Alcalá de Henares, Spain, definitely made Christina a lover of the Spanish language and flamenco dancing. No one else at the NameTrade San Jose office has castanets that can be heard echoing through the hallway. Her passion for dance extends to two years of being a member of Santa Cruz's Pagkakaisa Filipino Dance Troupe. 

Christina's multicultural and diverse experience in naming make her a valuable asset to the Silicon Valley naming team.


Regional Managers
Kristin South
Senior Linguist

Kristin Hacken South follows a venerable tradition of Egyptologists interested in names: it was the great Champollion who was first able to decode hieroglyphs by deciphering the names of Egyptian royalty from the Rosetta Stone. While Ptolemy may not be a suitable marketing label for the information age, Kristin finds that her study of antiquity (she has an M.A. in Near Eastern Languages from Yale University) is useful background for her current linguistic excavations. She'd like to say that her inspirations for Cintara come in the midst of desert sandstorms, or at least while biking in Utah's Wasatch mountains, but truthfully, there's no substitute for a nose in the dictionaries to unearth her creative forces. In addition to mummies, Kristin digs long canyon runs followed by Middle Eastern mezzas, and making puns with her husband and two young children.


Paul Hutchinson
Naming Consultant, Philadelphia

Paul Hutchinson, born in the Davenport, Iowa, graduated high school from the Canadian Academy in Kobe, Japan. Notably, he was a member of the school's Kabuki Theater Troupe, world-renowned for their authentic costumes, make-up and unaltered, centuries-old dialog. Invited to appear on numerous TV and radio programs, he became a bit of a celebrity!

After graduation, Paul returned to the US to attend the University of Cincinnati, where he would go on to earn several advanced degrees, including a B.A. in Applied Linguistics. As part of the Foreign Exchange Program, he ventured overseas yet again to attend classes at the Universita Per Stranieri, in Perugia, Italy his sophomore year. Keeping his focus on language, he currently has Latin, German, Italian, Russian and, of course, Japanese solidly under his belt.

His world travels, extensive language background and keen ear enable him to skillfully construct classical Greek, Latin or Japanese-style names. He very much enjoys pharmaceutical, technical, computer-related or any assignment needing a "scientific-sounding" name. Around the office he is teased for nibbling on Latin grammar for breakfast! But Paul is proficient in all naming styles and is an excellent listener. Now settled in downtown Philadelphia, he heads our Philadelphia office.

Staff

Cintara’s naming practice recruits individuals who have extensive experience in naming, a profound understanding of the power of language, experience in corporate image and identity, and a consuming fascination and ongoing involvement in name creation. Additionally, all team members have proven foreign language and multicultural experience. They are aware of the challenges inherent in name development and have demonstrated the creativity and diligence required to successfully name products, services and companies in rapid time.
Process

Methodology is the crux of a modern naming project. Without it, your naming project can ultimately face serious challenges or dead ends. Difficulties abound in naming: form trademarks to domain availability, linguistic problems to legal issues, decision-making conflicts to creative challenges. To build a clean, powerful, deeply-felt brand or architecture, your best choice is an experienced, savvy guide organization with an exceptional road map of the process. Let us show you the strength of our road map and our process.
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1. Name creation

Positioning

Each assignment commences with a confidential client discussion of overall project parameters and naming and image criteria to be considered and avoided. This exchange of information is critical for both Cintara and our clients to have a clear vision of what the name must represent. To accelerate our familiarization with the company, product or service to be named or renamed, we request any company- and market-specific or competitive information and research the client may have available. To help the members of your newly formed naming committee tell us what naming styles, themes, tones, images they prefer and think are appropriate, we will provide them with worksheets to complete. Including many multiple-choice questions, the naming worksheets also ensure that top management are actively involved in the process and have an initial platform from which to be heard. 

This allows us to quickly formulate an accurate profile of the client company, its markets, goals, products and services. Since names transmit such powerful imaging and positioning messages, it is crucial we are on the right wavelength with clients and their marketing focus in order to develop optimum names. Every management team has a different personality and style. Every naming project takes on a life of its own, and you are very much a part of this process. For our part, on every full generation, we use male and female namers, east and west coast as a minimum. Often we also use our Canadian and UK teams to ensure that we do not generate or overlook geographic or regional sensitivities.

