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ABSTRACT

Brands' trademarks are the most solid, well-documented, and measurable element of this issue.
This editorial presents an overview of the seven pieces contained in this issue, summarises prior
contributions from economic, legal, commercial, and historical literature, and speculates on future
study. Patents and copyright have long trumped trademarks as the most valuable intellectual
property. Since 1987, there have been few new theoretical advancements, and those that have
largely remained within the framework of the previous generation.
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Introduction

The study of trademarks and brands as intertwined entrepreneurial processes has resulted in
important works and a shared body of literature in both disciplines. Although this special issue
aims to emphasise studies on trademarks as the more tangible part of a brand, this is not the case.
Indeed, trademarks have mostly been examined in four fields: economics, legal study, business
studies, and business history.

Unlike many other elements of intellectual property rights (IPRs), trademarks were mostly ignored
by economists until the 1980s and 1990s. Since its inception in 1956 by Andreas Papandreou, the
economic impacts of trademarks and their monopolistic character have been examined. Surendra
Patel's work on the political economy of trademarks in development economics, published two
decades later but generally overlooked, is intriguing. A special issue of World Development,
authored by economist Patel, director of the UNCTAD's Technology Division, focused on the
trademark system in developing countries in 1979. “An important topic for authors to this special
issue was the question of foreign ownership and the impact on the global economy of the many
trademarks for consumer goods, including pharmaceuticals.

What has been the primary focus of business studies has been branding, and these corporate
methods should focus on boosting a company's trademark. Aaker's Managing Brand Equity (1991)
opened the door to a new understanding of brands and their complexity, and the need of analysing
brand equity as a function of concerns, including awareness and perception of brands as well as
the expansion of brands and their globalisation. Thus, trademarks were quickly supplanted by
brands and branding in the study agenda of business researchers, and the number of publications
in this area grew significantly. Numerous articles on various facets of branding have appeared in
marketing and management publications since the early 1990s, diverting attention from the initial
focus: the legal elements of trademarks.

Trademark history: transversal topics

Other trademark topics of interest have emerged over the last 1015 years, in many cases from the
aforementioned workshops, discussions, publications, and scholars. These topics cover three main
issues: (1) trademark practices in territories outside of Europe and the United States; (2) analyses
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of how trademarks evolved into brands; and (3) the origins of special trademark modalities such
as geographical indications or certification marks. With respect to the first topic, several studies
have provided initial insights into Latin America by investigating how global firms handle
trademark extensions in different countries.

Contributions in this special issue

In this special edition, all the papers deepen some of the subjects mentioned. From the Middle
Ages to the seventeenth century Carlo Belfanti examines European preindustrial economies,
focusing on masters' marks and collective markings. His findings cast doubt on the notion that
there is a linear progression from guild marks to current trademarks or brands. Because of
widespread counterfeiting and copying, masters' and collective marks were not always reliable
indicators of quality or provenance. Such marking techniques, however, may have had different
purposes in different regions and time periods: from socioeconomic traditions regarding a good's
quality based on a guild's mark in the Middle Ages to how conventions evolved on product
taxonomies based on place of origin indicators. As a result, Belfanti contends that masters'
markings were marginalised in favour of other means of signalling in the early modern era (the
sixteenth to eighteenth centuries). To further explain the origins of contemporary trademarking,
Belfanti examines Venetian producers (and especially dealers) in the eighteenth century and their
actions that led to the registration of logos in order to identify and protect original makers in
common but competing trades. When it comes to trademarks in the late eighteenth century,
Belfanti provides evidence that these early types of trademarks may have led to early forms of
branding (such as inventive packaging and advertisements).

Belgium's city of Liége. Despite the district's prosperity, Goi reveals how Eibar mostly produced
low-quality weapons that were copied from elsewhere in Spain and elsewhere in the world. The
district's trademark activity was a result of a lack of technology capabilities being replaced by
marketing and management expertise — a potent instrument, as Lopes and colleagues point out.
There is a possibility that nonregistered trademarks are a result of the prevalent practise of using
English or other foreign languages to disguise a product's origins and poor reputation. In Eibar,
the goal was to make a profit, not to develop a name or reputation for the company. Trademarking
may be used to achieve certain goals in specific settings, and this is one of the most fascinating
examples of that. As Duguid shown with wine and other products in California, Goi illustrates
how unions established trademarks to authenticate the manufacturing of key sections of the
firearms. An in-depth case study of ASTRA-Unceta & Cia's marketing strategy is included at the
conclusion of the article to help readers understand how the company was able to build an enduring
brand. From 1890 to 2015, the three major Italian cheese producers Galbani, Invernizzi, and
Locatelli used a newly created long-term trademark dataset for in-depth trademark registration
analyses.

