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            Abstract
          
        

        
          This study aims to describe and investigate the characteristics and extent of English elements in Korean company names. The names of newly listed companies on the Korea Exchange in 2000, 2010, 2020, and 2024 (total N = 392) were collected and a morphological analysis of their English or English-looking components was conducted. Results show that the proportion of new company names including English elements increased from roughly 71% in 2000 to over 90% by 2024. Morphological classification reveals that the majority of English elements are not full English words but rather clippings, blends, and especially abbreviations(initialisms) and acronyms. Moreover, many so-called “English” components are novel coinages created within Korean rather than borrowed directly from English. By tracing these morphological trends over twenty-four years, this study provides a morphological account of how English elements have been transformed and invented in the branding practices of Korean companies. The extensive use of initialisms and the adoption of acronymy are argued to suggest English word formation processes are productively incorporated into the Korean lexicon.
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