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Abstract: While it is true that Italian brand names traditionally included Italian as
the prevalent language, nowadays we find other languages in the formation of Italian
commercial names. As for the use of foreign linguistic material, the increasing spread
of English in commercial names is due to the process of globalization. In fact, in
addition to English, other languages are employed in hybrid irregular neologisms,
in which words or morphemes belonging to different languages are connected.
Our linguistic analysis will enable us to trace the boundaries of the multicultural
dimension of the Italian brands of companies that make mountaineering products,
collected in a database of 2000 items.
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1. Introduction

The Italian tradition regarding brand names traditionally showed the tendency
towards a prevalent use of the Italian language but, nowadays, other languages than
Italian play a central role in the formation of at least certain commercial names. The
process of social and economic transformation caused by globalization and the liberal-
ization of the circulation of people, goods and jobs have led to an increasing spread of
the use of English in commercial names. Furthermore, the growing presence of com-
panies with diversified export zones has contributed to the employment of other lan-
guages. In order to use them, the brand name creators make extensive use of linguistic
strategies, which allow for combining different languages and various special effects. As
I'will show, one of the most often recurring word structures are hybrid irregular neolo-
gisms, in which words or morphemes belonging to different languages are connected.
To this purpose, in this paper I will analyze the following aspects:

— the corpus and its peculiarities;

— thelinguisticanalysisat variouslevels (morphological, semantic, orthographic);

The paper ends with some comments and a conclusion.

1.1. Corpus

The corpus consists of 2000 brand names for different sport products, divided
into the following subgroups:
1. The first group contains the brand names of products coming from various
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sports. These are: Football; Golf; Mountain sports (climbing, skiing, snowboarding,
hiking); Street Sports (skateboarding, skating on the street); Cycling; Fitness, run-
ning and dancing; Tennis; Paddling; Swimming, diving, surfing, sailing; Horse riding;
Triathlon; Motorcycling and motocross; Basketball; other (e.g. fishing, ice skating,
polo, hunting, boxing); Volleyball; (ca. 1000 items).

They belong to the product classes 18 “leather, imitations of leather and certain
goods made of those materials, especially luggage and carrying bags, for example, suit-
cases, trunks, travelling bags, sling bags for carrying infants, school bags; and 25

Clothing, footwear, headwear for human beings, especially

— parts of clothing, footwear and headwear, for example, cuffs, pockets, ready-
made linings, heels and heelpieces, cap peaks, hat frames (skeletons);

—clothing and footwear for sports, for example, ski gloves, sports singlets, cyclists’
clothing, judo and karate uniforms, football shoes, gymnastics shoes, ski boots;” and
28 “gymnastics and sporting articles; especially hunting and fishing tackle, for example,
fishing rods, landing nets for anglers, decoys, hunting game calls;

- equipment for various sports and games.

This classification is according to the Nice classes of products 2019." The prod-
ucts names were collected between 2013 and 2014.

2. The second group collects only product names of mountain sport shoes of
all types: hiking boots, mountain running shoes; Ice climbing shoes, climbing shoes;
Alpine ski boots and ski mountain climbing, aprés-ski; Outdoor shoes; (ca. 1000 items).

They are grouped in the product category 25 “Clothing, footwear, headgear”,
likewise according to the Nice classification 2019. They were collected between 2015
and 2016.

The sources underlying the collection are sport catalogues of the respective com-
panies, from sport shops and online, brochures and TV advertising.

1.2. Database

We collected information regarding both general issues like name, website of the
producer/company, the complete spectrum of products sold, and some linguistic data
in an Access-based database. From this data, we have chosen some linguistic categories
that are suitable for carrying out an accurate investigation on the collected material
to characterise each brand name, on the basis of - to cite some identified parameters
— language(s) used, (morphological) types of word formation, associations and evo-
cations (semantic), degree of transparency, (orthographic) writing peculiarities, a.s.o.

