
 11東和知財研究　第 7 巻第 1 号（通巻第 10 号） Journal of Towa Institute of Intellectual Property Vol.7, No.110

ブランド戦略の意味

CANZLER & BERGMEIER 

Partner, Patent Attorney

Dr. Thomas Schlief

　ᵝၟ࡞ࠎရࡀࣥ࢖ࢨࢹࡢࡑࠊ࡚࠸ࡘ࡟ᙉࡃព㆑ࡓࡗ࡞࡟࠺ࡼࡿࢀࡉ⌧ᅾࡗ࠶࡟

┠࠺ࡼࡃᘬࢆὀពࠋ࠸࡞༑ศ࡛ࡣ࡛ࡅࡔࡿ࠸࡚ࢀඃࡀࢫࣅ࣮ࢧ〇ရ࣭ࡔࡓࠊࡣ࡚

ᐦ⥭࡜㢳ᐈࡢ໬ᩥࡿࡺࡽ࠶㢮࣭✀ࡿࡺࡽ࠶ࠊࡏ࠿ᢪࢆ㇟༳࠸ࡼࠊࡾ࠶࡛ࡢࡶࡘ❧

⡆ࠋ࠿ࡢ࠸ࡼࡤࢀࡍࢆఱ࡟ࡵࡓࡢࡑࠋࡿ࠶࡛ࡢ࠸࡞ࡽ࡞ࡤࢀࡅ࡞ࡋᵓ⠏ࢆ㛵ಀ࡞

␎ᡓࡢࢢࣥ࢕ࢸࢣ࣮࣐࡞ⓗ⥆⥅ࡋ㈏୍࡜࣮ࣥ࢞ࣟࢫࡘ❧┠ࠊࢦࣟ࠸Ⰻࠊゝᩥ࡞₩

ࠋ࠸࡞ࡂ㐣࡟᝿⌮ࡣࢀࡑࠊࡀࡿ࠶࡛ࡅࢃ࠸ࡼࡤࢀ࠶࠼ࡉ

　ᐇ㝿࡜ࡗࡶࡣ࡜ࡇ࠸࡞ࡽ࡞ࡤࢀࡅ࡞ࡋࠊࡣ࡟ከၟࠋ࠸ᶆࢆ⪃᱌ࡋỴᐃࠊࡶ࡚ࡋ

ᵝࠋ࠸࡞ࡽ࡞ࡤࢀࡅ࡞ࡋࢆࢡࢵ࢙ࢳ࡞ࠎඛ࡟౑ၟࡿ࠸࡚ࢀࢃᶆᶒ࡟≉ࠊ࠿࠸࡞ࡣ

࡟ࢫࣅ࣮ࢧ〇ရ࣭ࡢ㢮ఝࡣࡓࡲ୍ྠࠊࡾࡓࢀࡉⓏ㘓࡟ඛࡀᶆၟࡢ㢮ఝࡣࡓࡲ୍ྠ

࠸⏝ࢆ⛠ྡࡢ㢮ఝࡣࡓࡲ୍ྠ࡟⏺ᴗࡌྠࠋ࠿࠸࡞࠸࡚ࡋࡾࡓࢀࡽ࠸⏝࡟ඛ࡚࠸ࡘ

ࠊࡣ⛠ྡࡢࡑࠋ࠿ࡿ࠸࡚ࢀࡽᏲ࡜ࢇࡕࡁࡣ⠊ᅖ࡞㔜せࡶ᭱ࠋ࠿࠸࡞ࡣ௻ᴗࡿ࠸࡚

㛵ಀࡿ࠶ࡢ௚ࡢᅜ࡛ࡶ౑ࡢࡑࠋ࠿࠺࡝࠿ࡢࡶࡿ࠼ព࿡ᩥࡿࡺࡽ࠶ࡣ໬࡚࠸࠾࡟ᑡ

ࠋ࠿ࡿ࠶୰❧ⓗ࡛ࡶ࡜ࡃ࡞

ྵࡶ࣮ࣥ࢞ࣟࢫࡣ࡟ᅾⓗ₯ࠊࢦࣟࠊᶆ（ᩥゝၟ࡞㐺ษ࡚⤒ࢆࢡࢵ࢙ࢳࡢࡽࢀࡇ　

ࡵࡓࡢࡑࠋࡿ࠶ࡀᚲせࡃ࠸࡚ࡋ❧☜ࢆࢻࣥࣛࣈ࡟㛗ᮇⓗࠊࡽࡓࡋⓏ㘓ࢆ（ࡿࢀࡲ

࡞ࡤࡡ࠿࠸࡚ࡗ࡜ࢆ⨨ฎ࡞ἲⓗ࡚ࡋᑐ࡟ഇ㐀ࡸᶍೌࠊࡋど┘ࢆ❶ᶆࡎ࠼⤯ࠊࡣ࡟

ᨭ࡚ࡗࡼ࡟ࢻࣥࣛࣈࣈࢧࢆࢻࣥࣛࣈ࣮࣑ࣜ࢓ࣇࠊࡣࡢࡿࢀࡽぢࡤࡋࡤࡋࠋ࠸࡞ࡽ

࡟ᚲせࡀᶆฟ㢪ၟ࡚ࡵᨵࠊࡁ࡜ࡿࡍࡃࡋ᪂ࢆࢦࣟࠋࡿ࠶ሙྜ࡛ࡿࡌ⏕ࡀᚲせࡿ࠼

ࢀࡅ࡞ࢀࡉ⌮⟶࡟㐺ษࡀᶆၟࡢ඲࡚ࠊࡵྵࡶࡢࡶࡓࢀࡉ᭦᪂ࠋ࠸࡞ࢀࡋࡶ࠿ࡿ࡞

᪂つᛶせࡣ࡟ࢀࡑࠊࡀ࠸࡞ࢀࡋࡶ࠿ࡿࡁⓏ㘓࡛ࡶ࡚ࡋ࡜ព໶ࡣࢦࣟࠋ࠸࡞ࡽ࡞ࡤ

ࠋ࠸࡞ࡽ࡞ࡤࢀࡅ࡞ࢃ⾜ẁ㝵࡛࠸᪩ࡾ࡞࠿࠺ࡼࡿࡏࡓ‶ࢆ௳

ࡶ᭱ࡤࡋࡤࡋ࡚࠸࠾࡟ࢺ࣮ࢩࢫࣥࣛࣂࡢ௻ᴗࡣࢻࣥࣛࣈࠊࢀ࠶ሙྜ࡛࠺࠸࠺࡝　

౯್ࡿ࠶㈨⏘࡛ࡣ࡜ࡇࡿ࠶㖭グၟࠊ࡚ࡗࡀࡓࡋࠋ࠸࡞ࡽ࡞ࡤࡡ࠿࠾࡚ࢀࡉᶆ⟶⌮

ࡽ࡞ࡤࡡࢀࡉ࡞ࡳ࡜ඃඛ஦㡯᭱ࡢ௻ᴗࠊࡃ࡞ࡣᚲせᝏ࡛ࡣ␎ᡓࢻࣥࣛࣈࡓࡵྵࢆ

ࠋ࠸࡞

（㑥ヂ㸸ᙜ研究ᡤ）

＜独国＞

Implications of Brand Strategies

CANZLER & BERGMEIER 

Partner, Patent Attorney

Dr. Thomas Schlief

　In our highly visual and commercialized world, a company's products or services do 

not only have to be excellent. They also, and above all, have to stick out to gain attention, 

create positive emotions and establish close ties with the most diverse customers and 

clients from all backgrounds and all cultures. How to do this? Ideally this "just" works 

with a short word, a great logo, an outstanding slogan and a consistent and persistent 

marketing strategy. 

　However, there is much more to it. Having found and agreed on a trademark, various 

checks have to be done :  Are there any elder rights, especially elder identical or similar 

trademarks registered and/or used for identical or similar goods and services? Are there 

companies with the same or a similar name in the same trade channel? Are the most 

important domains available? Does the name "function" in the relevant countries? Is its 

meaning at least neutral in all cultures?

　Having done these checks and having registered the relevant trademarks (word, logo, 

and potentially slogan), the brand has to be established in the long run. Part of this is to 

consistently monitor the mark and take legal steps against copycats and counterfeiters. 

Most often, the family brand will need to be supported by sub-brands. A modernization of 

the logo might require a new trademark application. All trademarks including their 

renewals have to be managed. The logo might also be registered as a design patent – but 

at a very early point in time due to the novelty requirement.

　At all stages, it must be borne in mind that the brand is often the most valuable asset on 

a corporation's balance sheet. Thus, the brand strategy including the trademark 

management must not be regarded as a necessary evil, but as a company's top priority.
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