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FOR BUSINESS OWNERS, CHOOSING A NAME SHOULD
BE ABOUT GIVING THEIR COMPANY AN IDENTITY.
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"What'sin aname? That
whichwe call arose/By any
other word would smell as
sweet.”

— ROMEO AND JULIET (ACT I, SCENE 2)

By DAVE SIMANOFF
dsimanof{@tampatrib com

AMPA — William Shakespeare

may have been England’s

greatest playwright, but he'd

have a hard time making

a buck as a branding con-

sultant in today’s economy.
Yeah, a rose by any other name might
smell as sweet, but would it sell as
well?

Business founders, office building
owners and residential developers in
the Tampa Bay area are all familiar
with the challenge of coming up with
the right name: one that doesn’t just
look good on a sign or a business
card, but one that imparts the kind of
message that draws in customers and
spurs sales

“The litmus test is whether you can
remember it, and whether it conjures
up images in your head that are con-
sistent with the images that the com-
pany wants to convey,” said ludith
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it's obvious what inspired the name of this locally-based financial institution,
which gives customers an instant sense of its identity.

Washburn, an assistant professor of
marketing at the Sykes College of
Business at the University of Tampa.

Names and brands represent both
acompany’s promise and its identiry,
and the mo=1 creative names might
not necessarily be the ones that bring
in customers and sales, she said

“The more creative you are, the
more likely to are to break through
the media clutter. but you can’t be
creative just for creativity's sake,” she
said. “It has to be driven by the strat-

Bruce Burdge and Kristen Kenne-
dy Showalter thought they would be
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able to find a name for their real es-
tate investment company one morm-
ing over a cup of coffee

The process took a month and in-
volved consulting family members,
friends in the commercial real estate
industry and, eventually, a Latin dic-
tionary. They launched their new
firm, Arcis Investments, in July 2003.

“It was a much more mmP{:ramd
process than | fully appreciated,”
Burdge said. "Today, 1 absolutely have
a serious appreciation for the com-
plmty involved in coming up with a
name.

Neither he nor Kennedy wanted (o
use their own names for the compa-
ny. Nor did they want to use abbre-
viations: BK Investments would re-
mind people of Burger King, while KB
Investments sounded too similar to
KB Home or KB Toys.

Many potential names got
scratched off the list after Burdge and
Kennedy ran them by other people
and got some negative responses.

For example, Burdge said he origi-
nally liked the idea of naming the
new firm Osprey Investments: he al
ways found the birds majestic, they
were common in Florida, and the

See CHOOSING NAME, Page 8 >

Adlpice on how to navigaie process.