' For a complete description, see the following link of NCL11-2019: https://
www.wipo.int/classifications/nice/nclpub/en/fr/?basic_numbers=show&class__
number=28&explanatory notes=show&lang=en&menulang=en&mode=flat&notion=&pagi
nation=no&version=20190101 (accessed September 6, 2019).

> For data collecting I'm very grateful to my students Federica Bianchi and Arianna

Compostella, whose master theses will be quoted in many passages.
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2. Linguistic analysis

As stated above, the role of foreign languages in the different phases of the history
of the Italian language, mirrored also in the brand names, has changed to a great degree:
nowadays, Italian is experiencing a growing integration of foreign-language elements,
but these have been present from the beginning of branding. Our task is to explain the
role of their use both in the economy and in the brand names from the perspective of
linguistics.

This can be done through both the analysis of word formation techniques, on the
one hand, and the hybrid creations on the other, combined with the semantic connota-
tions that can be evoked through the foreign language. In doing so, we will focus on the
use of all foreign languages.

2.1. The languages employed

The choice of a language for a brand name reveals a great deal about the market-
ing strategies, and about the possible end-consumers, but it may also have been influ-
enced by other factors. For brand names and advertising, the languages used are part
of the overall message and therefore the language influences the transparency of each
brand name and, finally, consumer behavior.

In this sense, the languages used may also be part of the connotation associated
with the brand name.

The following graphics show the employed languages in both subgroups of prod-
uct names, the first under Figure 1a, the broader one, collecting many sport articles,
and the second one, Figure 1b, specializing on sport shoes.
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Figure la. Languages used in the corpus of various sport products.?

3 'The figure is taken and adapted from Bianchi’s thesis (2014: 56).
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LINGUE

ALTRO

CINESE
FRANCESE
SPAGNOLO
SANSCRITO
BALTI

LINGUE NATIVE..
URDU
LINGUETURCICHE
GIAPPONESE
GRECO
NEPALESE
ROMANCIO
TEDESCO
LATINO
INGLESE
ITALIANO

Figure 1b. Languages used in the corpus of sport shoes only.*

It is interesting to note the different distribution of the employed languages. The
first group attests the use of ca. 37% of English, 31% of ‘other languages’, which we
will come back to, 17% Italian and then a small percentage of individual other lan-
guages (French, German, Spanish, Latin), further, hybrid names made from Italian
and English, or hybrids with Italian and another languages, finally alphanumeric or
numeric solutions. The second group differs in that it displays a strong use of English,
then of Italian (but only in a small percentage), then Latin, Urdu, Nepali, Amerindian
languages, and others.

In terms of the interpretation of the use of foreign languages as a sign of multi-
culturalism, not considering the Italian brand names, of course, we can state that their
percentage is definitely significant, ranging around 70% in both corpora, including the
hybrids and the alphanumerical solutions.

2.2. Material

The following tables (1a and 1b) display a small but significant selection of the
product names. They refer, respectively, to the two different subcorpora. The exam-
ples of brand and product names are listed in alphabetical order, further, I give some
information about the linguistic features (part of the speech, morphological analysis,
semantic traits) and finally, also the reference to the connotations domains?:

*  The figure is taken and adapted from Compostella’s thesis (2016: 47).

> The connotations fields with the corresponding associations have been elaborated
by Ronneberger-Sibold, Wahl and Cotticelli-Kurras during a joint project in 2009-2010
and presented at the XXIV ICOS conference in Barcelona. See Cotticelli-Kurras (2011: 98),
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Table 1a. Selection of the brand names from the subcorpus containing various sport
articles.

Brand names Products Connotations | Linguistic features
Armada Sport products Power Lexeme

Catlike Cloud 352 Cycle helmets Freedom Phrase

Colltex Tour skins Curiosity Phrase

Vento overcurve X3 by Shoes for bicycle . .
Fitzike touring Quality, Freedom | Phrase, hybrid
CMP Hayabusa’ zaino bags Curiosity Phrase, hybrid
Hippo Tonic tappo anatomic | Brush for horses | Fun, Quality Phrase, rhyme, hybrid
Mivida Helmets Tradition Univerbation
Runtastic Running shoes Quality Blending

Scubapro Diving apparel Quality Composition

1013 Leopard GTX Il; (e)zttlsxer hunting Power, Quality | Phrase

982 Quazar GTX RR . . .

Women's Backpacking boots | Curiosity, Quality | Phrase

Table 1b. Selection of the brand names from the subcorpus containing only sport shoes
articles.

