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Abstract 
This paper analyzes linguistic iconicity in brand names broadcasted on 

Pakistani electronic advertisements from the perspective of 

derivational morphological processes. The rationale behind this is to 

find out what kinds of experiments with linguistic choices are being 

made in the language of advertisement and are these choices arbitrary 

or Iconic in nature being conscious and functional. A corpus from 150 

advertisements is collected and analyzed empirically. The quantitative 

analysis of data, through quantifying and measuring the percentage 

and frequency of each derivational morphological process, reveals the 

most frequent and the most least method exercised for the construction 

of names of brands with others given on the quantum. The focus on the 

purposefulness of each derivational process reveals, not only the iconic 

nature of brand names but also the psychological impact of these, 

exercised through the more striking linguistic choices made on the 

morphological level. 
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I. Introduction 
Selecting and giving a name to a Brand is the most careful task as it can provide a 

customer with a symbolic meaning which assists in both the recognition of the product 

and the decision-making process (Herbig & Milewicz, 1993). A well-chosen brand name 

can produce a number of specific advantages including suggesting product benefits 

(McCarthy & Perault, 1990), contributing to brand identity, simplifying shopping, 

implying quality (McNeal & Zerren, 1981), evoking feelings of trust, confidence, 

security, strength, durability, speed, status and exclusivity (Shimp, 1993). To achieve 

these purposes, Brand names must be catchy, innovative and more unexpected. These 

features contribute to the following principles of advertising texts: Attention value, 

Readability (by means of simple, personal, and colloquial style), Memorability (most 

important in the process of advertising is to remember the name of the product) and 

Selling power (Leech, 1972, p.27).  

 

A. Brand Name  

 Bennett (1988) defines brand names as component of brand, which can be 

verbalized or spoken, containing words, numbers or letters. These choices usually reflect 

preference towards short, crisp names which are easy to spell, pronounce and remember 

but distinctive and free of negative connotations. Goddard (1998) discusses the 
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denotative and connotative aspects of brand names in terms of metaphorical, idiomatic 

meaning, polysemy and sound symbolism. The linguistic aspect of these choices and their 

construction process show an extensive reliance on different morphological processes as 

the most important linguistic devices through which selling power of any product can be 

raised.   

 

B. Icons 

 Another linguistic aspect of these brand names as linguistic signs is their link with 

the objects they represent. Are they arbitrary as Saussure (1916) suggests about linguistic 

signs in general or Peirce’s conception of Icon applies to them? According to Peirce 

(1931, cited in Wescott, 1971), “an icon is a non-arbitrary intentional sign – that is, 

designation which bears an intrinsic resemblance to the thing it designates.” Based on 

Peirce’s conception, Chandler (2002) describes it as: 

 

 “Icon/iconic as a mode in which the signifier is perceived as resembling or 

imitating the signified (recognizably looking, sounding, feeling, tasting or smelling like it) 

- being similar in possessing some of its qualities: e.g. a portrait, a cartoon, a scale-

model, onomatopoeia, metaphors, 'realistic' sounds in 'programme music', sound effects 

in radio drama, a dubbed film soundtrack, imitative gestures.”  

  

 In this respect, Brand names definitely carry an Iconic force rather than that of 

arbitrariness realized through linguistic signifiers or sign vehicles (Nöth: 1990-89) to 

indicate some referent or object. The schematic representation of different types of icons 

given by Wescott (1971) explains the situation more comprehensively. Iconograms are 

signs that represent external reality in a relatively direct manner, with only minimal 

mediation by speech.  

 

TYPE   SUBTYPE   INFRATYPE  

iconographic  non-verbal   pictographic  

     ideographic   

  verbal   logographic   

     morphographic  

 

  Pictograms are iconograms that constitute miniature sketches of the objects being 

referred to. Ideograms are iconograms that refer to 'ideas'-more accurately, to situations 

or relation-ships between objects rather than to objects in isolation. Logograms are 

iconograms that refer to words-that is, to minimal free forms. Morphograms are 

iconograms that refer to morphemes, or minimal forms, many of which cannot occur 

independently (Wescott, 1971). 

