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Words from the Editor

Spring is here, and with it we bring you a 

fresh new LABReport.

In this issue, you will find an explora-

tion of the naming issues which arise 

from brand mergers, as well as an article 

which questions how acronymic brand 

names translate to the Chinese market.  

We would also like to direct you to our 

News & Happenings section to find out 

about Labbrand’s Visual Identity services, 

our latest addition to Labbrand’s service 

portfolio, providing comprehensive solu-

tions for building strong, innovative and 

valuable brands.

We value our readers’ feedback. As we 

have received a number of requests for a 

return to the online format of our original 

newsletters, in addition to readers who 

are decidedly in favor of the download-

able version, we will now make the 

LABReport available both in HTML and 

in PDF.

And as always, enjoy the reading! 

Sincerely,

LABReport Team
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Surviving in rapid economic growth some-
times calls for changing corporate structures, 
and mergers and acquisitions has become a 
strategy for many global brands.  Statistics 
show that the volume of global mergers and 
acquisitions in 2006 reached USD 3.6 trillion, 
beating the previous record high in 2000. And 
the latest report released by Morgan Stanley 
indicates that this record will be likely beaten 
again in 2007. In the case of merging brands, 
there arises an important consideration: how 
to give the merged brand a suitable name?
 
Several merger naming strategies can be 
used.  The name of one merged company can 
be used to represent the new corporations.  
A new brand name can also be created from 
scratch, or even derived from one or more of 
the former corporations’ brand names.   

The use of only one company’s name can be 
grouped to two situations: main-sub mode 
and single mode.  Main-sub mode is when 
the name of one merging corporation be-
comes the new brand name and the other 
corporation name or names are adopted for 
products or sub-brands. Youtube became one 
of Google’s sub-brands, Compaq is marketed 
as a product line of HP, and electronic appli-
cation retailer Gome in China added Yolo as 
a product in its new gaming system.  This is 
recommended when the merging brands are 
both strong on the market, with one being 
more dominant or offering a wider range of 
products or services.

Single mode in merger naming is when one 
corporation’s name is adopted as the new 
brand name while the others are completely 
abandoned. After Boeing and McDonnell 
Douglas merged, the Boeing brand name 
was used exclusively.  Even existing prod-

Merging Brands, Merging Names
By Vincent Qiao

ucts manufactured by McDonnell Douglas 
were renamed, such as the MD-95 which 
was changed to Boeing 717 after the acqui-
sition.  This is an effective strategy if one of 
the brands was previously doing poorly in the 
market.

Developing a completely new name was the 
strategy adopted by Airbus. Airbus was jointly 
founded in the 1970s by several European air-
craft manufacturers:  Aerospatiale, Deutsche 
Aerospace, VFW-Fokker, and Hawker Siddeley.  
In using a new name, the merged brand ef-
fectively avoided any strong bias towards any 
of the participating countries.  In general, this 
type of naming is not popular; in using a com-
pletely new name, there is a high risk of los-
ing the valuable brand equity of the merging 
corporations.  

The most common naming method for merg-
ing corporations is to derive a new name 
from the former corporations. For instance, 
Price Waterhouse and Coopers & Lybrand 
merged in 1998 and created the new name 
PricewaterhouseCoopers; the merger be-
tween Alcatel and Lucent brought the brand 
Alcatel•Lucent; China’s famous securities 
brand Shenyin Wanguo originated from the 
merging of two brands Shenyin and Wanguo 
in 1996.  This combination strategy allows the 
former brands to carry-over into the new cor-
poration names that are familiar and resonant 
to consumers, while strengthening the image 
of unity and joining of forces to the public.  

In mergers and acquisition, brand equity is as 
important as the more obvious financial con-
siderations at play.  The right naming strategy 
will help merging companies to maximize the 
benefits of the merge, and to avoid confusing 
consumers or losing their recognition.
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in China while HP has adopted a Chinese 
name—惠(huì)普(pǔ).

From a phonetic aspect, though “I”, “B” and 

“M” are three English letters, we can find 
similar Chinese characters in sounds such as 
I—爱(ài,love); B—比(bǐ,compete); M—目

(mù,eye). Thus, even non-English speaking 
Chinese can pronounce the name easily and 
accurately. However, the situation is totally 
different for HP.  “H” is pronounced quite dif-
ferently in mandarin pinyin, and “P” actually 
evocates an awkward association to 屁(pì, ass) 
which can lead to a brand naming disaster. 