Brand names Products | Connotations Linguistic features

Asolo Jumla GV shoes Tradition, curiosity | Abbreviation, hybrid
Davos gtx shoes Tradition, Quality | Pln, abbreviation

Inferno X-lite 3.0 shoes Power, quality Derivation, clipping
‘I;Zi;l;irum HC Gore-tex shoes Curiosity, quality | Derivation, abbreviation
Hyper mid gore tex shoes Quality, power Clipping

Crosslite evo shoes Quality, freedom | Derivation, clipping
Dragontail LT gtx shoes Power, quality Abbreviation, univerbation
Tower Ix gtx wms shoes Power, freedom Abbreviation in phrase
Trail pro II gtx shoes quality Phrase

Cotticelli-Kurras (2014: 452f.) and Ronneberger-Sibold and Wahl (2014: 583ff.) with further
literature. See also Cotticelli-Kurras (2020) and (2021). The connotations domains with their
association are adopted from a list of basic human needs and desires that have been recognized
by Maslow (1970) and described through the well-known Maslow’s pyramid.

¢ “Phonetic spelling of the word ‘physique), referring to the form or state of the human
body.” https://www.fizik.com/eu_en/about-us.html (accessed September 6, 2019).

7 1 quote here the explanation taken from Hayabusa’s homepage: “The name “Hayabusa’,
translated from Japanese, refers to the Peregrine Falcon. This predatory falcon possesses the per-
fect fusion of speed, power and strength and is recognized for its extraordinary ability to strike
with fierce precision and intensity. The Hayabusa falcon symbolises the ideal meshing of what
fighters strive to achieve in their relentless pursuit of combat supremacy. Therefore, at its very
essence, Hayabusa embodies the true spirit of a fighter.” https:/ /www.hayabusafightwear.co.uk/
about-us/ (accessed September 27,2019).
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Brand names Products | Connotations Linguistic features

Yaru Tekno gtx woman shoes Curiosity, quality | Clipping

Zamberlan 132 airound gtx shoes Tradition, quality,
T wns freedom

Blending, abbreviations

2.3. Morphology

From a linguistic perspective, the corpus includes existing simple lexemes, a few
personal and place names, some regular phrases, some blends, some hybrid names,
and some extra-grammatical creations. The chosen morphological strategy is always a
part of the brand names; as well as the employed languages, it has been chosen in order
to evoke or to underline some associations in the consumers. The result is sometimes
transparent from a semantic point of view, sometimes opaque, but even in this case it
does not play a negative role in terms of associations with a multicultural atmosphere.

In the following, we will analyze some of these techniques, which are very sophis-
ticated and lead to a highly specialized terminology.

2.3.1. Abbreviations

In the names for sport products, there are many cases of abbreviations. The con-
sumer has to know or to understand them because they build the close and very spe-
cialized core in the terminology.

GV: This is an abbreviation formed by selecting the initial letters of Gore-Tex and
Vibram; in this sense, it is also a case of hybrid reduction or clipping.

It recurs in six commercial names in the second subgroup of the corpus: Alta Via
GV, CELERIS GV -Woman, Jumla GV, NAILIX GV, Revert GV -Woman, TPS 520 GV
evo -Woman.

“Gore-Tex” is a special material that is breathable and waterproof. The morpho-
logical structure of the term will be analyzed later, in the section dedicated to com-
pound-like constructions (§ 2.3.3).

