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ABSTRACT

A brand in general and brand name in particulamftimne perception or personality consumers
attach a company. A brand name is a core indicatfadhe brand. Therefore a careful selection
of a brand name could communicate various productesvice attributes desired by the
producer/provider like ruggedness, sophisticativendliness or sincerity. For the hotel industry
in particular, the brand name is an integral congporof all marketing efforts. Research also
suggests that a hotel’s brand name should be mt@md vibrant that is able to relate to multiple
level of the senses while at the same time sereaeraminder of pleasant experience. Despite the
rapid growth of the hotel industry in Addis Abal@zapeculiar observation suggests that a well
thought of branding/brand naming practice is nqtlace. This research therefore will attempt to
understand the brand naming practice of hotelsddig\Ababa with the aim of improving the
practice. Two sets of questioners will be usede® eswners/brand manager’s perception of the
importance of brand names and the process usedbwilassessed from the owners/brand
managers of the hotels using the first set of gouesaires. The second set of questionnaire will
be used to understand how the brand names of tuisks were perceived by their clients. Even
though the objective of the research is to undedsthe practice, a comparison of the findings
with other empirical research in the area and #tezal guidelines will be done.



Chapter 1
I ntroduction
The concept of brands and branding has been arfouradlong time. It cannot however be said
that all present-day businesses have masteredhtad is name, term, design, symbol, or any
other feature that identifies one seller's good@wice as distinct from those of other sellers
(American Marketing Association). Chiaravalle anch&ck (2015, p.12) on the other hand
defines it as “a promise about who you are and \oeakfits you deliver that gets reinforced
every time people come in contact with any faceyaf or your business”. A brand comprises
tangible and intangible features of a business thatands for. A successful brand is an
identifiable product or services that customers@@e as relevant or unique. A brand is the sum
total of all functional and emotional assets thdtetentiate it among the competition and
distinguish it in the audience’s mind. A brand #fere develops characters in the minds of its
audience such as a brand identity which is theaViand verbal articulation of a brand, brand
image the customer’s beliefs about what the braawlds for, brand equity which is the value of

the brand as an asset (Landa, 2006).

Branding on the other hand is a process in whiehatfyanization uses a name, phrase, design,
symbols, or combination of these to identify it®gucts and distinguish them from those of
competitors (Kerin and Hartley, 2013). It inctuthe entire development process of creating a

brand, brand name, brand identity, and, in somes;dsand advertising (Landa, 2006).

A brand is a valuable asset for any company tlsgbridduct or service marketing success hangs
on it. A well-established brand is an intangible assedtang a strategic advantage. A successful

brand communicates a message about the quality, performance and distinction from other



competing products. For the customer a brand meiseassuring or risk minimizing which in

return improves the likelihood of purchase.

Brands in general influence or form the perceptanpersonality consumers attach to it.
According to Murphy (1987) on Wai-sum Siu and Yiadg (n.d.), a brand name is a core
indication of the brand. Klink and Athaide (2012) the other hand has indicated that a careful
selection of a brand name could communicate vagooguct or service attributes desired by the
producer/provider like ruggedness, sophisticatioendliness or sincerity. Understanding the
significance of brand names, many research hagmpted to develop a guideline to develop the
appropriate brand name ((Klink, 1999; Klink, 20@0ink and Athaide, 2012; Siu and Zhang,
n.d.; Shipley, Hooley, and Wallace, 1988; Kohli draBahn, 1997). Research also suggests the

consideration of the firm’s marketing strategy evdloping a brand name.

The choice of a brand name also applied to theitabi$p industry where perception and image
are of vital importance. Research also suggestsatiatel’s brand name should be intense and
vibrant that is able to relate to multiple level tok senses while at the same time serve as a

reminder of pleasant experience (O’Neill and Majt2010).

Yibeltal (2014) indicates that Addis Ababa is th&d largest host of diplomatic missions and
UN organizations stressing the need to a hotelstngueady to serve this community. The
General Assembly of the European Council on Tourgsrd Trade (ECTT) has also recently
selected Ethiopia as World Best Tourist Destinatar?015 (MOCT, 2015). Addis Ababa being
the only gate way to Ethiopia for the internationammunity, this brings significant traffic to

Hotels in Addis Ababa.