IBM’s products are positioned as business ori-
ented. This means that most of its consumers 
have a good background of foreign languag-
es, which will make them easy to understand 
its brand concept through the capital letters. 
HP, on the other hand, is more aligned with 
the personal computer markets. This position-
ing requires a common understanding from 
the general public. Thus, HP needed to find a 

CD(CompactDisc), NBA, National Basketball 
Association(CCTV),China Central Television), 
the increasing use of acronyms in China has 
inspired a trend of brand naming. The main 
advantage of an acronym is to shorten words 
and phrases for easier use. This is especially 
important for a wordy brand name. For exam-
ple, IBM is surely easier to say and remember 
than International Business Machine; for na-
tive English speakers the three letters can be 
naturally associated to the brand name. How, 
then, to make these letters more meaningful 
for Chinese people?  Should the acronyms 
themselves have a Chinese version as well?  In 
our opinion, the brands’ phonetics, positioning 
and philosophy actually make the decision. 

A comparison between IBM and HP illustrates 
this idea. Both enterprises originate from 
the U.S, and exist in the electronics industry, 
which commonly use acronymic abbreviations 
for products and brands names. However, 
their branding strategy in China are totally 
different: IBM keeps its three-lettered name 

Naming Acronyms
By Eric Jiang

more indigenous name in China.

IBM believes in personal respect, good service, 
and top-ranking. To reflect this premium ori-
ented philosophy, the blue giant’s abbreviated 
brand appears globally in the identical form. 
In contrast, HP follows a strategy of high tech, 
low cost and best customer experience. Since 
it is more concerned with creating an emotion-
al connection to its consumers, HP needed a 
name to resonate with the Chinese public.

Given all the reasons above, HP developed the 
Chinese name—惠(huì)普(pǔ). 惠(huì) means 
beneficial and普(pǔ) means public. The whole 
name can be understood as “benefiting the 
public” which perfectly expresses its brand phi-
losophy. Additionally, the abbreviation of this 
Chinese name in pinyin form is also HP. 

Not all acronymic brand names require a Chi-
nese version; the brand values and the pho-
netic considerations name itself will decide the 
necessity. 
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Original name de ca thlon
Chinese name 迪 - dí 卡- kǎ 侬 - nóng

Character 
analysis

“迪”is comprised of radicals“由” and “辶”,the 
second of which usually implies a connotes a 
walking or running motion.“由”in Chinese means 
origin.  Together, these two characters evocate a 
sense of pioneering or leading.
“迪”is a character often used in phrases which 
express the idea of knowledge.  Because its 
pronunciation is closely matched with “di”, a 
common phoneme in Western vocabulary, it is 
often used for phonetically translated words, such 
as disco (迪斯科) and Disney(迪士尼).

“卡”can be pronounced as“qiǎ”and as 
“kǎ”, meaning to trap or to pinch.  Be-
cause of its similarity in pronunciation and 
its relatively simple character construc-
tion, “卡” is commonly used in phonetic 
translations of foreign words containing 
“ca” or “ka”.  Examples include Cartier 
(卡迪亚), Alcatel (阿尔卡特), and Kapersky 
(卡巴斯基). 

In ancient Chinese poetry, “侬” 
expresses the first person I.  In modern 
times, it is used for “you” in the Wu 
dialect.  Other than this, it is rarely 
used in modern Mandarin. 
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About us
Labbrand is an innovative agency that blends branding with market research. Labbrand expertise covers brand strategy, brand naming, 
visual identity and a comprehensive range of market research services. By giving research a more important role, Labbrand has become 
an industry leader by applying a multi-disciplinary approach to brand building. This unique approach has been sought by 
a growing number of forward-thinking companies. These organizations realize that strategy, innovation, marketing and 
communications should be fully integrated in order to address the increasing complexity of the business environment and to 
successfully build business initiatives. We have effectively implemented semiotics, anthropology, ethnography and sociology in 
addition to statistical analysis in our research cases to provide original and insightful solutions to our clients.

LABBRAND CHINA CONSULTING LTD.
SHANGHAI CREATIVE INDUSTRY CLUSTERING PARK 
50, MOGANSHAN ROAD • BUILDING 7 • UNIT 202 • SHANGHAI • CHINA
TEL. +86 21 6298 8956 • FAX. +86 21 6298 0775 • http://www.labbrand.com

Following the launch of our cutting edge Olfactive Identity services, Labbrand is proud to an-

nounce the successful development of our Visual Identity services!

Starting from February 2008, names such as L'Oréal Paris, New World Group and Ataway have 

decided to build their Visual Identity with our help. 

This recent addition goes to integrate Labbrand's Creative offer for comprehensive Brand Iden-

tity building services, now covering Verbal identity, with its innovative Naming and Tagline 

development services, as well as Visual and Olfactive Identity.

So, with the beginning of the Chinese New Year, Labbrand comes back with fresh ideas, bring-

ing you a new outlook on the newest approaches to branding covering innovative researches 

techniques, brand strategy building services, and creative marketing implementation. 

Expect exciting news on ongoing projects and further improvements on our services and in-

novations. 

If you wish to learn more about Labbrand’s services, simply contact us at 

info@labbrand.com!
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