Having synthesized all this information, Cintara then composes a naming brief, taking into account current market research results and up-to-date information of what the client, the competition and the industry as a whole have done and are currently doing. These considerations include analyzing what the client’s competition is doing with respect to naming, getting a sense of their strategies and identifying overused and diluted morphemes, roots and words in the field. The platform outlines specific image criteria that candidate names should communicate. After all, a great name does not exist in a communications vacuum. Like the corporation, product or service itself, the perceived value and strength of the name is relative. Cintara helps you select a name that stands out in your market and meets your larger image and branding goals.
Ideation and Generation
With the naming brief as our key reference document, we generate an extensive list of at least 1,000 initial names. Depending on the nature of the assignment, our namers employ a wide range of linguistic techniques in their wordsmithing. These include:
o abbreviation or truncation 
o journalistic 
o alliteration or metonymy
o allusion or evocative reference 
o mimetics 
o analogy 
o morpheme construction
o appropriation 
o onomatopoeia
o arbitrary
o oxymoron
o combination (semantation) 
o poetics
o composition 
o real words
o derivation 
o retrogressive formation 
o descriptive 
o rhyme
o foreign language 
o song and story origins 
o founder 
o symbolism 
o fusion 
o sound symbolism
o historical or geographical 
o tacking and clipping
o humor 
o themes
o ideophonemes 
2. Name filters

Marketing Filter

From a marketing perspective, Cintara revisits the business environment in which the name must compete and successfully perform. We screen the candidate names against our positioning platform, eliminating those which are diluted, inappropriate or which conjure up an undesirable association. At this point, we consider how each candidate name will stand out in the crowd. A keeper is one that will be music to the client’s ears and all others associated with or who want to be associated with a winning entity. (You can tell you have a winner when people want to say the name, have fun saying it and repeat it!). A great name is analogous to high-octane fuel as opposed to a flat, unleaded word. It will profoundly impact the client’s customers and future customers and consistently invoke a positive buy response from them. It will be visually appealing in its orthographic structure. We examine which ones will convey distinctiveness, memorability, personality and value, bearing in mind their potential to be trademark-proof. Those names that are unique, strategically sound, flexible, invoke action and transmit the key elements of the positioning platform make the cut. They tell a story about the client’s corporation, product and service.

Semantics Filter

Cintara carefully analyzes the remaining candidate names beyond their literal and most common meanings. Any that conjure up negative or undesirable associations derived from everyday use in one of the eleven most prevalent business languages are deleted. We determine whether or not jargon, dialect, street language or archaic speech will have a derogatory impact, visual or aural proximity to any of the proposed names. Since in most cases it is inevitable that your new corporate, product or service name will have a "global" audience, even within the United States, multilingual checks are a must.

Phonetics Filter / f´»nE tIks »fIl tr /

You say, "What is that to the right of the heading?" That’s the written heading using the International Phonetics Alphabet. The phonetics filter incorporates pronunciation, readability, rhythm, sound stress patterns, tone and vowel/consonant arrangement. We also evaluate the phonetic fit with an existing brand or service, branding architecture or corporate name. At this point, any required revisions to enhance comprehension and visual appeal and eliminate cacophony will be carried out.

Sound Symbolism Filter

Certain sounds and letters convey specific associations and attributes. In multilingual verification this analysis is compounded, as each language has distinct sounds, sound patterns, alphabets and typical letter combinations. For example, a name beginning with "P" conveys compactness and speed, and an initial consonant "B" connotes dependability more so than a name that starts with "V." While none of these are absolutes, particular letters tend to be favored on a subconscious level. Some letters are harsh and "masculine" in sound, while others evoke a softer more "feminine" ring to the ear. Sound symbolism is subtle yet convincing. See Name Selection for more information.
3. name selection

Naming Methodology

Cintara is the market leader in naming methodology. Our initial generation of over one thousand names will typically yield only several hundred feasible candidates. These candidates are subjected to rigorous analyses and screening through our marketing, semantics, phonetics, sound symbolics and legal filters. However catchy, powerful or exciting a name may seem at first, it may be unavailable if it is already registered or too similar to a name already registered as to cause confusion in the marketplace. If a name has hidden or inconsistent linguistic or marketing messages or has negative connotations in the primary language of a targeted international marketplace, it would no longer be considered a viable candidate. We will also scour our in-house databases looking for additional name candidates.