 

                                       

                                                                                                  

            Logograms& Morphograms                               

             

 

 

 

            Pictogram & Ideogram 
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 By adapting this schematic representation, the relationship between the Brand and 

its name is more like verbal and non-verbal aspects of an iconic representation. In the 

above given advertisement, it is obvious that the physical appearance of the product is the 

pictorial representation showing its Ideographic relationship with some other objects and 

person in the advertisement. Whereas, the signifier/name (Logographic/morphographic 

representation), though does not tell whether the product is soap or something else, rather 

it informs consumers of the effect/feeling associated with the use of product but the name 

is not to be found in dictionary as it is not a regular lexical item. It is reduced/clipped 

form of Luxury but from decades, the consumers call, recall and identify this soap with 

the same name. Similar is the case with so many other mass consumer products. Some 

message is conveyed regarding quality, taste, feeling, sound, smell, shape, owner’s 

identity etc through their signifiers/names which are constructed in such a fantastic and 

clever manner that eventually make them the part of consumer’s memory. This kind of 

iconicity might work on the secondary level of referent’s representation as well e.g, 

 

                                               A luxurious state of life (or) 

                                 The enjoyment of special and expensive things 

                                                            (Signified) 

 

 

                          Arbitrary relation                                  Iconic relation 

 

 

 

                                           

  Luxury         (Clipping)        LUX  

                                   (Verbal Signifier)                  (Morphological representation for that  

      feeling of luxury) 

 

 Sometimes, through some innovative brand/product names, new signifieds are 

referred to e.g.                              

                                         (arbitrary relation) School     

                                                              (Blending)               skooz   

                                    

                           
 (arbitrary relation) Shoes     

 

 

 It becomes obvious the arbitrary relations between two different signified and 

signifiers are blended and constitute a new signified which holds an iconic relation with 

its unique signifier. This coinage in terms of new morphological expression tends to 

represent the particular signified only.    
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 Few other examples are those of Dawlance = Dawood + lance (meaning tool), 

kingtox = king + toxin, Milk pack = milk + pack, Mortein = mort (French meaning dead) 

+ ein (German meaning one), Sooper = coined from Super, sting = biting taste like a 

shock, yelly = yoghurt + jelly etc. All these instances clearly reflect the manipulated use 

of free and bound morphemes to refer to the particular referent; stand for them iconically 

even if the referent is not always physically present, basically giving some information 

about the quality, taste, effect, ingredients and owner on secondary level if not on 

primary level. So, to identify the iconic nature of brand names, the focal strategy is to 

analyze them through different morphological processes involved in their construction. 

 

II. Derivational Morphological Processes 
A. Derivation: (or Derivational affixation, Affixation)  

 It is “very effective process of building new words by adding an established prefix 

or suffix to the existing base. (…) It is a most productive process of creating new words 

in English.” (Kvetko, 2001, p.35). A suffix occurs after and a prefix occurs before the 

base. “A suffix usually changes not only the lexical meaning of a word but also its word 

class” (Kvetko, 2001, p.36) e.g., Energile = Energy + ile (capable of) “A prefix usually 

changes or concretizes the lexical meaning of a word and only rarely word class.” 

(Kvetko, 2001, p.38), e.g. nonsmokers, dislike, rebuild, postwar, autobiography, 

antinuclear, hypersensitive. The following examples show the innovation of advertising 

language in terms of Affixation: “provodkative, cookability” (Cook, 1996, p.140). 

 

B. Compounding 

It refers to “lexical units, where each unit is consisting of two or more bases 

(roots). A compound may be characterized by its inseparability, semantic unity, 

morphological and syntactic functioning and certain phonetical and graphic features.” 

(Kvetko, 2001, p.40). ‘Compounding ((Busmann, 1996, p.91) is syntactically and 

semantically differentiated from simple word groupings; generally, with the primary 

stress on the first constituent; inflection only on the base element, openness of the 

semantic relation between the individual elements and lexicalized idiom.’  

 

i. Coordinative: Mountain dew, Milk pack, Millat fan 

ii. Subordinative: determinant + determinatum e.g.,  Safeguard 

iii. determinatum + determinant e.g.,  Jam-e-Shireen 

iv. Shortening in general is “a process in which part of the original word is taken 

away. It expresses the trend of Modern English towards monosyllabism.” 

