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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.



It was a much more complicated process
than | fully appreciated. Today. | absolutely
have a serious appreciation for the complexity
involved in coming up with aname’

BRUCE BURDGE

Cofounder of a real estale investment company
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Tribune photo by CRYSTAL L. LAUDERDALE
Kristen Kennedy Showalter, above front, and Bruce Burdge
took their inspiration from a Latin dictionary to name their
%4 real estate investment company. They say arcis, the word for
‘,. citadel or stronghold, conveyed the right image for their busi-
ness. Below, The FishHawk Ranch dev ‘s namesake is
the ranch that used to operate on the property

Tribune photo by CRYSTAL L. LAUDERDALE

sborough River had been easier to find on the property off Fletcher Avenue near Interstate 75, Hidden ft PP 7 ) l
porate Park would likely have a different name. .

Trihune photo by ROBFRT RURKE
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Bishop considered geogra-
shy and nearby landmarks in
aming Westchase, the grow-
ng community in northwest
fillsborough.

“One of the most notable
eatures of the area, at least

then, was Tampa Bay Downs,”
he said. “1 was Jooking for an
equestrian connection but not
one that implied an equestrian
community. ‘Chase,” as in stee-
plechase, does that and more,

Chase is active, evokes flowing

water and a number of other
generally positive images.

Wesichase seemed like a good

Bishop chose “Highland
development because green
spaces and parks are a large
part play a large role in the de-
sign of the community, Also,
Highland Park isn’t laid out like
a conventional suburban de-
velopment, so he sought a
name that didn’t sound a
conventional suburban devel-
opment.

Many cities in the United
States have established neigh-
borhoods called Highland
Porks, he said.

“Plusburgh, where | grew
up, has a Highland Park. Dallas
has a very well known, and af-
fuent, Highland Park. There
are many others,”” he said.
“Perhaps the Highland Park
name a bit more for-
mality in than would
many other more suburban

4

Bexley and Connerton, two
developments under way in
Pasco County, get their names
from an obvious source: the
land used 10 be owned by the
Bexley and Conner families.

Don Whyte, president of
Newlmdw ;mm unities South-
east, is company adopted
Bexley as the name for its new
development because it's a
name with roots and history in
the Tampa Bay area, and one
that doesn’t have any other
connotations.

Another Newland commu-
nity, FishHawk Ranch, is
named after the ranch that
used to operate on the proper-
ty before it was developed. A
fish hawk is another name for
an osprey.

Before developing the site,
Newland did market research
with potential buyers and
found the name didn’t appeal
to some at first, but it really
grew on those people.

“The more they heard it, the
more they liked it,” Whyte said.

Like Bishop, Whyte believes
it's important to develop a
name that denotes a place, and
not one that describes a subdi-
vision.

“We usually look for names
that can mean what the com-
munity ends up being in peo-
ple’s minds,” he said.

Getting Creative

Hidden River Corporate
Park on Fletcher Avenue near
Interstate 75 got its name one
afternoon 12 years ago when
two businessmen trekked
through the untamed woods
and cow pastures to find the
Hillsborough River,

Developer Joe Taggart
promised partner Eddie Smith
spectacular views of the river
and alagoon,

“I had the project under
contract and back then it was
all fenced in, and there was cat-
tle all over the propeny. It was
all wooded. My key didn’t work
and we had 1o climb over the
fence,” Taggan recalls.

“We walked back — we were
three-fourths of the way there,
and Eddie says 1o me, ‘Are you
sure there's a river back there
Joe? Maybe we ought 1o call
this place Hidden River’.”

The name stuck with
Taggart. Later, when he hired a
professional Iirbn:'t‘o

of the possibilities. They told

him that they couldn’t come

up with anything better.

Taggan, the retired senior
president

“It’s very hard — and nam-
ing the streets is just as hard,”
he said. “Every time you think
you've got a good name for a
street, you call the city or the
county and find out it’s already
taken or reserved.”

Sometimes, a little imagina-
tion is required to find a suit-
able street name.

When Highwoods Properties
needed a palm tree-themed
street name for a road in
Highwoods Preserve, the busi-
ness park it's developing in
New Tampa, it found that ev-
ery species of palm tree — Sa-
bal Palm, Queen Palm, and so
on— had already been taken in
Hillsborough.

Its solution: use the name of
a palm tree that doesn’t exist.
Highwoods Palm Way was ap-
proved by the county.

The Same Mame

Most of downtown Tampa's
office buildings get their names
from their address, such as 100
North Tampa, or their anchor
tenant, such as SunTrust Fi-
nancial Centre.

But in the late 1990s, a bank-
ing merger left two of down-
town Tampa's business build-
ings, NationsBank Plaza and
Barnent Plaza, with a case of
mistaken identity.

When NationsBank bought
Barnett in 1998, the company
replaced the green Barnett logo
at the top of Barnett Plaza with
its own red-and-blue logo.

However, the bank didn’t

have naming rights to Barnett
Plaza, and the building owners
balked at the name of
the building because there was
already a building with
NationsBank's name in down-
town Tampa.

As a result, the building with
NationsBank's logo kept the
name Barnett Plaza, and the

cylindrical build-
ing, which didn’t have any
signage in the skyline, re-
mained NationsBank Plaza

Tenants and visitors were
confused until 2000, when
NationsBank acquired San
Francisco-based Bank of
America. The shed its
name and adopted Bank of
America’s. Barnett Plaza’'s

put its new red-and-blue logo
on top of the building.

they're repeatedly made aware
of that connection between
your promise and your prod-
uct”

Washbumn suggests compa-
nies consider names that ex-
press what the company is
about, and not “a monument
to you or some founder of the

She said creativity should be
an important pan of process,
but the result should be to de-
velop a name or brand that ex-
presses something about the
company, its products or its
promise to customers.

“Creativity is part of it, but
creativity in and of itselfl does
not sell products,” she said.

Reporter Dave Simanoff can be
reached at (813) 259-7762.