“Vibram” is the proper name of an Italian company that produces soles with par-
ticular characteristics for mountain sports. On the morphological level, we can say that
it is a reduction from the proper name “Vitale Bramani”. The name “Vitale” has been
clipped by the final part “tale”. The surname Bramani was also cut in the final part, elimi-
nating “ani”. In the complex, the brand name sounds like the Italian verb vibrare and
evokes the ‘vibration’ of the feeling in the mountains.

Another example is GTX. This is an abbreviation (acronym) from the sequence
of the three consonants extrapolated from the term “Gore-Tex”. This is a term that
occurs in around sixty-eight commercial names.

Further abbreviations are:

HC: This recurs in Karakorum HC Gore-Tex Woman. It is a case of reduction in
Latin. “C” stands for Confoederatio and “H” stands for Helvetica. It is a case of abbrevia-
tionintended for alocal market and consumer target, for it was originally created for the
Swiss market and was thus originally “CH”. When the product entered the catalogue of
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international products, the two letters were inverted to conceal the original specificity,
maybe as a strategy of distancing.

The following group contains some variations of the same word: WMN, WMS,
WNS, coming from the word ‘women’ by different selection of the second and third
consonants, and the s-genitive form.

- WMN is found in the five product names Crux wmn, Force X wmn, Neutron Gtx
Wmn, Rebel Gtx wmn, Zen Pro wmn.

- WMS found in TOWER LX GTX WMS.

-~ WNS in 132 AIROUND GTX RR WNS - WOMEN'S.

This abbreviation indicates the target the product is aimed at. In this case, it is
not a genitive (= of women) but a widespread form in the clothing and fashion sec-
tor to indicate the female target (examples in which the term is frequently found are
“women’s clothing”, “women’s fashion” in online-advertising and in general clothing
catalogs for women).

Still referring to this term, also W’S was found twice in the corpus, formed
through the elimination of the letters “omen” in the commercial names Gea GTX W'S
and in UltraLight GTX W'S.

LT: This recurs in the trade name DRAGONTAIL LT / GTX as an abbreviation
(acronym) of “Jite” in the meaning of ‘light’. This spelling causes amazement in our con-
text: an informal adjective used particularly in the American context with the meaning
of “light”, usually attributed to elements belonging to the culinary semantic field to
define foods low in calories. In this context, the adjective ‘light’ refers to the character-
istic of having a reduced material weight. We would therefore expect the presence of
the <light> spelling, more suited to the context. However, the adjective ‘lite’ is found in
several trade names of the corpus and is therefore not a single occasional occurrence.

LX: This recurs in PUMORI LX and in TOWER LX GTX WMS. It is an abbrevia-
tion of helix (= ‘propeller’) with reference to the shape of the rubber edge of the boot. In
this abbreviation, the first consonant of the word “h” is not retained. Probably, since “h”
as a phonetically neutral letter is not pronounced in Italian, it has lost its phonetic value
as a consonant and was not taken into consideration when the word was abbreviated.

2.3.2. Clipping

At the same time, the technique of clipping is often used and creates some key
concepts for these sport names.

EVO. This is a case of clipping (or shortening), in particular of back-clipping,
from the original words evolution or evolved. This is an English adjective that can be
translated with the corresponding meaning of Italian “evoluzione”, or “sviluppato, pro-
gredito”. The rest of the word —lution (or -lved) was clipped, making the residual EVO
remaining. We encounter it three times: in CROSSLITE EVO, in MUSTAH EVO and
in TPS 520 GV evo -Woman. This is a case frequently found to indicate the ‘evolution’ of
a classic or basic form of a product into subsequent, more developed products.

PRO. This is again a back-clipping (shortening) from the original word professional.
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PRO has an adjectival value, it specifies a product characteristic. The shortened form
PRO is not attested in English nor is it used as an adjective. Instead, it is employed in the
English and American slang as a noun with the meaning ‘professional (person)’ (profes-
sional = expert), especially referring to a “professional athlete”. It recurs in the commer-
cial names 9.81 TRAIL PRO II GTX and Zen Pro wmn.