Further research on trademarks history

Further historical study on trademarks and related topics may be carried out in addition to the
fascinating work already being done in business history and other domains. Among the topics
covered here are the first known uses of trademarks, the evolution of trademark laws and systems
across the world, as well as the gathering and analysis of new trademark datasets and the study of
various trademark modalities, sectors, and end-users. There are compelling theoretical arguments
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and empirical data on the importance of unique indications in the evolution of company and firm
management strategies that business historians can give, as the writers to this special issue
illustrate.

Recent years have seen an increase in economic and business analyses using trademark evidence,
statistics, and surveys generated by current IPR institutions such as the World Intellectual Property
Organization (WIPQO) and the European Union Intellectual Property Office (EUIPO). These
institutions include the WIPO and the EUIPO. Several studies have examined the link between
trademark registrations throughout the world and international commerce trends in the 1990s.
Developing countries can use trademark discrimination against foreign applicants as 'behind the
border' barriers to trade, according to the research. This is because of the asymmetric ownership
of trademarks between rich and poor countries, as well as the importance of quality and brand
differentiation for exports in high-income economies. Comparative legal studies have also been
used to examine the issue of parallel imports, for example.

All of these questions may be answered by looking at them historically. In the past, how did these
connections between trademarking and commerce work? Trademarks and innovation have gained
a lot of attention in recent years. Patent and R&D data have traditionally been used to study
innovation, but only lately has the potential of trademark data been found and addressed by
researchers. Trademarks are an excellent proxy for innovation in the service industry, particularly
in knowledge-based industries like pharmaceuticals and biotechnology, according to a number of
early studies. As a result, the 2004 article by Sandro Mendonga, Tiago Pereira, and Manuel
Godinho demonstrates that trademarks may be used to study innovation and industrial change
phenomena, from product innovation to the link between technological and marketing innovation.
Many experts have studied trademarks and innovation in recent times and largely agree on their
value since this article was written. Scholars have examined the relationship between trademarks
and inventive behaviour and business success, as well as the relationship between trademarks and
patents and commercial monopolies. Firm-level trademarking has been examined by other
researchers who have shown that innovative firms are more likely to register trademarks because
of factors like R&D engagement, such as the size of the company. In spite of Philipp Schautschick
and Christine Greenhalgh's claim in 2016, that not all innovative firms use trademarks, only one
paper, by Benedikt Herz and Malwina Mejer, argues that the observed increase in trademarking
over the last few decades that scholars link to product marketing, and service innovations may be
distorted, and that there is a much simpler explanation: The evolution of the trademark fees
Conclusion

Trademark studies, international trade, and past innovation processes can all benefit from new
data, which business historians have begun to emphasise the link between branding and
entrepreneurial innovation”. They have done so by analysing longitudinal trademark datasets and
case studies on trademark use in commerce. An exceptional and full relational dataset on
trademark case files from 1870 to the present was just provided by the US Patent and Trademark
Office. Nearly two-thirds of the seven million trademarks in the collection date from the 1870s to
the 1960s, making this trove of information extremely valuable for business and economic
historians. Additionally, there are significant initiatives to gather and systematise historical
documents in various European and Latin American nations, often sponsored by corporate
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historians or study organisations, such as in Spain (1850-1920). These activities show that
trademark history has a bright and hard future and that business historians have a difficult work
ahead of them.

References:

1.

10.

11.

12.

13.

14.

15.

16.

17.

Aaker, David A. Managing Brand Equity: Capitalizing on the Value of a Brand Name.
New York: The Free Press, 1991.

Akerlof, George A. “The Market for ‘Lemons’: Quality Uncertainty and the Market
Mechanism.” The Quaterly Journal of Economics 84, no. 3 (1970): 488-500.

Barnes, David W. “A New Economics of Trademarks.” Northwestern Journal of
Technology and Intellectual Property 5, no. 1 (2006): 23-27.

Barnes, Felicity, and David M. Higgins. “Brand Image, Cultural Association and
Marketing: ‘New Zealand’ Butter and Lamb Exports to Britain, c. 1920-1938.” Business
History (2017) (on-line advance: 10.1080/00076791.2017.1344223).

