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Purpose: This study aims to understand effective brand naming process of an optical shop brand by a research of
brand naming process of optical shop through creation of alternative. Methods: It investigated brand naming process
such as character abstraction, target grasp, naming direction set, naming development and etc of an optical shop. It also
looked into characteristics of alternative creation patterns such as words mix, typifier, sentence making, part words mix
and etc and then, it investigated brand naming examples. Results: Creation of alternative is a phase of brand naming
which has to be refined on the basis of creation of abundant alternatives and then to be developed to a brand name. This
study suggested examples of brand names of optical shops which were made and adopted by creation of alternative.
Conclusions: Creation of alternative in brand naming complies with concept, and it has systemic process and objective
selection as an effective way in association of brand and searching words. It is necessary to have brand naming works
through creation of alternative for the purpose of individual and strong brand name with desirable association and

differentiation of an optical shop.
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Fig. 1. Brand naming work process.
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Table 2. Words Mix types
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NULE, Apd, S8, 4, ok a2, ofolgl, oelrelel, e,
&, ok A9, 9, ks 9)

Ul QAU S5e), 28] 22 Sgs), W B 2ol
B2, QX g1, 272, A, ErE, i),
a1, spie), 5t o)
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8) SEI M8

TAES HiE AHn S21S T A )
ote] FZo|th(Table 9). &34 <l AT} L2 A4S g4
A 4= o] BA=E v} AuskA Ado] 7hsstal
FB%E e AASIE o BAlEE T & Ala
7 S @ FE, MY w9 £4E IvsiAY
Ueil= A3 52188 18shs Zlo] vlo|de) B
Two] "ok fj 2= AFT An]Zzol Aol fle A9
A @olo] F-AES ARgete] U oA, &84
S AMgshs HAl=E® Qo) o] F-21E uigh

(storytelling)S dl=d| H3slaL
F Avke Aol JANE AFAdo

9) JZEX}

A tieke] FEe 1Y dolE Z9s FH|, =
E AE, = ¢HE dHoA dAAEE g <
& JY3sls= Ao|tk(Table 10). 183} 9o}, & &
Zpe} T o] xgte vt Yoo =3
E?‘fé A1 1= (symbol mark)E o] 3}

A= ol #AHd| ZETAL & 4 T
] A AA A 2E=E 7 s W el i
tiote] FEE B AR FHs o gigkey]
o] ojm|A ATt vholebd I-EA e AAE &7
12b% leldolnh. Bl HAR1e) golatA A8,
Fe 4= a1, AlF BAE YY) fElsh|= 3 19
B AZo) tisk ALsk 23} e o] tisk Ao
1817} =lofo} alal FEHE 7|22 g A= o] Uld
o] FESE AFUA AT ANE BA=E i} Tol AA|
of oul= HE GIXNt | wet AlAH o=z ArQ=

S FaL ool 57+9] =Alo] £& HAE y|Qlo]
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c ol G
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10) 7|E}

71 ute] gigke] FE2 = vholo] 13l (diagram)oll= 1A
¥ St A, o bl 15 S8 AHshe 7
37} ATk 54t BB hE Holsh A AFESHoio}

Table 10. Pictograph image types

Brand names

3%, 5127, HIt) (bd), F=Eol, 43T, L3, AZAZ 2]
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Table 11. Others types

Brand names
YL, 3&TH, =T tEols, T, S118n], HolM],
FlQlvt, AhlE-4] @ Hlo], 369, A5, *‘E%‘, 2 o, 123,
o3
(¢}

= e, T 3 9

2L oJu]ell thgk Mol g (@fs )02 BAR=E A AN
2 & A A2 AGA] B4y mAES vl

SEHFORM BRAA oA UGS AANIE
oItk oo} tigte] FENE ARSI PHRE
& 2, 59E L8 AHJOMW DIH PEL B

£

APRE BalE Yoo g 1 AH|Y] EEA O = Qs B
=5 4A AT F A= ol tigke] 7‘5% =Nt

2d %

B ATE AB9e B F2, 65 39, vl
47, vold A 5o B oW HEH e 2
AR ol AT, FHE, B WE7, Dol 43
5, Thret vioke] BEE whEold Al BAS Y9l

AFE AASFAH.

2= MYE W] AP SR B Pl o
22 353 0joe] AN WS FHE |FEL
A5k el w5 S ofe) 7 SlEs Wk @4 8
e Fa H4o) HAE viglos WA 5 Arkil)
ore] F&e welel] mek HHHoE VA VY HE]
7 S el I ST Al A Ll Bfe]

°]

o B3} o|nlXE AT oo Fha
TR B WS vk A1 Agakn AR
SRR 23] tigke) BEoINE

2 s GAIG sE AAE tiEske FhE|ae] Bas
(category brand)7} 2 & Aot 12jar S 2pEA,
HAQ R oMz 71 & 43S Ad A&l

[e]
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