TEKNO. This is a back-clipping (shortening) of the adjective technical. From the
original form, the remaining part “ical’ has been eliminated and subsequently replaced
at the end by the vowel “0” The digraph “ch’”, according to its Latin transcription from
the original Greek techne (téxvn), has been replaced in this Italian clipped creation with
the letter “k”. This result is unique; no language uses such a spelling. It occurs in YARU
TEKNO GTX WOMAN.

TEX. The name Colltex by a French enterprise may emphasize a connotation
from the technical field by clipping, its components come from the French coller ‘gluing),
while -tex is a kind of international con- / or suffixoid from the word ‘textile’. The lex-
eme could be considered a hybrid between French (coller) and English (textile), though
the same form exists also in French (textile), but TEX occurs in other formations as a
clipped internationalism that probably does not come from French but from English.

The selected elements can be used and combined with further structures to
form other brand names. The linguistic strategies may consist in some cases of the
extra-grammatical derivation and composition dealt with in the following paragraphs.

2.3.3. Between composition and derivation

The analysis of new creations is often complicated, especially in the case where we
have lexemes or morphemes whose part of speech, use and function remains unclear.
We will now consider and comment on some such forms.

CROSSLITE EVO: crosslite is composed from the lexeme cross and the adjective
form lite (= ‘light’) (see above). It can be analyzed as a [noun + adjective] compound,
though the word order does not correspond to the usual one for English compounds. It is
difficult to give a meaning to the whole phrase, considering also EVO, used as an adjective
or apposition, again in a word order requested by a Romance language, but not for English.

Dragontail in DRAGONTAIL LT / GTX is formed through the univerbation of
[noun + noun] compound from the lexemes dragon and tail. In this case, the semantics
is transparent as well as the metaphorical use of the word. LT as adjective has a non-
canonical word order, if it refers to Dragontail, but not if it refers to GTX. Gore-Tex in
Karakorum HC Gore-Tex Woman, Trango S Evo Gore-Tex Woman, Hyper Mid Gore-Tex is
a univerbation [noun + noun] from tex (from textile, see above) and Gore (the surname
of the company owners).

Hyper Mid in Hyper Mid Gore-Tex is the only case where hyper occurs together
with mid, which is a clipping from ‘middle’, whose meaning is not so clear in this com-
bination. This renders opaque also the function of hyper as a non-bounded lexeme.®

8

According to Huddleston and Pullum (2002: 1680), “hyper-, etymologically speaking,
hyper- is the Greek cognate of Latin super-, but while super- is a prefix, hyper- is a combining form
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2.3.4. Blending

For the definition and typology of blendings, I refer especially to Ronneberger-
Sibold (2005, 2007), Cotticelli- Kurras (2013: 268) in particular for their employ-
ment in Italian extra grammatical formations, and in general also to Bauer and Pullum
(2002) and Mattiello (2013).

Airound in ZAMBERLAN 132 AIROUND GTX RR WNS - WOMEN'S can
be interpreted as a link-blending (Germ. ‘Gelenkkreuzung’; Ital. ‘incrocio ad artico-
lazione’) according to the literature above. In Airound the two terms ‘air’ (= ‘air’) and
‘around’ overlap on the consonant /r/.° The producer is an Italian Family, Zamberlan,
since 1929, whose name is a part of the brand name.

Quazar is a recent attested formation, sometimes written with <z>, sometimes
with <s>. Its definition is “A celestial object of very small angular size that has a very
large redshift, and is believed to be an extremely distant and immensely powerful
source of light and other radiation. The major source of a quasar’s energy is commonly
thought to be a supermassive black hole. Some quasars appear to be located at the
centers of galaxies and it is believed that they may represent an early phase in galaxy
evolution.”"

We are dealing here with a blending in which the initial term (originally) Italian
quasi (‘almost’) and the end of the English stellar (object) have been joined through
truncation of “stell” in the second lexeme (stellar) and the “i” of “quasi”. Subsequently
the graphic substitution of <z> with <s> was carried out, also creating a distanciation
from the original Italian form.