Baroncelli, Eugenia, Carsten Fink, and Beata Smarzynska Javorcik. “The Global
Distribution of Trademarks: Some Stylised Facts.” The World Economy 28, no. 6 (2005):
765-782.

Baroncelli, Eugenia, Ekaterina Krivonos, and Marcelo Olarreaga. “Trademark Protection
or

Protectionism?”” Review of International Economics 15, no. 1 (2007): 126-145.

Beebe, Barton. “Search and Persuasion in Trade Mark Law.” Michigan Law Review 103,
no. 8 (2005): 2020—2072. Business History 1119

Beebe, Barton. “The Semiotic Analysis of Trademark Law.” Ucla Law Review 51, no. 3
(2004): 621-704.

Bently, Lionel, Jennifer Davis, and Jane C. Ginsburg, eds. Trade Marks and Brands: An
Interdisciplinary Critique. Cambridge, U.K.: Cambridge University Press, 2008.

Block, Joern H., Geertjan De Vries, Jan H. Schumann, and Philipp Sandner. “Trademarks
and Venture Capital Valuation.” Journal of Business Venturing 29, no. 4 (2014): 525-542.
Block, Joern H., Christian O. Fisch, Alexander Hahn, and Philipp G. Sandner. “Why Do
SMEs File Trademarks? Insights from Firms in Innovative Industries.” Research Policy
44, no. 10 (2015): 1915-1930.

Bone, Robert G. “Enforcement Costs and Trademark Puzzles.” Virginia Law Review 90,
no. 8 (2004): 2099-2185.

Calboli, Irene, and Edward Lee, eds. Trademark Protection and Territoriality Challenges
in a Global Economy. Cheltenham: Edward Elgar, 2014.

Camara, Maria Benedita Almada. “Madeira Embroidery: A Failed Collective Brand (1935-
59).” Business History 53, no. 4 (2011): 583-599.

Casson, Mark. “Economic Ideology and Consumer Society.” In Adding Value: Brands and
Marketing in Food and Drink, edited by Geoffrey Jones and Nicholas J. Morgan, 41-58.
London: Routledge, 1994.

Church, Roy, and Christine Clark. “Product Development of Branded, Packaged
Household Goods in Britain, 1870-1914: Colman’s, Reckitt’s, and Lever Brothers.”
Enterprise & Society 2, no. 3 (2001): 503 542.

459



UGC Approved Journal

© INNOVATIVE RESEARCH THOUGHTS | Refereed | Peer Reviewed | Indexed
ISSN : 2454 - 308X | Volume: 03,lIssue: 11| October — December 2017

18.

19.
20.

21.

22.

23.

24,

25.

26.

Clarke, Irvine, and Margaret Owens. “Trademark Rights in Gray Markets.” International
Marketing Review 17, no. 3 (2000): 272-286.

Cohen, Dorothy. “Trademark Strategy.” Journal of Marketing 50, no. 1 (1986): 61-74.
Cohen, Dorothy. “Trademark Strategy Revisited.” Journal of Marketing 55, no. 3 (1991):
46-59. Coolley, Ronald B. “Transfer of Trademarks in Acquisitions, Mergers and
Bankruptcies.” Journal of the Patent and Trademark Office Society 68, no. 3 (1986): 115—
126.

Correa, Carlos. “Main Issues in the Regulation of Licence Arrangements on Foreign
Trademarks: The Latin American Experience.” World Development 7, no. 7 (1979): 705—
711.

Dam, Kenneth W. “Trademarks, Price Discrimination and the Bureau of Customs.”
Journal of Law & Economics 7, no. 1 (1964): 45-60.

Dawson, Norma, and Alison Firth, eds. Trade Marks Retrospective. London: Sweet &
Maxwell, 2000.

De Alessi, Louis, and Robert J. Staaf. “What Does Reputation Really Assure? The
Relationship of Trademarks to Expectations and Legal Remedies.” Economic Inquiry 32,
no. 3 (1994): 477-485.

Deller, Anthony William. “The Role of Trademarks in Our Modern Economy.” Journal of
the Patent Office Society 47, no. 3 (1965): 182-203.

Diamond, Sidney A. “The Historical Development of Trademarks.” Trademark Reporter
65 (1975): 265-290.

460