(Kvetko, 2001) 

v. Clipping is “a reduction of a word to a shorter form. It is a cutting off one or 

more syllables of a word” (Kvetko, p. 2001). Rowe & Levine (2006, p.99) 

define it as ‘snipping a section of a word to form a shortened form e.g., Lux 

from Luxury, Fanta from Fantasy etc.   

vi. Acronyms ‘are words formed from the first letter or letters of more than one 

word, pronounced as any word would be’ (Rowe & Levine, 2006, p. 98) e.g., 

LU, PEL etc.  

vii. Initialisms: When Acronyms are not pronounced easily as a word, they may be 

pronounced as an individual letters, e.g., ptcl, OLX or as syllable groups e.g., 

NA-TO (Busmann, 1996, p.1). 
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C. Blending 

 It ‘is the process of taking two or more words, clipping parts of one or more of the 

word, and then combing them. The new word is a blend carrying a bit of meaning from 

each of its part’ (Rowe & Levine, 2006, p.99) e.g., yelley, skooz etc. Fromkin et.al. 

(2003, p. 98) consider blends less than compounds as some parts of the combined words 

are deleted. Busmann (1996, p.55) opines that though formed spontaneously, blends do 

not serve as models for further compounds because of their understanding in a particular 

context. Blends can refer to ‘the results of technology, types of abbreviation, echoic, or 

labeling the things that are intermediate between two other things’ (Rowe & Levine, 

2006, p.99). 

 

D. Conversion 

 “The process of coining new words in a different part of speech without adding 

any derivative elements is called Conversion” (Kvetko, 2001). The two words differ in 

meaning and syntactic function within the sentence. The major types of conversion are:  

 

i. the formation of nouns from adverbs: Always  

ii. nouns from verbs: Fruttare, Surf excel  

iii. nouns from adjectives: Laziza, Haier  

 

E. Eponyms 

 They are derived from proper names and are another of the many creative ways 

that the vocabulary of a language expands (Fromkin et.al. 2003, p.98) e.g., Gillete, 

Dawlance, Philips, Nokia etc. Rowe & Levine (2006, p.100) state that ‘people like to be 

remembered. One way to increase the likelihood of being remembered is to have 

something named after you.’ 

 

F. Coining 

 It refers to creation of a new morpheme by adding, deleting, shifting or replacing 

the alphabets or sounds from existing lexical items e.g., Toz, Ufone, Talk Shawk. 

Fromkin et.al.( 2003, p.92) quote that ‘the advertising industry and specific brand names 

have added many words to English, and which are used as generic names of these types 

of products such as Kodak, Kleenex, Jell-O for example.’ 

 

G. Borrowing 

 It means ‘adoption of a linguistic expression from one language into another 

because of political, cultural, social or economic developments’ (Busmann, 1996, p.55) 

e.g., Ariel, Cornetto, Carte do’r . 

 

H. Reduplication 

 It refers to ‘doubling of initial syllables of a root or stem with or without a change 

in sound to express a morphosyntactic category indicating a strengthening of expression’ 

(Busmann, 1996, p.400) e.g., Chilli Milli and Ding Dong. 

 

III. Previous studies on the Language of Advertisements 
 Hornikx, Meurs, & Boer (2010) investigated empirically the difficulty of the 

English Language as a possible determinant of people’s preference for English or the 

local language in advertising slogans. McQuarrie & Mick (1996) placed advertising 

language in the context of the study of rhetoric calling it ‘artful deviation’ occurring at 
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the level of form rather than content. Pullum & Scholz (2001) point out that, at every 

level, language has a level of creativity and it is always possible to invent new words. 

Hosney (2011) focuses on the interaction of language, image and layout and examines 

advertising persuasive strategies drawing on pragmatic, sociolinguistic and 

psycholinguistic theories. He concludes with the discussion on the interrelationship 

between culture and advertising discourse. Gisbergen, Ketelaar, & Beentjes (2004) 

explored changes in visual prominence and openness in magazines advertisements 

comparing ads published in 1980 and 2000. Lapšanská (2006) provides the analysis of 

language of advertising from linguistic point of view and specifies linguistic means used 

in advertising texts. The work brings knowledge about the use of linguistic devices in 

print advertising. By analytical method, author found out the use rate of individual 

linguistic means used in advertising slogans, even in relation to product specialization. 

Few other studies (Guha, 2010; Kohli & LaBahn, 1995) focus on analysis of brand names 

from marketing strategic perspectives and its effect on audience. Vӧrӧs (2010) analyzes 

advertising slogans and headlines with particular focus on word-formation processes as 

tools of linguistic creativity and innovation in print advertisements. Wescott (1971) 

studied Linguistic iconicity in speech and especially in English phonemes. There is an 

obvious lack of exclusive empirical research on brand names from morphological 

perspective showing the element of Iconicity in Pakistani context.  

