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In this issue, we’re delighted to feature a guest column on Chinese transliteration from 
Andy Chuang of Good Characters.  Our Legal Ease column will help readers 
understand how likelihood of confusion can stall trademark applications.  And if you 
ever wondered where your favorite rock group’s moniker came from, don’t miss our 
piece on band-name origins. 
 

— The Catchword Team 
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--------------------------------------------------------------------------------------- 
The Name Game 
--------------------------------------------------------------------------------------- 
See if you can guess the famous brand name from these five clues.  When you think 
you’ve got it, check out the answer at the bottom of this newsletter, or at 
http://www.catchwordbranding.com/games.html#answer16. 
 
1)  Matchstick man 
2)  Initial success 
3)  Akurum, Sabina, Sagolek, Konkret 
4)  Dorm staple 
5)  Swedish delicacy 
 
For more Name Games, visit http://www.catchwordbranding.com/games.html. 
 
 
 
 
 
 



-------------------------------------------------------------------------------------- 
Catchword Announces 
--------------------------------------------------------------------------------------- 
** KIJIJI for eBay ** 
eBay called upon Catchword to create the name for its new global classified-ad service.  
Kijiji, which means “village” in Swahili, draws on the community-oriented nature of the 
site.  The name holds unique visual appeal (in the final wordmark, the five consecutive 
dotted letters after the “k” represent people), and its repetitive consonant-vowel 
structure is easy to pronounce almost universally.  Launched in February, Kijiji is 
already available in nearly 100 cities across Europe and Asia. 
 
** YOUR CHOICE AUTO for Allstate Insurance ** 
Your Choice Auto is the name for Allstate’s major new auto insurance initiative.  
Designed to provide greater flexibility and customization, Your Choice Auto allows 
consumers to select among features like Accident Forgiveness, Safe Driving Bonus, 
Deductible Rewards, and New Car Replacement — which Catchword also helped to 
name. 
 
** BLUEBERRY MUFFIN TOPS for Malt-O-Meal ** 
Everyone knows the best part of a muffin is its top!  Blueberry Muffin Tops is the 
mouth-watering name for Malt-O-Meal’s new cereal, which combines the flavor of just-
baked blueberry muffins with the texture of crunchy wheat fiber. 
 
** REBOUND for Twentieth Century Fox ** 
Catchword worked with Twentieth Century Fox to name Martin Lawrence’s new 
comedy (which opened in theaters July 1) about a college basketball coach whose 
explosive temper gets him suspended.  His only shot at redemption is working with a 
team of junior-high misfits — who ultimately restore his love of the game.  The name 
speaks to both the sport on which the movie is centered and the emotional 
transformation experienced by the main character. 
 
** 3rd RAIL BEER for New Original Beer Co. ** 
Catchword’s name for this new caffeinated beer is inspired by the electric "third rail" 
that provides power to electric trains and subways.  The product targets drinkers who 
want to keep the night alive, and the name ties in perfectly with the positioning.  For 
that extra boost of energy, try tapping into a third rail! 
 
** PARTNER CENTRAL for Cisco ** 
As part of our continuing work with Cisco, Catchword created the name Partner 
Central for a new web portal experience for Cisco channel partners and resellers. 
Partner Central provides unified access to Cisco marketing support and services that 
will help partners streamline pre-sales, increase lead generation, and manage their 
marketing campaigns. 
 
 
 
 
 
 



--------------------------------------------------------------------------------------- 
Guest Column:  One Name to Rule Them All 
--------------------------------------------------------------------------------------- 
By Andy Chuang, President, Good Characters, Inc. 
 
Soon after George W. Bush became President, a rumor spread through the Chinese 
community that his official Chinese name would be Bu-Xu, rather than Bu-Shi, Bu-Shu, 
and Bu-Xi (three variants used in different Chinese-speaking regions).  The rumor 
turned out to be a hoax, but it illustrates the complexities of Chinese transliteration. 
 
