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Abstract :  Article info 

This paper aims to provide identification of the various elements that help 
to create a brand, which can suit a company with an international start, 
thus helping it to develop outside its national environment. 
The various steps that help to adopt an innovative brand require a deep 
knowledge of this process, or the use of specialized international 
companies to obtain an easy and universally acceptable brand, and help 
build a favorable image for the global consumer. 
The  aim  of  this  study  is  to  direct  Algerian  companies  to  reconsider  their  
brands before wanting to internationalize their activities. 
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 (DEBOURG, CLAVELIN, & PERRIER, 2004, p. 127)  
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4 .  (DEBOURG, CLAVELIN, & PERRIER, 2004, p. 147)   :
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1 . .  

 ALLITERATION)  :COCA COLA  TIC-TAC  .(  
  ) :ASSONANCE  )  :( OMO .(  

) :CONSONANCE  (  :NOUNOU  
) :ONOMATAPEE :(  

):CLIPPING (  
2 .  .  
  ) :MOT EPELE   :(KOOL-AID    
  :ABBREVIATION :   7-UP   SEVEN-UP    

3  . .( ) :  
 :METAPHONE :AQUA-FRESH .  

 :METONYMIE)  :Uncle Ben’s ) (AJAX  ) (BOUNTY .(  
) CLIO-KINDER .(  

) :OXYMORE :(CREME DE PEINTINE  .(  
 ):PARANOMASIA  )  :(FEDOR-JUS 

D’ORANGE .(  
) :APPOSITION SEMANTIQUE  :(  
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3 -1-1    (Swanson, 2015)  
1-  :   ‘  Philip Morris  Marlboro 

 .2001  
 Altria Group   .  

2-  Andersen Consulting    Accenture : Andersen Consulting  Accenture 

  1    2001   Andersen Worldwide  Arthur Andersen. 

 Accenture . 
3-  ValuJet     AirTran        Southwest   :1996   ValuJet   

110   .
 AirTran Airways   .

 Southwest  ValuJet. 
4-     KFC  :  1991  

 KFC   .-  ) 
  .  (

 " " . 
5-  " "  :

 . 
1981   . 

6-  Lucky and GoldStar Co Ltd.    : LG   1947   Lucky   
 . GoldStar   

 . LG   1995   .
"".  

7- !"  :
  1994  

   .1995  Yahoo. 
8-  BackRub  Google : BackRub. 

 .
 " "  " "  Google.com. 
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01 :  
Ancienne dénomination          Nouvelle dénomination              
Compagnie Générale d'Electricité Alcatel Alsthom 
Alcatel Alsthom Alcatel 
Ancienne dénomination      Nouvelle dénomination                
Générale des Eaux Vivendi 
Vivendi Vivendi Universal 
Source : http://www.edubourse.com/guide/guide.php?fiche=histoire-nom-societe 2017/02/01  
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 .
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 .  Apple    Starbucks   " "  .
  2007  " Coffee   "2011 .

  Google  
Alphabet .  .  

4-  :
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  Picaboo    Snapchat    2011   .Picaboo  
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http://www.edubourse.com/guide/guide.php?fiche=histoire-nom-societe
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WWE (World Wrestling Entertainment .  ( 

Facebook   
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Algeria                ("Djezzy") 
Pakistan                ("Mobilink") 
Egypt                     ("MobiNil") 
Tunisia                   ("Tunisiana") 
Iraq                        ("IraQna")  
Bangladesh          ("Banglalink") 
Zimbabwe            ("Telecel Zimbabwe") 

Source : http://www.orascom.com/ 2010/01/15  
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Source : Sophie RIEUNIER  et Autres  le Marketing Sensoriel :du point de vente (Paris  
éditions Dunod  2004)  p.156 
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