According to Addis Ababa City Administration Culeuand Tourism Bureau, the hotel industry
in Addis Ababa at its current level have 128 séael hotels which are not yet given their stars
pending the final outcome of the current ratingrat. The industry can be considered booming
with a 20% growth from last year. Twenty five newiynstructed hotels have joined the industry
in the last two years only (AACA Culture and Touamjs The primary market these hotels tend to
serve is foreign nationals. Hence, the role of dirag and brand image to these hotels is of
significant importance. The brand name is an irsegomponent of their branding efforts. A

high level of observation around the city howevieovgs mostly functional brand names that
mean more to the owners themselves than the patteastomers. Foreign sounding hotel brand

names are also plenty.

The aim of this research is therefore to exploeekttand naming practice of these hotels with an
intention of understanding the thinking behind thrand names. The research therefore will
assess the perceived importance of brand namebkebliatel management, explore the brand
naming process followed, if any, and see the perémice of the brand names through the eye of

customers to understand their impact if any.

1.1 Statement of the Problem

O’Neill and Mattila (2010) claim that the value bfand names in hospitality industry is
undisputed. Brand name has been a well endorsegamnt of the marketing strategy in the
hotel industry. O’Neill and Mattila (2010) furthsuggest a brand name should be intense and
vibrant that is able to relate to multiple levefstloe senses while at the same time serve as a
reminder of pleasant experience. A brand namestyaldl expand geographically is another
consideration. Research in the area of sound sysmb@llso suggests that a carefully constructed
brand name brings inherent strength to a brandaddd other desirable characters to services.
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The highly expanding hotel industry in Addis Ababaseeing lots of new brand names every
day. In contrast to research findings and guidslimesimple stroll in the streets of Addis Ababa
shows hotel brand names such as ‘Bed and Breakats’, ‘KZ Hotel’, ‘NT International
Hotel’, “Top Ten Hotel’ ... where the intension oftimames is just to signal that the facility is a
hotel. Such types of hotel names are neither catohyloes not speak about the character of the
hotel. For example, out of a sample of hotel naowssidered majority are names of historic
places, names of individuals and towns (LalibelaeHdKaleb Hotel, Pacific Hotel, Dessie Hotel,
Washington Hotel). Although one cannot claim anengimt problem in those brand names, it
signals a loss of great opportunity to developantimame that could grow to become the hotel's
strong asset while at the same time raises theigonesbout the process followed in developing

those brand names.

This research will therefore attempt to answerftiewing questions:

* What is the level of importance placed on the birgngbractice by the management or
owners of those hotels?

* What is the process followed in developing thossmtdmames?

* How have the brand names performed from the petispscof customers’ of those

hotels?

1.2 Objective of the Study

In light of the importance of image in general édnd name in particular in the hospitality
industry, this research in general intends to wtdad the brand naming practice of owners or

managers of hotels in Addis Ababa with the airmgbrioving the practice.

Further, the specific objectives of this reseamehta:



» Understand the degree of importance the ownersaoagement placed on the role of a
brand name

* Identify the brand name development process usaalyif

» Explore the performance of the brand name fronviéw point of the customers’ of

those hotels

1.3 Significance of the Research

Given the lack of research in the area of brandasamparticularly in this part of the world, this
research will be the first to explore the practiéeleveloping brand names in the hotel industry.
Further, understanding brand naming process asasdibw brands are perceived by customers,
will enable hotel owners and brand managers tebetinnect or influence their existing and
potential customers. This research also createsgpertunity to identify improvement areas to
maximize the opportunity to create a new band n#ma¢ can assist the hotels’ image and
possibly expand further geographically as well mdo other products. The research can also

serves a basis for further research in the area.

1.4 Scope and Limitation of the Study

Research in to brand names covers linguistics badttempt to create a better sounding brand
name. Sound symbolism that looks at the directaljjgk between sound and meaning is also
explored in relation to brand names. The effedhefservice provided on the perception of the
brand name is also another study area. The scopghiofstudy however is limited to the
considerations taken or process used in develapibgand name. The researcher therefore can
only draw inference on the care taken or rigorossnef the methodology employed in

developing the brand name and not the quality @bitand names.



On the other side, finding the primarily resporsilsesources that are responsible for the

development of the brand names is a big challehiggce the quality of the findings will

therefore be limited to the extent of the qualityie data collected.

