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ABSTRACT

PURPOSE / RESEARCH QUESTION

The present study provides a comparative analysis of the brand names and logos of Iranian
automakers against several of their prominent European and American counterparts,
utilizing the “Decision Tree” framework proposed by Lancaster, Machado, and Costa
(2023). This descriptive-analytical research relies on library-based data collection methods.
The corpus consists of the brand names-and-logos of 8 domestic automakers (Iran Khodro,
Saipa, Pars Khodro, Zamyad, Amico, Bahman, Kish Khodro, and Morattab Khodro) and 8
reputable American and European automakers, including General Motors and Ford (USA),
Rolls-Royce (UK), BMW, Mercedes-Benz, and Volkswagen (Germany), and Renault and
Peugeot (France). Furthermore, as the names of several famous products from these 16
manufacturers were also examined, 78 additional brand names (43 American/European and
35 Iranian) were included in the researchicorpus: Consequently, the total corpus comprises
16 logos and 94 brand names. It is important to note that, in selecting the American and
European automakers, the authors adhered to two criteria: global reputation and high
market aceeptance (based onsales volume as reported by companiesmarketcap.com), and
the level of familiarity of the Iranian public with these products (based on the historical

presence of certain models in the domestic market).

METH@DOLOGY / APPROACH

The implementation of this study proceeds through several stages. In the first stage,
research data from the aforementioned Iranian and international corpora were collected
through a review of library resources. Initially, the brand names of the companies and a
selection of their products were analyzed etymologically, and their positions within the
brand part of decision tree were determined. In the second stage, the companies’ logos were
extracted and compiled; the semiotic dimension of these logos—specifically regarding sign
types—was then examined using the logo classification framework of the decision tree
model. In the third stage, the relationship between brand names and product logos was
analyzed from the perspective of the cognitive responses introduced in the decision tree
model. Finally, in the last stage of the research, comparative analyses and interpretations
were provided to identify the similarities and differences between domestic automakers
and the selected reputable American and European manufacturers.
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KEY FINDINGS

From the perspective of company branding, the following hierarchy can be observed for
the selected American and European automakers:

Personal Name > Acronym / Cultural Concrete Name / Abstract Name

This distribution pattern shifts when considering the brand names of the products from
these selected automakers, as indicated by the following hierarchy:

Acronym > Abstract Name > Nature-oriented Concrete Name > Cultural Concrete
Name > Adjective

In contrast, Iranian automakers exhibit a relatively more balanced distribution in their
application of concrete and abstract brand names:

Concrete Object Name / Adjective / Acronym > Nature-oriented Concrete Name /
Abstract Name

The brand names of products from Iranian automakers also display a distinct differentiation
compared to their corporate names:

Nature-oriented Concrete Name > Personal Name > Adjective > Abstract
Name > Cultural Concrete Name / Acronym

The second factor in the present comparative analysis involved commercial logos. The
selected American and European automakers show an equal distribution in logo types:

Letter-based > Image-based

Conversely, Iranian automakers possess 6 logos.in the Image-based category and 2 in the
Letter-based category:

Image-based > letter-based

The third aspect of the analysis, based on the framework of Lancaster et al. (2023),
concerned the interaction between brand names and logos. Among the reputable
American automakers, this interaction resulted in semantic repetition in 6 cases and
semantic dispersion in 2 cases:

Semantic repetition > Semantic Dispersion

In contrast, this interaction is reversed among Iranian automakers, leading to semantic
dispersion‘in 6 instances and semantic repetition in 2 instances:

Semantic Dispersion > Semantic repetition

ORIGINAL CONTRIBUTION

The results of the present study can be summarized in three sections. The first section
pertains to company and product brand names, where both groups of automakers exhibit
relatively similar behavior, showing a stronger preference for figurative brand names over
abstract ones. This shared tendency can be attributed to factors such as the nature of the
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product (automobiles), the higher cognitive retention of figurative names, and the lower
risk associated with figurative names in cross-linguistic and cross-cultural exchanges.

The second section, regarding logo types, reveals a clear disparity in the approaches of the
two groups. The selected American and European automakers utilize letter-based logos—
which tend toward abstraction—more frequently than image-based logos, whereas Iranian
automakers demonstrate the opposite approach. This divergence can be explained by two
factors: the historical background and established global market position of the
automakers, and the interplay between traditional and modern artistic approaches to logo
design.

