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ABSTRACT

The objectives of this study, “Semantic Analysis of Thai Products’ Brand
Names” are: 1) to analyze the semantic meanings of Thai products’ brand names; 2) to
classify Thai products’ brand names according to their semantic meanings; 3) to observe
the relation between types of products and brand names; and 4) to suggest some semantic
principles for Thai product brand naming. The analysis in this study is based on the
Triangle of Signification models of Ogden and Richard (1923), Hoffman (1995) and
Dirven and Verspoor (1998). The study has investigated 935 brand names of local
products listed in OTOP Product Champion 2004 and 1,623 brand names of export
products listed in Thailand’s Exporter Directory. It was found that Thai products’ brand
names are composed of two components: 1) product names and 2) trade names. The
product names are classified into two main types: simple referent product names and
complex referent product names. The simple referent products names refer to products as
a set. They are classified into two subtypes: general level referent and basic level
referent. The complex referent product names refer to a particular type of products. They
are classified into two subtypes: a complex referent with two components and a complex
referent with more than two components. The complex referent with two components
consists of five subtypes: 1) main-minor object referent, 2) object-process referent, 3)
object-property referent, 4) object-metaphor referent and 5) object-characteristic referent.
The complex referent with more than two components consists of six subtypes: 1) main

object + process(es) + minor object(s), 2) main object + property + minor object(s), 3)
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main object + property + process +minor object(s), 4) object + process(es) +
property(ies), 5) object + characteristic + process(es), and 6) an object + process(es) +
characteristic(s). The trade names are classified into three main types: proper trade
names, common trade names and invented trade names. The proper trade names are
classified into two subtypes: personal names and place names. The common trade names
are classified into two subtypes: Thai common names and foreign common names. And,
the invented trade names are sub-classified into three subtypes: acronymic names,
blending names and deviated names. The product names and the trade names reveal two
types of semantic relation: denotative relation and connotative relation. It is suggested
that good product brand naming should consider the relation between the two
components of brand names. Product names should clearly tell types of products; they
should not be too complex. Trade names should be suitable for the product type; they
must be related to the product names by a denotative relation or a positive connotative
relation. It is hoped that the results of this study will be valuable for Thai entrepreneurs
who are going to take Thai products into competition in global market and for those who

are going to conduct further research related to brand names.