1.5Work Plan

The time schedule until completion of the reseavithbe as follows, if the final thesis is based

on this proposal.

Activities

Complete
proposal

Develop
guestionnaire

Data Collection

Data Analysis

Data
I nter pretation

Completion of
Draft Paper

Completion of
Final Project
Paper

Table 1;: Timeline of activities



1.6 Financial Plan

The researcher expects to handle most of the &esivincluding conducting interviews with
managers/brand managers by himself. University estisd however will be used to get
guestionnaires filled by hotel customers. The feillgy table therefore indicates high level costs

expected to be incurred while preparing the fihakts.

Types of Expense Expected Costs(in Birr)
Communication expenses; such as
300.00

telephone
Typing, printing and photocopying 500.00
Transportation and different working

_ 500.00
materials
Data collectors fee 5000.00
Miscellaneous Expenses 200.00
Contingency 200.00
Total Expected Cost 6700.00

Table 2 Breakdown of anticipated expenses



1.7 Organization of the Study

The first chapter begins with an introduction te #tudy and goes on to discuss the problem
statement that initiated the researcher to conthetstudy. The first chapter also covers the
objective of the study along with other relevanhsiderations such as the significance of the
study, the scope and limitation, work plan of tlesearcher, and financial plan. The second
chapter covers the literature review canvasingsbee followed by the third chapter presenting
the methodology to be used. The methodology de=trifbhe population, the sample size,

sampling technique as well as the method of amalysihical considerations taken are also

indicated.



Chapter 2
Literature Review

2.1 Brand

Landa (2006, p 4) define a brand as “... a brandpsogrietary name for a product, service, or
group is used to denote a company, organizatiorgocation, social cause, issue, or political
group”. According to Kotler et al. (2005, p. 31&)brand comprises a name, sign, symbol,
design, or a combination of these elements thagxgpected to differentiate a product or services
from other similar products (Oh and Pizam, 2008ganda (2006) differentiates between the
three integrated meanings of a brand as:
* The sum total of all characteristics of the progwsetrvice, or group, including its
physical features, its emotional assets, and Itareliand emotional associations;
* The brand identity as applied to a single producservice, an extended family of
products or services, or a group; and
* The ongoing perception by the audience (consumpulolic) of the brand.
Lim and O'Cass 2001 cited on Hosany, et al. (2@@8ge by saying that a strong brand can
differentiate a product from its competitors antpttbe customer make easy decisions that could
reduce cost of searching the appropriate produohs@mers place greater confidence in a
particular brand than another brand enhancing tgyaid willingness to pay a higher price for
the brand. It is therefore possible to conclude ¢gharand is a mean of maintaining relationship
with the consumer, a promise to the consumer ants®f products and services.

Chiaravalle and Schenck (2015) further list théofeing as a must be known terms:



Brand identity: The name and visual marks that present the brang)ly in the form of

a logo, symbol, or unique typestyle, as well aso#tler identifying elements including
colors, package shape, even sounds and smelldaesiowith the brand.

Brand image: The beliefs about what the brand is and what iidg&dor that exist in the
customer’s mind as a result of all encounters, @agons, and experiences with any
aspect of your business or organization.

Brand position: how the brand fits in with and relates to variotiseo brands within the
competitive market.

Brand management: Controlling the presentation of the brand identitygessage, and
promise across your entire organization and throaigftommunication channels, and

protecting your brand identity against infringemenmisuse.

2.2. Branding

Branding on the other hand is a process in whiehottganization uses a name, phrase, design,
symbols, or combination of these to identify it®gucts and distinguish them from those of
competitors. Branding is therefore practically arketing function that attempts to build a
competitive advantage (Holt, 2003a). Branding hesnvg to include the entire development

process of creating a brand, brand name, branditigleemd, in some cases, brand advertising.