Name Selection

Any name hardy enough to survive the above grueling filters makes it to the short list. Very little checking for legal availability will have been done at this time, as we do not wish to kill a good idea or theme too early. We can often change or tweak a name to get the domain and trademark free anyway. Then we have the first name selection meeting of Cintara and all your naming committee. These initial meetings will run as long as two hours. Often the final name is not yet on the table. In subsequent meetings that occur in rapid succession, the process will get quicker, the list of names will get shorter, the checking will get tighter, until your management team picks three final names to go to outside comprehensive legal analysis and for full phonetics and linguistics analysis.
With personal preferences running high at this point, as each person involved in the process tends to lean toward a particular name or names, it can be useful to inject some objectivity into the selection process. Cintara often provides evaluative comments or employs a rating sheet whose purpose is to subdue individual subjectivity and personal preferences. This allows those most closely involved with the naming assignment to get into the mindset of their audiences, both internal and external, and see the name from a less biased perspective.

Deliverables

A strong name will reap many tangible, profitable benefits. Cintara makes the process more strategically visible to you by actively involving your top management in the process and providing written reports of our results at each step of the way. Our deliverables often include the following: 
o Positioning platform
o Full generation of up to 1,000 initial names
o Amended lists of candidate names
o Brief rationale for select list of names
o Detailed rationale for short list of names
o Preliminary trademark search results
o Full linguistic and multilingual analysis of top candidates
o Comprehensive trademark search reports 
o Domain name availability results
o Objective rating sheets

Timing

For most projects, ideally we ask for four to five weeks start to finish, including comprehensive legal searches. Of course we don’t always get that much time in this Internet age! Project acceleration does however require access to your management team for the naming meetings, even if it is only through conference calls. The name you choose is yours to live with day in and day out and the process requires your participation. It’s like buying a suit. We can tell you it fits and is the right color, but only you can try it on for comfort.

See Name Checking for information on our trademark clearance process.
4. Name checking

Throughout all phases of name development, Cintara is mindful of the complexities and importance of name availability. We provide clients with selections of domain available and trademark-clearable names. As naming projects progress, the names we present are checked for clearance and trademark availability to greater and greater degrees at each stage. 

Federally registered and pending trademarks (or service marks) are searched in the trademark registry of the United States. We also check the registries of all fifty states plus Puerto Rico and common law trademarks. These searches are conducted using a variety of trademark search services that use analytical and Boolean techniques, so we do not merely check for identical matches or hits but check for multiple variants. Additionally, and when applicable, we reserve a corporate name with the respective state's Secretary of State, registering a state trademark.

For corporate, product and service names that will be aggressively marketed internationally, we highly recommend pursuing a global search using various international search organizations and databases. These services are accommodated with an additional fee, although many international trademarks are already registered with the US trademark registry and appear in our US federal trademark searches. 

This in-depth information on trademark clearance allows you to make more informed decisions in your naming choices. Cintara does not make final decisions on any company, product or service name. Though we deal regularly with trademark law, we are not attorneys. Such issues are usually client-specific and the complexities involved depend upon a myriad of circumstances and situations. The final business decision ultimately depends on client preference and determination, along with the legal opinions of the clients' trademark attorneys. We do maintain close contacts with a number of attorneys specializing in trademark law, and we would gladly provide a referral. We are available to discuss our findings with attorneys advising you, so that a clear picture emerges of the full availability of your chosen name.
Name of the week

1. Google

	Name
	Google™

	Pro 
	Different, playful. 

	Con 
	Might not be taken seriously.

	Award 
	[image: image1.png]maximum punch






	Background 
	If you thought a name like Yahoo! was strange, try this one. Google is based on the mathematical term "googol," a one followed by 100 zeros. Thanks to two Stanford Ph.D's, Google is now a verb for the masses. This innovative Internet search engine boasts nearly 25 million users worldwide who admit to "googling" on occasion.

Seemingly baby talk, this brand name helps this site stand out in its competitive space. If their product couldn't deliver the goods, this name would be a hard sell, but personality, attitude and excellent technology make the name a good fit. The company's revenues are estimated at $50 million dollars a year. That's some pretty serious baby talk!

In addition, Google's slight shift in spelling from the original makes the name easy to recall and gives their site an intelligent, youthful quality. Type your company's name into Google and see what rises to the top. 


2, American online

	Name
	America Online®

	Pro 
	Descriptive, patriotic and concise.

	Con 
	Not as international as it could be.