2.3.5. Hybrids

We define as hybrid all formations containing a word in the target language (in
our case Italian) and a foreign word, including also those from Ancient languages
(principally Latin and Greek). Among the hybrid combinations in the corpus, we may

note that we find only phrases as hybrid forms, not single lexemes (with exception of
Colltex).

[...]. Compounds in hyper- commonly have the meaning ‘excessive(ly) [...] It can also mean
‘very large’ and can then be in competition with super- [ ...]." In this sense we could analyze
hyper as an element on the way of grammaticalisation.

°  “The big story about Zamberlan’s 132 Airound GTX shoe is that is uses new technol-
ogy, called Gore-Tex Surround, which aims to offer breathability underneath the foot as well
as via the upper section of the shoe, while still being waterproof. And there are lots of other
good features too: it’s Gore-Tex lined so it’s waterproof; the Vibram sole gives good grip and
the toe and heel are reinforced to make them extra-tough. And despite all this support, the shoe
is still quite light (about 790g per pair in size 6.5, somewhere in the middle of the shoes in this
test).” From: https://www.wiredforadventure.com/ zamberlan-women-s—132-airound-gtx-rr/
(accessed September 20, 2019).

12 The Oxford English dictionary (2011), The Oxford English dictionary 3rd edition online
sv. “quasar” (http: //www.oed.com/, accessed September 6, 2019).



624 ~ Paora CotriCeELLI-KURRAS

Asolo Jumla GV'' shows the language composition [Italian + Nepali], the denota-
tum are trekking shoes for high mountains.

Vento overcurve X3 shows the combination of [Italian + English], the product are
bike shoes, which explains the metaphorical use of Ital. vento, ‘wind, here meaning ‘fast
as the wind.

Alpina Optik shows the combination [Italian + German], the product are glasses
for mountains, the semantics of both lexemes is transparent, Alpina is an adjective
(‘from/for the Alps’) and Optik is ‘optics.

2.4. Semantics

From a semantic perspective, we already stated that the choice of the language
together with the lexeme evokes some connotations in the consumers that associate
the words with their own experiences and cultural background. In this sense, we know
that individual and place names give the products both a touch of internationality and
tradition, depending on the perspective of the observer, while a noun like Armada
(‘Army’), as the name of an American company, certainly evokes the connotation of
power, though using a Spanish word.

The peculiarity of the brand names from the second subgroup is that they consist
of several parts, and contain many alphanumeric designations. The linguistically rele-
vant elements are at the beginning of the name. The meaningful examples for our study
show local or mountain names that have been strategically selected for the product
(such as Mont Blanc or Davos), or they want to underline an important feature of the
product, as in Plume, ‘feather), which praises the consumer and indicates the necessary
lightness of mountaineering boots.

2.4.1. Connotations

The focus on the characteristics of the target is fundamental both to form a com-
mercial name that captures the attention aiming at the client’s desires and needs and to
get closer to understanding the possible types of associations that will be evoked in his
mind through the commercial name.

In our case, the target of the products analyzed is quite specific: sportsmen
including professional athletes, amateur mountaineers, nature lovers, mountain pro-
fessionals and other categories.

There is a noticeable difference, for example, from the food target or from that of
other products that are consumed every day by the entire population. Due to market
segmentation, it will be easier for the trader to identify the values of the group.

According to Karmasin and Karmasin's (2007: 494) description of the type of
the ‘individual culture™?, following Mary Douglas’ ‘Cultural theory approach), we pres-

1 Jumla is the name of the Jumla District (Nepali: SHeI SITC{ET), “a in mid-west Nepal
with 89.427 people [..]% https://de.wikipedia.org/wiki/Jumla (accessed September 27,
2019).