2.3. Brand Names

A brand name is any word, device (design, soundpehor color), or combination of these
used to distinguish a seller’'s products or servi€&sne brand names can be spoken while
others cannot. A brand name assists a consumereirpriocess of recalling a brand or

maintaining a favorable image to it. Research bopkand Athaide (2012) has indicated that
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consumers develop a non-neutral opinion about duystdbased on the brand name. Usunier
and Shaner (2002) also note influence of the Istguicontent of the brand name on its
verbal, auditory and intellectual meaning and iteripretation by consumers. As a brand
name is the first experience of a brand, a gooddreame can communicate with customers
in a positive way and identify the service offerify brand name is a powerful source of
identity and carry an incorporated virtue in to trand. It also differentiates a firm from its
competitors, raise curiosity, and help the consumemorize the brand. Failing to do a good
job in the brand naming process, if not misleadimgcustomer, it will fail to make a positive
impression. It should also be understood that pr@duct or a service fails to deliver the

attributes evoked in the name, it could potentiblgkfire.

2.4, Brand Name Selection Process

The development of a brand name should considecdhe value of the organization and the
characteristics it plans to project. Failing to elep a brand name right the first time might entail
an expensive rebranding exercise at a later sththe dife of the company. The name should be
able to connect with its target audience rathen fhat the personal test of the owner. The use of
is descriptive and abstract names are the two bradadssifications of brand names.
Descriptive Names: these are names that clearly describe the goodgreices being
offered. According to Clifton and Simmons (2003)e tuse of a descriptive or abstract
brand names depends on the history, culture ofotanization, and the competitive
situation. While descriptive names are the eastesbme up with and easily make sense,
their usage and expansion to other products andyrgpbic areas could be very

constraining. For example a descriptive name thatell accepted in one region may

11



have difficulty getting acceptance due inability relate to its meaning. Descriptive
names are often preferable if the company runslonieed marketing budget.
Fanciful/abstract names: this kind of names are made up or a real name aseof
context. Clifton and Simmons (20080 explains that abstract brand names are difficu
to introduce but could prove to be more memorabk r@latively easy to expand in to
other products and geographic area. Such namesaayeto trade mark because of their
distinctiveness however it would require proper keting to help customer connect with
the namégCatchword, 2012).

According to Catchword (2012) a brand name couldirmate from other languages,
acronyms, numbers or a construction from a comiginabf words. Developing new
acronyms of an already existing brand name coukkipty result in a loss of brand
personality and character. Clifton and Simmons 82@0so share the opinion that brand
names should be expandable. Other criteria inclmgéenorability, enable customers
understand what the product/service is about,yepsinounceable on other languages as

well, and have no negative connotation in otheglages.

Brand naming could be a very long and expensiveqass for some. For example, the use of a

creative development company could be very expendihe brand naming processs indictaes

the methodical approch implimented to come up \lig name. The process should follow a

degree of delibration and testing to assure thpgroame is chossen. McNeal and Zeren (1981)

studied the process deployed by copmpanies in dewvegl a band name. Their study outlined a

six step process followed by most. Their study ddke development of branding objective and

branding criteria. Kohli and LaBahn (1997) furthexplored the process and came up with a

more condensed five stage process. Their studitfidd that most managers use a formalized

12



process but frequently undermined a thorough a@ivernto it. In their conclusion they
recommended the the folowing (figure 1) five stapcpss to help managers undertake the

naming properly.

Step 1. Set out clear objective for the naming processrifiects the company’s desider

for the brand.
Step 2: Develop as many candidate names as possibleotw ptbper selection.
Step 3: Conduct thorough evaluation of the candidate ame

Step 4: Systematically apply the objetive identified ingtane to choose the final brand

name.

Step 5: Register the trademark. Consider few alternataraes from the final pool in

case of rejection.

Specify Objectives

1

Creation of Candidate Names

1

Evaluation of Candidate Names$

1

Choice of a Brand Name

1

Trademark Registration

1

Figure 1: The brand name devel opment process (Kohli and LaBahn, 1997)
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2.5. Brand Namein the Hotel Industry

Hospitality service providers need to understarad their value propositions to their customers
are communicated at every opportunity of interactiwith their customers. Hospitality
consumers show a clear influence by the brandsearti images and this affects the consumer
behavior as it reduces the perceived risk incotedranto their hospitality purchases (Williams,
2002). For quite some time now, the concept of direm has been center stage to the hotel
industry’s marketing effort. For hotels, developiadgorand that serves different segments has
become a common experience. Permarupan et al. \2@E3revealed brand strength of hotels
will provide benefit to their customers such asagge customer loyalty in choosing a hotel

(Keller, 2001).

