What's in a name?

Your business's name isn't just something that appears on your business card, letterhead or company website. It can help generate sales and affect the way customers see you.

Picking a name should be part of a long-term strategy and reflect how your business might grow in future years. It shouldn't just refer to your current best-seller or market place. Think big when choosing a name and you won't damage potential new markets. 

Names to remember 

Here's how some successful businesses chose their name:

· Abercrombie & Kent, the upmarket travel company, uses a made-up name designed to suggest old-fashioned values. Some customers might remember the American travel outfitters, Abercrombie & Fitch. The first part also gives the business an alphabetical advantage

· Google, the international search engine, takes its name from a misspelt word for a very large number. "googol" refers to ten raised to the hundredth power, a word which was itself invented by a mathematician's nine-year-old nephew who was asked to think of a name for a large number

· Yarg, the Cornish cheese, takes its name from the people who first made it - "Gray" - backwards

Hitting the right buttons 

If you're dealing with the public you need a name that's memorable. Avoid something that can be spelt in different ways or that might cause offence in different cultures. Remember that your name will appear in various places: in your logo, signage, stationery, adverts, website, perhaps even on uniforms. Will customers find it easy to say on the phone? If you sell abroad, or hope to in the future, consider whether the word is easy to pronounce or has unfortunate meanings in different languages. "Mist", for example, means "manure" in German.

Don't pigeonhole your business. Sometimes a word that's abstract, rather than specific, will give you more options. Quirky names might be attractive to customers but can damage your profile with investors. 

Nick Jenkins chose "Moonpig" for his business, which sells personalised greeting cards over the internet, because he wanted something that was catchy and cheeky. It couldn't be misspelt and it summed up the business's image. It was also easy to convey in a cartoon.

When the business applied for venture capital funding it changed its corporate name to the more sober Altergraphics Limited, although it still trades under Moonpig.
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