The third aspect, the interaction between brand names and logos, further highlights the
differing approaches of the two groups. The interaction within the selected American and
European brands tends to create semantic repetition, aimed at eliciting cognitive responses
of recall and association in the minds of the audience. In contrast, the interaction among
Iranian automakers tends toward semantic dispersion, which reinforces the cognitive
response of recognition. This difference can be accounted for by factors such as historical
background, symbolic capital, identity stability, and the integrated design of brand names
and logos.

KEYWORDS
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EXTENDED ABSTRACT / MAIN TEXT

1. Introduction and Research Problem

The advertising of a product constitutes a major component of its commercial success. Among marketing
professionals, there is a shared understanding that building a strong brand can generate added value in the
production and service sectors and positively influence brand loyalty (Mahdavi, Taghizadeh, & Ahmadi,
2022). Brands consist of various components, the most important and influential of which are the brand name
and logo. According to Batahaei and Dargi (2006), a brand name does not convey meaning solely through its
phonetic form, semantic content, and lexical meaning; rather, it is subject to change through any cultural or
social factor with which it becomes associated over time. The second component, the company logo,
incorporates various elements, including shape, imagery, design style, size, and color, and serves as a symbol
of the organization. It must also be clearly distinguishable from other trademarks. The linguistic analysis of
logo structure falls within the domain of a field known as semiotics, whereas the study of brand names is
addressed through a relatively emerging subfield of sociolinguistics known as onomastics. The present study
undertakes a comparative investigation of the interaction between the brand names and logos of Iranian
automobile manufacturers and those of selected reputable European and American counterparts, drawing on
the Decision Tree model proposed by Lancaster, Machado, and Costa (2023). This study adopts a descriptive-
analytical approach, with data collected through library-based research.

2. Literature Review and Theoretical / Analytical Framework

Lancaster et al. (2023) argue that, in the advertising industry, brand names and logos have previously been
examined separately, albeit from various perspectives, while relatively little attention has been paid to the
interaction between them. Referring to the Chinese proverb “A picture is worth a thousand words, they point
out that images are more readily retained in memory than words. More specifically, they seek to investigate
the role of the interaction between brand names and logos in facilitating the cognitive processes of recall,
recognition, and association of a brand in the minds of its audience.-Accordingly, developing a practical
hierarchy of brand names and logos constitutes the first step in introducing their model. Constructed around
semantic categories, this hierarchy proposes a continuum ranging from entirely abstract options to entirely
pictorial/concrete ones, which, according to the authors, can serve as a criterion for selecting effective names
and logos in emerging industries. According to Keller (1993), one of the primary concerns of companies
when selecting a brand name is ensuring that the name remains memorable to target audiences and establishes
anetwork of mental associations involving people, products, ideas, and experiences. This associative network
gives rise to three types of cognitive responses in consumers: brand recall, recognition, and association.
According to Ahn and La Ferle (2008), recall, or spontaneous awareness, refers to an individual's ability to
reproduce a previously presented name or logo and requires deep and elaborate processing, as well as
repetition. Wixted and Squire (2004) explain that recognition, or assisted awareness, refers to an individual's
ability to confirm prior exposure to a name or logo. Recognition is stronger and more resistant than recall
and tends to decline less over time. Keller (1993) defines association as a network of semantic nodes and
links stored in memory in connection with a brand and activated when an individual encounters its name,
logo, or other brand-related cues. These associations may encompass attributes, benefits, mental images,
emotions, and experiences associated with the brand, providing the basis for consumers' cognitive and
affective evaluations. Lancaster et al. (2023) maintain that assessing the effect of the interaction between
brand names and logos on generating the cognitive responses of recall, recognition, and association among
audiences constitutes the second step of their model. By examining these responses, it becomes possible to
develop a decision tree that can serve as an appropriate framework for assisting in the selection or
modification of brand names and logos across various industries. The authors claim that, drawing on
structuralist semiotics, their model employs semantic categories in which understanding one pole requires an
understanding of its opposite, thereby enabling coherent and meaningful comparisons. In other words, the
decision-tree model considers brand names and logos jointly in order to analyze the effect of imagery (the
independent variable) on recall, recognition, and association (the dependent variables), as well as on the
organization and transfer of meaning.

Research Gap and Expected Contribution

It is evident that product quality, safety, and after-sales services are primary concerns in the automotive
industry. Nevertheless, beyond these fundamental considerations, branding and the creation of a favorable
image of a company and its products in the minds of consumers may also be regarded as influential factors
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in enhancing its position among customers. In other words, to compete in global markets, Iranian automobile
manufacturers must not only improve their technical performance but also invest in and conduct research on
the branding of their products, enabling them to compete with their powerful foreign counterparts across all
relevant dimensions. Accordingly, the present study seeks to compare the relationship between the brand
names and logos of domestic automobile manufacturers and those of selected reputable European and
American manufacturers. It also aims to examine the relationship between these two variables and identify
the similarities and differences between domestic and selected reputable European and American automobile
manufacturers in this regard. In doing so, the study intends to provide evidence-based information that may
contribute to improving branding and advertising practices among domestic automobile manufacturers.