In today’s dynamic hotel market place where traddil distribution channels are under threat
from the online re-sellers and from new brands appg all the time, it becomes more

imperative for a hotel to build and strengthenoiten brand in order to keep the hotel at the top
of the traveler’'s mind and minimize the threat floe hotel to be commoditized and equalized

with its competitors (Churchill, 2005).

Kayaman and Arasli (2007) further indicate branthea are so important in the hotel industry
that majority of hotels prefer to join a well recozed hotel brands rather than be independent.
This allows them to bit their rivals as well as i&a premium price over and above the other

competitors.

2.6. Empirical Research in to Brand Naming Process

There are various kinds of research conductederatea of branding and the process of brand

name development. Although none of the researchaducted deny the relevance of brand
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naming and the use of the right process, the eocapiresearch conducted can be observed to
follow three different issues or perspectives. Samsearchers have looked at the impact of
efficient marketing or the quality of service prded by the hotel on the brand name itself
(Permarupan et al. 2013; Kayaman and Arasli, 200Mer researchers have studied if brand
names can carry the desired product attributes &@ound symbolism perspective (Klink, 1999;

Klink, 2000; Klink and Athaide, 2012). The thirdogips of researchers have studied the actual
processes followed in the development of a bramdenéSiu and Zhang, n.d.; Shipley, Hooley,

and Wallace, 1988; and Kohli and LaBahn, 1997).

2.6.1. Study in to Brand Names and the Process of Naming

Research in to the process of developing a branteng a relatively less researched area (Kohli
and LaBahn, 1997). One of the pioneers in the wsra McNeal and Zeren (1981) who assessed
the practice of 82 brand managers to come up wiéhprocess used. Shipley, Hooley, and
Wallace (1988) followed suite and did a minor esten of the first model by McNeal and Zeren
(1981). Kohli and LaBahn (1997) further explordt tprocess and came up with a more
condensed five stage process. Their study identfiadmost managers use a formalized process
but frequently undermined a strict adhernace toTlte five steps in their process include
specifying brand objective, develop candidate naneesluate candidate names, choose the

brand name and register it.

Another study that looked at Chinese enterprise® hdentified a four step appro¢8iu and

Zhang, n.d.)The steps idetified were generating brand naneesesing brand names, choosing
brand names and apply for registration. The rebeatentified that the differnce in approch
could be the result of differences in institutiof@ttors, legal system or socio-cultural values.

Siu and Zhang (n.d.) further indicate that the tgda of brand names is based on the

15



consideration of cultural, linguistic and marketipgtential. Cultural dimentions such as ‘good

luck’ and ‘forign sounding’ were noted to be of iortance to Chinee enterprises.

2.6.2. Study in to Brand Names and Sound Symbolism

Another area of brand naming research is sound slsnb that looks at the direct linkage
between sound and meaning. Plenty of research des done in this area. For example, Klink
(1999) conducted a research to see if how a brantersounds could communicate an inherent
product feature. Their study concluded that a diretationship existed between sound and
meaning. For instance a brand name with highersimoirequency was perceived to be smaller,
faster, thinner and lighter. Such relationship vedserved to hold not only for variety of
products but also for service. Similarly, a reskary Klink and Athaide (2012) also concluded
that ‘ruggedness’ is better created by using vowethe back than in the front. It also concluded
that ‘sophistication’ and ‘sincerity’ are betternemunicated by brand names with front vowels

rather than back vowels.

Such researches imply that while developing a brzarde, the character or personality of the
product desired to be communicated at the onsetldlh@ kept in mind. In this regard, carefully

considering the brand name influences on the fugtitke product.

2.6.3. Study in to Brand Names and Quality of Service

Permarupan et al. (2013) argue that a brand isuabia resource for a hotel in differentiating it
from others. However, he claimed that a brand’sngjth is a reflection of the service. In line
with this, his research evaluated what customeltsevihe most in selection of a hotel from the
brand, the service or the strategy used to inflaenustomers. Permarupan et al. (2013) based on

a survey result of 200 tourists, he concluded tiratservice quality weight more than the brand.

16



Similarly, Kayaman and Arasli (2007) also conductetesearch to evaluate the impact of the
seven dimensions of service quality on the custemaerception of the brand image. Their

results indicated that the service quality reflectst on the brand.