2 Iquotehere aninteresting short review by Zahner, from Nina Zahner, taken from https://
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CONNOTATIONS
CATEGORIA1

= POWER = INDEPENDENCE
CURIOSITY m SENSORY PERCEPTIONS
ORDER AND WEALTH TRADITIONS

® PROGRESS = HIGH QUALITY

m STATUS m AGGRESSIVENESS

mPHYSICAL ACTIVITY ® TRANQUILLITY

Figure 2. The frequency of the connotation in subcorpus 2.

ent the main characteristics of the prototypical consumer: he appreciates the indi-
vidual being and his power (even on nature), he counts on values such as profit, per-
formance, freedom, innovation, progress, future, change, speed, distance and mobil-
ity. These values are even more accentuated than the values present in the culture of
sportsmen in general. PROGRESS and TECHNIQUE are particularly important for
dealing with situations in which the climber is driven to seek the maximal performance

www.rkm-journal.de/archives/10959 (accessed September 6, 2019): “In ihrer Publikation
Cultural Theory stellen Helen und Matthias Karmasin den Ansatz der Cultural Theory nach
Mary Douglas vor und zeigen seine vielfiltigen Anwendungsmoglichkeiten fiir das Management
auf. Die Autoren argumentieren, dass es bei der Bearbeitung aktueller Fragestellungen in
Kommunikation und Management zunehmend gilt, kulturelle Aspekte verstirkt “in die Analyze
von Prozessen einzubeziehen, die zunichst rein 6konomischer Natur zu schein scheinen” (15).
Kultur wird hierbei verstanden als “ein Regelsatz, der nicht voll bewufit ist [ ... ] und der (eben
deswegen) das Verhalten von Menschen sehr effizient bestimmt.” (17) Vor dem Hintergrund
dieses Kulturverstindnisses werden mit Mary Douglas zwei grundlegende Dimensionen der
Organisation des sozialen Lebens identifiziert: Group und Grid. “Group bezeichnet das Ausmaf3,
in dem individuelles Verhalten durch Zugehoérigkeit zu einer bestimmten sozialen Gruppe oder
sozialen Einheit bestimmt ist [ ... ]. Grid bezeichnet das Ausmaf, in dem individuelles Verhalten
durch von auflen auferlegte Regeln reguliert wird”. (31) Eine spezifische Kultur kann nun durch
die Extremausprigungen beider Dimensionen charakterisiert werden. Hieraus ergeben sich vier
Kulturtypen: die hierarchistische Kultur (Grid +/Group -), die individualistische Kultur (Grid
-/Group -), die egalitire Kultur (Grid -/Group +) und die fatalistische Kultur (Grid +/Group
-). (34) Diese Typologie ist gemif der Uberzeugung der Autoren geeignet, um Organisationen
jeder Art (Gesellschaften, Familien, Berufskulturen, Firmenkulturen, Institutionen einer
Gesellschaft etc.) einerseits und individuelle Entscheidungen andererseits zu untersuchen. Im
Anwendungsfall Management lasst sie sich demnach beispielsweise auf Unternehmenskultur
aber auch auf individuelle Wahl- und Entscheidungsprozesse auf Markten beziehen, wobei die
vier Grundtypen “direkt in Managementprozessen angewendet werden” kénnen”.
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in a sometimes wild environment that tends to preclude the possibility of access to
humans. Furthermore, FREEDOM is also a strongly felt value: freedom of direction
and body movements. Finally, SAFETY is essential in these sports. These represent
the most frequent connotations of the brand names in my corpus. The following figure
(Figure 2) displays the frequency of the connotations.

The graph in Figure 2 shows us that the three most frequent connotations in the
corpus are those relating to STATUS, PROGRESS and HIGH QuaLITY."” HIGH QUAL-
ITY usually refers to the products used in the manufacture of footwear and therefore is
directly related to the connotation of SAFETY.

The connotation CURIOSITY is very frequent especially in those commercial
names displaying proper names of places, mountains, rivers, often located in remote
areas and difficult to access. It is well represented in the names that evoke associa-
tions linked to the world of magic, rare, and extraordinary natural phenomena (e.g,
MYSTIC FLOW SURROUND, FLASH PLUS, 982 QUAZAR GTX RR - WOMEN'S,
DRAGONTAIL LT / GTX).