We call this the “One Greater China, Many Names” problem.  “Greater China” refers to 
Mainland China, Hong Kong, Macau, Taiwan, and Singapore, while “Many Names” 
refers to the fact that a single global brand may possess a number of different Chinese 
names.  For example, Mercedes-Benz is known by “Mei-Sai-De-Si Ben-Chi” in Mainland 
China, “Ping-Zhi” in Hong Kong, and “Peng-Chi” and “Bin-Shi” in Taiwan.  Oil of Olay 
is “Yu-Lan-You” in China and “Ou-Lei” in Taiwan. 
 
Creating a Chinese name that is appropriate and available in Greater China requires 
careful evaluation of cultural, linguistic, and trademark factors.  Top considerations are: 
 
* Cultural and linguistic analyses:  Have professionals in different regions review name 
appropriateness in the four main Chinese spoken languages:  Mandarin (the official 
Chinese language), Taiwanese (also known as Minnan or Hokkien), Cantonese, and 
Shanghainese. 
 
* Traditional vs. simplified Chinese scripts:  Traditional characters are used in Taiwan 
and Hong Kong, while simplified characters are more prevalent in China and 
Singapore.  The difference is similar to “You are welcome” versus “u r welcome,” and 
some simplified characters look nothing like their traditional counterparts.  For 
branding purposes, visual consistency is enhanced when a name looks similar in both 
scripts. 
 
* Sound and positive meaning:  Unlike letters in an alphabet, a Chinese character 
represents a morpheme (a meaningful unit of language).  A transliterated name can 
closely resemble the original in sound but lack a good meaning, or the opposite.  
Transliteration should be evaluated based on the nuances created by the characters.  
 
With the ever-growing economic integration across Greater China, it has become vital 
for brand names to work effectively across multiple Chinese languages.  Consistency in 
naming and messaging is key to building a successful brand in Greater China. 
 
---  
 
Good Characters, Inc. specializes in Chinese brand naming and linguistic analysis for 
companies doing business in Greater China.  Good Characters worked with Catchword 
on Kijiji, and has helped Zeba and Shanghai Lianhua evaluate brand-name candidates 
and Chinese naming strategies.  You can reach Andy at andy@goodcharacters.com 
 
 



--------------------------------------------------------------------------------------- 
Oingo Boingo Anyone? 
--------------------------------------------------------------------------------------- 
By Aaron Hall, Project Manager 
 
Many of us occasionally wonder about the origins of our favorite band names.  As it 
turns out, bands can be wildly creative when engaging in the name game.  A band 
name can come from a crazy dream, a mispronunciation of a member's name, pop-
culture and literary references, and interesting foreign languages.  Enjoy the following 
band-name origins — some perhaps more factual than others — courtesy of Am I Right 
(http://www.amiright.com/names/bandnameorigins.shtml): 
 
CHUMBAWAMBA - Based on a band member's dream, in which he didn't know which 
public toilet to use because the signs said "Chumba" and "Wamba" instead of “Men” 
and “Women.” 
 
COUNTING CROWS – Named after an English divination rhyme:  “If you hang on to 
the flimsiness of anything, you might as well be standing there, counting crows….” 
 
EVERYTHING BUT THE GIRL - Inspired by a sign in an English furniture store that 
read, "For your bedroom needs, we sell everything but the girl." 
 
FUGEES - The three band members' parents were refugees.  Their label is called 
Refugee Camp. 
 
GIN BLOSSOMS - Late 1800s slang for burst capillaries on the face from heavy drinking 
over many years (e.g., W.C. Fields’ nose). 
 
HOOTIE AND THE BLOWFISH – Named after two kids in lead singer Darius Rucker’s 
high school.  One looked like an owl (Hootie), and the other had puffed-up cheeks 
(Blowfish).  
 
MOBY - The artist is supposedly a distant relative of Herman Melville, author of “Moby 
Dick.” 
 