	Award 
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	Background 
	As the top vendor of consumer online services, America Online is very well known, though more often than not by its chosen abbreviation of AOL.com. While abbreviations are usually not the way to go for younger companies, the unusual three letters of AOL stops them from being lost with all the many other 3 letter initial abbreviated company names. Also, as an email moniker, short and sweet is very positive. 

Originally this company was called Quantum Computer Services (one of the many Quantums!..when it wasn't called QCS). But once Steve Case arrived at the company as their first real marketeer, he quickly recognized the need for some name with a lot more consumer appeal. 

And, as they say, the rest is history. We seriously doubt if it would have been possible at all to build such a large customer base with their old name. 


3, Mitsubishi

	Name
	Mitsubishi®

	Pro 
	Famous Japanese giant conglomerate.

	Con 
	Too big and negative across rear of a car; trying to be too much for too many products and industries.

	Award 
	[image: image3.png]weak






	Background 
	Mitsubishi is one of the world's largest industrial companies. In fact, so large, that when you go to their website www.mitsubishi.com to learn about your Mitsubishi car, or about buying one, the automobile division is not even mentioned or referenced! 

While designers and engineers of their cars might be in love with the corporate name, it does not resonate well with the buying public in the western world. As a result, they have finally figured out they cannot plaster it in big letters across the back of their sports cars and expect to sell many stateside. Even Mercedes Benz doesn't plaster their name across the back of their cars. Why bother? Especially when you have a powerful logo that tells the story for you. 

Similarly, until Mitsubishi's auto division gets its own name and identity, we recommend they just use their 3 diamond logo, and instead promote their good vehicle names like Eclipse, Montero, etc. 


4, Minolta

	Name
	Minolta®

	Pro 
	Good use of consonant vowel structure allows for easy pronunciation.

	Con 
	None, unless the "l" poses difficulty for native Japanese speakers.

	Award 
	[image: image4.png]maximum punch






	Background 
	This name successfully pulls off a rather forced acronym. Minolta is derived from Machine, INstrument, OpticaL and TAshima, the latter being the name of a Japanese wholesale firm (Tashima Shoten) run by the father of the founder of Minolta Camera Co., Ltd., which changed its name in 1962 from Nichi-Doku Shashinki Shoten (Japan-Germany Camera Company). Good thing, since doku can also mean poison (n.) or to step aside (vb.). And the company's current operations still reflect Minolta's steeped history in optical technologies. 


5. Toshiba

	Name
	Toshiba®

	Pro 
	Good use of consonant vowel structure allows for easy pronunciation.

	Con 
	None evident.

	Award 
	[image: image5.png]maximum punch






	Background 
	Partially named after a region in Japan, Tokyo Shibaura Electronic Company became Toshiba. This well-known brand's five divisions offer a wide range of modern electronic solutions. Incidentally, toshi means city in Japanese. 


6. Wal-mart

	Name
	Wal-Mart®

	Pro 
	Simple, pronouncable, descriptive.

	Con 
	None...though some may spell it as it is pronounced: Wallmart

	Award 
	[image: image6.png]maximum punch






	Background 
	When Sam Walton first started his "five-and-dime" stores, he had a franchise called "Ben Franklin", though his own stores were often called "Sam Walton's Five and Dime". But one day, while flying with Bob Nogle, his first manager, Sam proposed a number of new names. 

Bob responded by saying they should use something simpler with less letters in it (he having remembered the cost of buyingthe big signs). So Bob suggested something simpler, and scribbled on a napkin W-A-L-M-A-R-T and passed it to pilot Sam. 

At the time, Mr Walton never responded, but later at the next store opening, Bob saw the new Wal-Mart sign going up. 

Once again, Sam had learned from, and improved on, his competitor's ideas. Today Wal-Mart is the world's largest retailer, having long ago surpassed K-Mart in revenues and name recognition. 

*As quoted in Made in America by Sam Walton. 

Incidentally, Wal-Mart was lucky to hang on to the name, as it took them 15 years before someone remembered to file for the Registered Trademark!


7. Nvidia

	Name
	Nvidia®

	Pro 
	The name flows, with good use of consonants and vowels.

	Con 
	Did they know that envidia means jealousy in Spanish?

	Award 
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	Background 
	Nvidia's processors for 3-D graphics, unlike other processors, are integrated into a single chip, which is a simpler and lower-cost alternative to multiple chips and boards. Designed into computers offered by the likes of Compaq, Dell, Gateway 2000, Micron and Packard Bell, it would be hard not to be "envious" of these little jewels. So, was Nvidia deliberately named? 