3. Methodology / Materials and Analytical Approach

The research corpus comprises the brand names and logos of eight domestic automobile manufacturers (Iran
Khodro, Saipa, Pars Khodro, Zamyad, Amico, Bahman, Kish Khodro, and Morattab Khodro) and eight
reputable American and European automobile manufacturers: two from the United States (General' Motors
and Ford), one from the United Kingdom (Rolls-Royce), three from Germany (BMW, Mercedes-Benz, and
Volkswagen), and two from France (Renault and Peugeot). Since some well-known product names produced
by these sixteen manufacturers are also examined, an additional seventy=eight brand names (forty-three
American and European brand names and thirty-five Iranian brand names) are_included in the research
corpus. Accordingly, the overall corpus consists of sixteen logos and ninety-four brand names. It is important
to note that the authors selected the reputable American and European automobile manufacturers based on
two criteria: their global standing and high market acceptance, as indicated by sales figures reported on
CompaniesMarketCap.com, and the familiarity of Iranian consumers with their products, as established
through the history of the introduction of certain products into Iran.

4. Results

From the perspective of company branding, the following hierarchy can be observed for the selected
American and European automakers:

Personal Name > Acronym / Cultural Concrete Name / Abstract Name

This distribution pattern shifts when considering the brand names of the products from these selected
automakers, as indicated by the following hierarchy:

Acronym > Abstract Name > Nature-oriented Concrete Name > Cultural Concrete Name > Adjective

In contrast, Iranian automakers exhibit a relatively more balanced distribution in their application of concrete
and abstract brand names:

Concrete:Object Name / Adjective / Acronym > Nature-oriented Concrete Name / Abstract Name

The brand names of products from Iranian automakers also display a distinct differentiation compared to their
corporate names:

Nature-oriented Concrete Name > Personal Name > Adjective > Abstract Name > Cultural
Concrete Name / Acronym

The second factor in the present comparative analysis involved commercial logos. The selected American
and European automakers show an equal distribution in logo types:

Letter-based > Image-based

Conversely, Iranian automakers possess 6 logos in the Image-based category and 2 in the Letter-based
category:
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Image-based > letter-based

The third aspect of the analysis, based on the framework of Lancaster et al. (2023), concerned the
interaction between brand names and logos. Among the reputable American automakers, this interaction
resulted in semantic repetition in 6 cases and semantic dispersion in 2 cases:

Semantic repetition > Semantic Dispersion

In contrast, this interaction is reversed among Iranian automakers, leading to semantic dispersion in 6
instances and semantic repetition in 2 instances:

Semantic Dispersion > Semantic repetition

5. Conclusion and Implications

The findings of the present study can be summarized in three main areas. The first concerns the brand names
of companies and automobile manufacturers. From this perspective, the two groups of automobile
manufacturers exhibit relatively similar patterns, as both show a greater preference for concrete brand names
than for abstract ones. This shared preference may be attributed to factors such as the nature of the product
itself (i.e., automobiles), the greater memorability of concrete names, and the lower risk associated with
concrete names in cross-linguistic and cross-cultural communication.

The second area, namely logo type, reveals a clear difference between the approaches adopted by the two
groups of automobile manufacturers. The selected American and European automobile manufacturers make
greater use of letter-based logos, which tend to be more abstract, than of design-based logos, whereas Iranian
automobile manufacturers demonstrate the opposite preference. This difference can be explained in terms of
two factors: the manufacturers' historical backgrounds and the extent to which they have established their
positions in the global market, as well as the influence of traditional and modern artistic approaches to logo
design.

The third area concerns theinteraction between brand names and logos, which also reveals distinct
approaches among the two groups of automobile manufacturers. The interaction between the brand names
and logos of the selected American and European manufacturers tends more strongly toward creating
semantic redundancy andeliciting the cognitive responses of recall and association in the minds of audiences.
By contrast, the interaction between the brand names and logos of Iranian automobile manufacturers tends
more toward creating semantic, dispersion and reinforcing the cognitive response of recognition among
audiences. This difference can likewise be explained by factors such as historical background, symbolic
capital, identity stability,.and the integrated design of brand names and logos.
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