OINGO BOINGO – Some say that the name is Swahili for “thinking while dancing.”  
The band started out as a musical theater group called “The Mystic Knights of the 
Oingo Boingo.” 
 
Bonus Band-Name Quiz:  Which of the following three origins for Green Day is correct? 
 
1. When the band members dropped out of high school to work on their music, their 
principal said, “It'll be a green day in hell before you make anything of yourselves.” 
 
2. A sign in the movie "Soilent Green" contained “Green Day.” 
 
3. Slang for a day of smoking pot. 
 
The answer appears at the end of the newsletter. 



 
 
--------------------------------------------------------------------------------------- 
Legal Ease:  Determining Likelihood of Confusion 
--------------------------------------------------------------------------------------- 
By Mark Skoultchi, Principal & Managing Director, New York 
 
In Catchword’s last newsletter, I promised to answer the question most asked by our 
clients:  What does it mean for a trademark to be confusingly similar to another 
trademark?  Well, I lied.  The question that’s really most asked by our clients is, “It’s 
gonna cost me how much to name this thing?!” 
 
But the likelihood-of-confusion question is interesting, too.  In making that 
determination, the Patent & Trademark Office (PTO) employs the Polaroid Test (named 
after the famous case of Polaroid Corp v. Polarad Electronics Corp.), which looks at 
such factors as: 
 
* Degree of similarity between the marks (visually, phonetically).  Think Starbucks vs. 
Starbuxx.  A difference in spelling is not enough to avoid confusion if the marks are 
phonetically identical.  
 
* Marketplace proximity.  Suave Shampoo and Suave Dating Service could happily co-
exist, but Oscar Mayer Bacon and Oscar Fryer Bacon would be a problem. 
 
* Likelihood that the prior owner will "bridge the gap" and enter the market of the 
subsequent owner (or vice-versa) — though this is not always easy to predict.  Consider 
that Apple Computer is now being sued for the third time by the Beatles’ label, Apple 
Records.  I wonder if that has anything to do with the success of iTunes! 
 
* Actual confusion between the marks.  Have consumers already been misled?  Proven 
confusion is definitely a good indication of likelihood of confusion. 
 
* Strength of the prior mark in question (the more distinctive the mark, the stronger it 
is).  You’re safer using a mark that is similar to an existing weak mark than an existing 
strong mark.  So, if you’re going to start an online bookstore, call it “Books, Books, and 
More Books,” rather than “L’Amazon.” 
 
* Sophistication of the buyers.  A really interesting criterion.  Consider car buyers and 
potato-chip buyers.  Because of the time and investment involved in buying a car, 
buyers are much more likely to make an educated, deliberate purchase, and less likely 
to be confused by similar brand names, than their chip-buying counterparts.  Or so they 
say.  If you’re anything like me, you’re pretty particular about your snacks. 
  
Like most intellectual-property law, likelihood of confusion isn’t black and white.  But, 
if you remember these criteria, you’re in much better shape than most.  Good luck, and 
happy naming! 
 
 
 



--------------------------------------------------------------------------------------- 
There’s A Name For It 
--------------------------------------------------------------------------------------- 
This section features words from various languages that capture universal, but 
complicated, human emotions or situations.  We welcome your contributions! 
 
Esprit d'escalier (French, translating to “wit of the staircase”) — Thinking too late of the 
perfect comeback. 
 
Nebbish (Yiddish) — An innocuous, ineffectual, weak, helpless or hapless unfortunate. 
A sad sack. A loser.  (Source:  The Joys of Yiddish, Leo Rosten) 
 
Schadenfreude (German, also used in English) — Pleasure derived from the 
misfortunes of others. 
 
 
--------------------------------------------------------------------------------------- 
Windows XP:  What’s In An N? 
--------------------------------------------------------------------------------------- 
By Laurel Sutton, Principal 
 
Microsoft’s newest operating system is called “Windows XP” – except in Europe, where 
it’s also called “Windows XP N”.  What could the “N” stand for?  “Nerd”?  “Noogies”?  
“Nothing”?  It actually stands for “Not with Media Player,” but the story of how that 
name came to be is, like XP, far from simple. 
 