Among the commercial names in which the connotation POWER is found we
note that they evoke associations of speed, lightness, resistance (e.g., FLASH PLUS,
RUSH E-LITE 2.0, UltraLight GTX W’S, CELERIS GV -Woman, Piuma, PLUME GTX,
Force X wmn). Among them we also find verbs associated with actions that require
force or are in any case related to the force / power field (e.g., Torq GTX, RELOAD
K LOW). Furthermore, there are names of powerful animals (1013 LEOPARD GTX
(WIDTHS), RAPTOR K GTX, SHARK, DRAGONTAIL LT / GTX), of quick and agile
animals (e.g., Iguana, Wild Cat 3.0 Woman, APEX ROCK GTX, Steinbock LOW GTX =
‘capricorn’), or of fast animals (e.g,, HORSE), or bird names (Falkon Low, RAPTOR K
GTX, Condor Cross NBK GTX, ...).

The adjectives referring to physical dimensions and sensory perceptions are
reduced to the connotation SENSORY PERCEPTIONS.

To the connotation PHYSICAL ACTIVITY we connect the commercial names that
contain associations linked to the idea of movement or places dedicated to physical
activity.

Particular attention must be paid to the connotation TRADITION: the trade
names bearing this connotation are containing names of Italian places. These evoke,
in fact, in the Italian merchant and customer feelings of familiarity and bond to their
origins and their places of living, feeling emotionally closer than in distant places of
foreign countries. However, as Muselmann (2012: 266) explains, if we look at the non-
Italian client’s point of view, these commercial names will trigger associations linked to
distance, to diversity and therefore, probably, to curiosity. Additionally, it has also the
value of the feature made-in-Italy, of the quality of Italian handcraft.

With the same frequency, we have the connotations INDEPENDENCE and

Y In defining the connotations domains, I refer to the list of connotations in the brand

names elaborated and described by Ronneberger-Sibold and Wahl (2014), and Cotticelli-Kurras
(2014).
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AGGRESSIVENESS. The first was found in the commercial names of footwear dealt with
above and dedicated to women that evoke associations linked to freedom, individuality
and spontaneity (e.g., Pilgrim GTX, Wild Cat 3.0 Woman, Rebel Gtx wmn, SPY GTX~
Woman). The second connotation, instead, occurs in those commercial names that
display names of wild animals or names related to the military sphere (e.g., Spitfire 2.0,
SPY GTX-Woman, RAPTOR K GTX, Otaki,"* SHARK).

3. Trading areas

In order to achieve results that are more significant for our analysis we decided
to take into consideration also the target to which the products of the twelve compa-
nies chosen are addressed. The characteristics concerning the target addressed by the
brand names of our corpus are related to the geographical location of the customers.
Consequently, we investigated the export areas of the major twelve Italian companies
involved displayed in the following picture (Figure 3):

Oceania
14%

South
America
12%

M Europe M ASIA M North America B South America M Oceania M South Africa

Figure 3. Distribution of the export zones of the involved companies.'*

As the picture shows, the Asiatic areas and Europe are each a quarter, the
American areas are almost a third, and the remaining areas are in South Africa and
Oceania. This could explain why the use of English increases in these product classes.

4. Conclusion

According to the quotation from Allan K.K. Chan and Huang Yue Yuan (1997:
228f):

For products targeting primarily the local market, the branding task is relatively simple
because only the linguistic features of that language and the preference of the consum-
ers in the community concerned need to be considered. To brand a product for the

'* Otaki is an ancient sword in Japanese colloquial samurai language.
'S The figure is taken and adapted from Compostella’s thesis (2016: 45).
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international market consideration of the linguistic universals, i.e. the linguistic traits
which occur in all or most human languages, has to be taken,

we may conclude that this landscape corresponds well with the clear tendency to
form irregular hybrid neologisms, in which words or morphemes belonging to hetero-
geneous languages are linked together, in order to provide a picture of a change towards
an internationalized, multicultural market segment of certain Italian enterprises.
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