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In this paper we explore a new point of view with regard to previous research and studies on Naming. As it is known, this is a field dealing with the creation of company, product and brand names. 

We start by analyzing the Spanish Food Market in terms of the so-called analogy-based model (Rainer 2003, Becker 2003, Booij 2007). First, we describe some idiosyncratic patterns used by the copy-writers for creating new names in the area of food products (i.e. MásVital: <Adv+NA>N). Second, we analyze the import of analogy in the production and perception of neologisms. This last issue leads us to pursue a paradigmatic approach in which the relation of the new form with other existing words plays a crucial role. We look at the words stored in the lexicon and from here we extract different exemplar-based models. Following Rainer 2003, we assume that the neological formation is in need of a particular linking element, what is called the leader base. That is, we consider that the lexicon is organized in sets of morphological families (Hall & Baayen 2005). Take, for example, the following product names: Danacol, Benecol, NATURcol. These words refer to products from different Spanish brands which are all specifically conceived to avoid unsuitable cholesterol levels, as the –col morpheme (a clipping from Sp. colesterol) shows. This naming strategy allows us to process the food products into different categories. 
Summing up, in this paper we intend to demonstrate how the analogy –both semantic and formal– between the neologism and already existing words is directly responsible for its integration in the lexicon. Furthermore, we believe that word association is proved to be an effective procedure for word formation, not only from a psycholinguistic perspective but also from a pragmatic point of view (cf. the Relevance Theory of Sperber & Wilson 1986, 2004). 
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