Such findings are agreeable and make sense. Theeabioa hotel for its service rather than its
brand based on previous experience of the sersia&eommon practice. However, such research
does not explain the choice of hotels by touristéooeigners with no prior knowledge the hotel

industry in their destination area.
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Chapter 3

Resear ch M ethodology
This chapter presents the research design, popoldahie sampling technique and data collection

instruments along with the method of analysis.

3.1 Resear ch Design

Research in to brand names are very few. The @ssahas found no other similar research in
an in the hotel industry late alone in an Ethiomantext. In light of this no test of hypothesis o
model formulation can be undertaken. On the otladha descriptive research used whenever
the characteristics of a population are either omkn or partially known (Kumar and Singh,

2006). This research is therefore designed asaigtge research with cross sectional data.

3.2 Population of the Study

The population of this study covers hotels in Addimba city. According to the Addis Ababa City offi

of hotel and tourism, Addis Ababa currently havé 18gistered star level hotels. Of these, abouk5 a
international brands or hotel chains and hencepadt of the study. Since the study is attempting to
explore the methodologies used in the developmkttiase hotel's brand names, subjects of the study
should be able to provide their account of the mgngirocess. This implies that hotels who has been i
the industry for long or those that had changedifdbrand naming not done by them) will not be able
provide this information. This study populationrdfere will consider new hotels that joined thelstly

in the last two years. According £ACA Culture and Tourism25 new hotels have joined the industry

in 2007 while 37 new hotels registered in 2006.

The research also attempts to see the performahdbeobrands names of those hotels from the

perspectiveof customers’. Accordingly, the population inclgdguests staying at these hotels.
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3.3 Sampling and Sample Size

As described above the brand naming practice wilec relatively new hotels in the industry that dav
developed their brand names recently. This givewitts 62 hotels who have joined the industry in the
last two years satisfying the criteria. Pilot tegtbdf the instrument indicated that much variapiliill not

be expected between different hotels. It is theeefoe researcher’s judgment that no more tharoB&h
(40%) will be required for this study. Due to theawmailability of a city wide map showing geographic
location of each hotel coupled with proximity clemljes to the researcher, the sampling method to be
used is a non-probability sampling method partidyla convenience sampling where hotels located in

the metropolitan area will be studied.

The second group of respondents are customersioskthotels. The customers are considered for the
purpose of providing their perception of the hatddtand name. For a descriptive study with a categjo
data,Berkowitz and Lynch (n.d39uggest the use of the formula N=4(&here E stands for allowable

margin of error). Accordingly, for 95% confidencélwa 10% margin of error, the suggested sampke siz
will be 100. Considering the fact that hotels imgel will not be open and willing to allow accéss
their guests, a non-probability sampling methodcofivenience will be implemented. Kumar (2006)
points out that for a descriptive study with a mprobability sampling design, sampling strategy do n

play a significant role.

3.4 Data Collection Methods

Primary data will be collected using two sets oksjionnaires will be developed. For the
purpose of collecting information about the processd for the development of brand names, a
guestionnaire will be developed based on McNeal decen (1981) study of brand naming
process. The second set of questionnaires to et to customers of those hotels will be
developed by the researcher. This questionnairé wvdlude questions relating to their

perception of the brand name of the hotel theystaging at.
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3.5 Data Analysis M ethod

The development of those questionnaires by theareler raises the issue of validity and
reliability. Reliability, according to Polit & Hurgr (1999) refers to the degree of consistency
with which the instrument measures an attributee @y of assuring the reliability of the
instrument is Cronbach’s Alpha. The researcherthétefore calculate Cronbach’s Alpha to test
the reliability. Validity on the other hand looksthe instrument has measured what it sets out to

measure. Principal component analysis will be dormaeasure the validity of the construct.

Descriptive statistics will also be used to analyed characterize the demography of the
participants. Further, since the research is desigo be a descriptive research, descriptive
statistics will also be used to compare preferearescomparison of the facts to the findings of

previous empirical studies will be employed to derinferences.

3.6 Ethical Consideration

The objective of the data collection instrumenige&fionnaire and interview) are solely intended
to understand the thinking and process used behabrand names we see in the hotel industry
in Addis Ababa. To this end, only relevant quesiaovill be asked. All responses will be kept
confidential unless revealing them is relevant updmch the consent of the subject will
acquired. If the participating hotels/individualse interested, a version of the finding could be

shared with them.
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