 

A. Research questions 

 Brand names foreground some iconic message about the products they represent, 

and how that message is delivered, are related to the linguistic analysis of brand name 

construction. So, the focal points of this research paper are to analyze: 

 

i. Are the linguistic choices in the constructions of brands names broadcasted on 

Pakistani TV channels arbitrary or Iconic as they have some inherent link with 

the brand/product they represent? 

ii. What derivational morphological processes are fore grounded (use of devices of 

language in such a way that this use itself attracts attention) at this level? 

iii. What is the frequency of each derivational morphological process and what do 

they indicate/signify? 

 

B. Data and Research Methodology 

 150 brand names are chosen randomly from electronic advertisements broadcasted 

in October, 2014 on Pakistani news channels. The brand names are delimited to 

‘commercial consumer advertising’ which is directed towards the mass audience with an 

aim of promoting sales of a commercial product or service. It is the kind which uses most 

money, professional skill, and advertising space in this country” (Leech, 1972). In 

Pakistan, both Local and International brands are major stakeholders of commercial 

consumer advertising. So, data is selected from both these sources and major focus is on 

food, personal care and household items. 

 

 The data is analyzed using analytical approach to describe employed processes, 

their purpose and effect. Alongside with that empirical evidence is given in terms of 

frequency measurement and graphic representation.  
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IV. Data Analysis 
 

Figure 1:  Frequency and percentage of Major classification of Brand/Product names in 

terms of Morphological Processes 

  

  

 The above given pie chart shows that the frequency of Single Morphological 

Process is two times higher than that of No Process used in the construction of Brand 

names and Double Morphological Process. The use of No process, represented with the 

symbol of , explains the use of Nouns chosen for the representation of Brand/Product 

without any involvement of the Derivational Morphological Processes.  

 

 It is evident in the graph that compounding dominates among the single 

Morphological Process as the most frequent method used for the construction of Brand 

Names and how other processes are represented on the quantum. Almost all the processes 

are somehow used. It is interesting to note that no instance of affixation or derivation is 

evident in both No process and Single Derivational Morphological process. 

 

Figure 2: Frequency and percentile of Single Derivational Morphological processes 

 

    

 

 

 

 

 

 

 

 

 

 

 

 

 

SDMP Fre. Per. 

Acronym/ Initialism 9 10.00% 

Blending 10 11.11% 

Borrowing  8 8.89% 

Clipping 2 2.22% 

Coining 9 10.00% 

Compounding  28 31.11% 

Conversion 10 11.11% 

Eponyms 12 13.33% 

Reduplication 2 2.22% 

Total 90 100 % 
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 An Interesting finding in this paper is the frequent use of Double Morphological 

Process for the construction of Brand names. Again, alongside with other DMP involved, 

different types of compounds are represented and dominate the choice cline. Out of 29, 

15 brand names are different types of compounds. 

 

Figure 3: Frequency and percentile of Double Morphological Processes 

  

V. Findings and Discussion  

A. No morphological process   
 It realizes the use of Noun for the product presented. The general qualities of that 

noun in terms of taste, quality, ingredient, place of manufacturing, are immediately 

reflected through that product. Articles are not used with nouns. e.g, Sting, Tang, Sprite, 

Bonus, Bakery, Haleeb, Rafhan, Slice, Zong, Strepsils, Pantene, Umang etc.  

 

B. Compounding 

 It is the most frequent. Its usage makes the characteristics of any product more 

specific and persuading the consumer to make it their right choice. Mostly it is the 

combination of nouns e.g., but Adjectives and verbs are also used. e.g. Pizza Hut, 

Chocolate Chip Cookies, Life buoy, Master Paints, Doctor toothpaste, Sunlight, Jaam-e-

Shireen, Super Asia, Surf excel, Easy paisa etc.  

 

C. Clipping and Coining 

 It shows the tendency to use the catchy lexical items and modify the spelling in 

order to attract the consumers having direct semantic relation with the product itself. e.g., 

Toz, Fanta, Lux, Maaza, Stok, Stylo etc  

 

D. Blending  
 It serves the same purpose like that of clipping and Coining but the merging of two 

words into a new lexical item is meaningful and creative in terms of usage, owners, and 

characteristics. e.g. skooz, telenor, mobilink, yelly, Nescafe, Medicam, Djuice,   Kingtox, 

Cerelac etc. 