The world's largest software maker had to make changes to its Windows operating 
system after the European Commission ruled in 2004 that its monopolistic practices 
locked out competitors.  The result of that ruling was that – along with paying a huge 
fine – Microsoft had to make two versions of XP available to consumers:  one with the 
Windows Media Player built in, and one without.  The EU also forced Microsoft to 
rename the stripped-down version, with the requirement that “Microsoft must refrain 
from using commercial, technological or contractual terms that would have the effect of 
rendering the unbundled version of Windows less attractive.” 
 
The name Microsoft chose?  “Windows XP Reduced Media Edition.” 
 
They might as well have chosen “Windows Inferio” or “Windows MT” (as in “empty”). 
“Reduced Media Edition” does not convey that only the Media Player has been taken 
out; it suggests that the operating system itself will not play certain types of media – 
certainly a less attractive option. 
 
Not surprisingly, the EU rejected this name candidate immediately, but eventually 
approved Microsoft’s suggested “Windows XP N”.  It’s an improvement over “Reduced 
Media Edition,” but we do like our own candidate better:  “Windows XP – Street 
Legal.” 
 
 
 



--------------------------------------------------------------------------------------- 
Potent Quotables 
--------------------------------------------------------------------------------------- 
“A good catchword can obscure analysis for fifty years.” 

Wendell L. Willkie 
 
“Names are an important key to what a society values.  Anthropologists recognize 
naming as one of the chief methods for imposing order on perception.” 

David S. Slawson 
 
“Fate tried to conceal him by naming him Smith.” 

Oliver Wendell Holmes, Jr. 
 
 
--------------------------------------------------------------------------------------- 
Linguistics In Action:  Synecdoche 
--------------------------------------------------------------------------------------- 
Synecdoche (sin-EK-do-key) is a figure of speech in which a part is used to represent the 
whole.  The store Staples, for example, sells a wide variety of office supplies — not just 
U-shaped metal loops. 
 
For more Linguistics In Action, please visit our Naming Glossary, located at 
http://www.catchwordbranding.com/glossary.html. 
 
 
--------------------------------------------------------------------------------------- 
The Name Game Answer:  IKEA 
--------------------------------------------------------------------------------------- 
The founder of IKEA, Ingvar Kamprad, started his retail career by selling matches to 
neighbors from his bicycle as a young boy (Clue #1).  He found that he could buy matches 
in bulk from Stockholm and sell them individually at a good profit.  From matches, he 
expanded to selling fish, Christmas tree decorations, seeds, and ballpoint pens.  Ingvar 
established IKEA in 1943, when he was just 17, creating the name from his own initials and 
the first letters of Elmtaryd and Agunnaryd, the farm and village where he grew up (Clue 
#2).  By the early 1950s, IKEA began to focus on low-priced furniture, produced by 
manufacturers in the forests close to Ingvar’s home.  Akurum, Sabina, Sagolek, and 
Konkret are just a few of IKEA's furniture brands today (Clue #3).  Now present in 29 
countries, IKEA in the U.S. is commonly found near large colleges, whose students 
appreciate the retailer’s low-priced, sometimes funky furniture (Clue #4), not to mention 
the steaming plates of trademark Swedish meatballs served up in the store’s café (Clue #5).  
Sources:  IKEA website and Wikipedia. 
 
 
--------------------------------------------------------------------------------------- 
Band Name Knowledge Answer 
--------------------------------------------------------------------------------------- 
Number 3 is correct. 
 
 



 
This issue of Catchword Quarterly was edited by Maria Cypher, Creative Director.  
Please send comments to maria@catchwordbranding.com. 
 
If you wish to unsubscribe, please email us at info@catchwordbranding.com. 
 
Thanks for reading!  We’ll be back next quarter with another issue. 