 

 

 

DMP Fre. Per. 

Affixed  Blend 1 3.45% 

Blended Eponym 4 13.79% 

Borrowed Blend 1 3.45% 

Clipped Coining 1 3.45% 

Acronym Compound 1 3.45% 

Borrowed Compound 2 6.90% 

Clipped Compound 3 10.34% 

Coined Compound 2 6.90% 

Converted Compound 5 17.24% 

Eponym Compound 2 6.90% 

Borrowed Conversion 3 10.34% 

Converted Coining 4 13.79% 

Total 29 100  
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E. Conversion  
 It operates like a metaphor associating all the characteristics one part of speech of 

with a brand name/noun. Adjectives, Adverbs, Verbs are converted but Adverbs are least 

used. e.g., Always, Clear, National, Kurkure, Pampers, Supreme etc.  

  

 The frequent use of Proper Noun/eponyms among International brands is 

interesting to note as it reflects the owners’ or manufacturers’ desire to be known across 

the geographic limitations and it shows how wide their network is e.g., Gillette, Lipton, 

Brooke bond, Philips, Peek Freans, LU, Nokia etc.  

 

F. Acronyms and Initialism 

 It realize the brevity, technicality and precision, foregrounding the identity of some 

person/company, usage or characteristics of brand but at the same time making it easier 

and innovative for the consumers to use in linguistic terms. e.g, OLX, GFC, KFC, K and 

Ns, LG, Ptcl, LU, PEL etc.  

 

 Two example of Reduplication are found targeting the kids as audience creating 

onomatopoeic effect. e.g., Ding Dong, Chili Milli  

 

 The use of double morphological processes is noteworthy feature while choosing 

a name of brand as it realizes the height of innovation on the part of owners’, companies’ 

and manufacturers’. The processes perform the same function but the intensity of 

persuasion is increased in terms of Memorability and Attention value. Compounding 

dominates in this usage as well combining all other forms with it e.g, Fair & Lovely, A1 

karak, All Pure are the compounds made of two lexical items but converted to function 

like nouns. Fruttare is an Italian verb ‘to fruit’ so it is an instance of borrowed 

conversion, Haier is an instance of converted coining as ‘higher’ is an adjective, thus, its 

spelling and grammatical function are changed.  Other examples include Oral B, Mortein, 

Dawlancce, Dulux, Dalda, Talk shawk, Pepsodent, Carte d’or, Energile etc.  

 

VI. Conclusion 
 It can be concluded from above discussion that the choice of particular lexical 

items for any brand, whether international or national cannot be denoted as arbitrary. It 

has one to one relationship with either the producer/owner/manufacturer or the product 

itself. It exploits all linguistic means available functionally and consciously. The use rate 

of DMP realizes the role of linguistic choices as Iconic symbols rather than arbitrary for 

the product. Brand names realize characteristics, qualities, taste, function, effect, 

ingredients, usage and identity of owners. Different processes applied for the construction 

of brand names show a psychological shift of focus either on producer, consumer or on 

product. When proper nouns are used, usually other nouns are added which denote the 

characteristics of product. Most of the brands, whether national or international, prefer 

English language as compared to a very less usage of local languages. The most common 

used DMP is Compounding and least frequent are Clipping and Reduplication. The use of 

different DMPs clearly indicates the usage of fascinating tools but keeping in mind the 

innovation, brevity, preciseness and economy of linguistic expression for the particular 

signifieds. Goddard (1998) talks about the ‘buzz’, and ‘spin’ words suggesting a kind of 

electrical charge as a result of making a connection, hitting the spot, having a finger on 

the pulse, pressing the right buttons’ with reference to adjectives used in the 

advertisements. But it is noted in this paper that the real buzz and spin lies in the 
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brand/product name in which the Unique Selling Proposition — the quality that makes 

the product a ‘must’ to buy, is conveyed. 

 

Figure 4 

                      
 

 The above given pyramid explains the linkage among owner/producer, consumer 

and the product itself maintained through Brand names constructed most of the times 

through the different derivational morphological process. They carry an Iconic 

persuasiveness with them to catch the attention of consumers and to be kept in the 

memory which raises the selling power of that brand. 
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