RPEIEE Bk F-Y B

oL w2

B AR A 2

Application of Trademark in Marketing Strategy

G | S S
ERE AR EL

I AaEL

P/ 4Lt4 £ 2



BT A0 2
Application of Trademark in Marketing Strategy

N SR § SR Student : Ting-Lai Lin
I ERE R Advisor : An-Pin Chen
I~ A Wen-Chieh Wang

AThesis
Submitted to Master Program of Management for Executives
College of Management
National Chiao Tung University
in partial Fulfillment of the Requirements
for the Degree of
Executive Master
of
Business Administration

June 2010
Hsinchu, Taiwan, Republic of China

PEARAY L4 ESD



&

R 7 A g 2

Rl A FFFi g fEgmmMLs

i %
AR HRDER 20 FH S FEERT T IR S 5 3
P2 P GRS SEP AR MR R SRR S E o B RS BRD
PRERGER A RS T

;%LLL-@ LAPEVE B T & °iﬁ’éﬁ¢ e 0 SR Hia E S M B M
oAl ARABTLF RN > RIEA Pl B TREL LA RER -

LRk BN 5 SW O BE YT REOF R %7 g

g

#iﬁ#g Fehk g L& RA L EH LD S
¢ Fuffited KEFME F T
Wesgrb AL
Ful AR PRAE R B E AR LA

o }&-
s (dﬂ =
= iy
5 = G
ol e
o R ‘
iy
M

IS
2l

o3k

EL S
5%
¥
=5
13

T,

-

F_k

| AR 02 AR AR B
waméﬁ



Application of Trademark in Marketing Strategy
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ABSTRACT
From the view point of trademark, the design of interview outline is based on
holistic marketing. Purposive sampling was adapted to interview three managers in

high-tech companies. We understand how to incorporate trademark with marketing through

interviews and discussion and then offered suggestions of trademark strategy to case
company. Key conclusions as in below:
Trademark Design: The three interviewed companies have their respective own

brands whose trademarks don’t relate to their parent companies’. Reasons for this marketing

strategy are: 1. Avoid burden on the new brand from the existing impression of the parent
company and to keep operational flexibility. 2. Risk-management: preventing influence to
parent company’s reputation if own brand fails. 3. Deal with inferior products by white
brand to maintain the quality of the major brand.

Pricing strategy: Attract different groups of customers with multiple brands and
different trademark images which are further used for price discrimination. Channel
Partnership Strategy: In order to maintain both market share and channel partnerships,

product models are used as extension of trademark to separate different channels and wisely

avoid conflict between multiple channels.

Society Cause-Related Marketing: Most interviewees appreciate the positive effect

of corporate investment in social welfare. However, due to that Taiwan’s not the major

market or companies’ B2B business model, there’s no purposely proactive action in society

cause-related marketing or promotion of it. In this study, we think that even for non B2C
companies or companies whose major market is not in Taiwan, brand management is still

required to attract outstanding employees especially for high-tech companies whose core of

development is outstanding R&D staff.
Suggestion from our conclusion: many other companies use trademarks that are

similar in pattern or pronunciation to case company’s. Case company should register its



trademark globally to protect trademark rights. In addition, case company is facing the threat
of surging number of competitors in the industry. Case company should promote brand
publicity by sponsoring sports tournaments, social welfare activities or building society
network before competitors grow. Sponsoring could focus on activities flattering product
characters and contact potential customers through sponsoring.

Keyword: Trademark, Holistic marketing, Branding
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A RS L EF R AATOA SN SVE S T ORATE AT B 7]
PR ERE L R RGP AIRTEN 4 ey et S (195 247 42 ARG F
Aeh- WA AT G A DR o

7. HEFiEEF F (27) B

A [12]" - 3% 7 5% o E ey f kL B E[2: 15 2517 o & R R

- BREFOFPET G SRR EREREA 2 35’_:‘%‘3" » R LT 2w
i [
AL REF A A (ecologlcal niche) [2]% #< E4[4;19]%-

Bt o BHRALELFABESL L BBV IERORS R R H AR
AEenF s o A B AT AL O RF I PIRTS EEERLHE R ST
1 E[26)7 B T g AR f 0 B R F g o2 g (mental

img)ﬁﬂéf??s%’ﬁhéﬁﬁiJWW’&$¢@mﬁ%Fﬁ%ﬁ@

SOEA R L e o TR 6 M T iR AT L e 2[19] -
702, Feinberg, R. (1985) > Trademarks, market power , and information > Reviewof Industrial
Organization® 2 (4) 376-385 -
*® 03, Daizadeh, I. (2009) > An intellectual property-based corporate strategy: An r&d spend,

patent, trademark, media communication,and market price innovation agenda ’> Scientometrics

80 (3) > 731-746 -

9. Lee, D. (2006) > How do trademarks affect firms' incentives to innovate? * + DIME IPR

Conference > London ° , 24. Greenhalgh, C. ~Longland, M. (2005) Running to stand still? ??The

value of r&d, patents and trade marks in innovating manufacturing firms > /nternational Journal

of the Economics of Business > 12 (3) > 307-328 e

12, Kotler, P. ~ Pfoertsch, W. (2006) > B2b brand management: The success dimensions of

business brands °

* 2. Cohen, D. (1986) » Trademark strategy ® Journal of Marketing» 50 (1) 61-74 - , 15.
Howard, P. M. ~Lixin, Y. (2008) Trademark sales, entry, and the value of reputation

International Economic Review> 49 (2)> 547-576 - , 25. Cohen, D.(1991 )’ Trademark strategy

revisited > Journal of Marketing > 55 (3) > 46-59 o

* 4. VanRiel, C. B. M. ~VandenBan , A. (2001) - The added value of corporate logos - an empirical

study > European Journal of Marketing

v 3/45 13-, 19. Lee, D. (2006) - How do trademarks affect firms' incentives to innovate? °

+ DIME IPR Conference * London °

Y26, Dogan, S. L. ~Lemley, M. A. (2004) > Trademarks and consumer search costs on the

internet » Houston Law Review> 41> T77-838

* 6. Nicholas, S. (1988) The economics of trademarks » Zrademark Reporter » 78 523-539 e
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2. 1.4 7 Hthfr i :

- T o 36 sA A A A7 N >
R AL G EFRIIT]T 5 uptdcdt s 2l fg > Rl R £ 7 58
WulMz #ag e F oW BT AT e Fj‘,—xr;’ﬁ‘ﬁ

A

1 e 3R § ks 1917

TRZET O[] FHREAFEFHREFEFRE -DIE SR,
FHREARPL 2 FEFRFREA 2T F%«4@¢ﬁw;pﬂ hodp
AT IO ARAR A 2 e - SR R PRIRZ IR B AR RARB R R A SRR
R ARt S LR

g.
it AR LG

[6:9:13)" B2z pfvHaphas i

2.1.5 ¥ Henfisy :

*Jfﬂﬁvﬁ;\giﬁﬁ@ﬁwﬁg g —‘ﬁm% _1\6175 PR fES N EE - AR E
FHid 23 B~ A Em e Nt T g FE o AR RPF SR AL A
BPHFEFTFHFPHROREARAZ PR SR LR FH G G kR B
wwfﬁﬂﬁiﬁm# ¥ 2 d BATULER HRE S 4 [11] o 1T e thenfisg
BT A A
¥ 13, =VERT (2008) FM@?* i ’[J T [ P
17, Carter, S. L. (1990)" Tiletroublewnhtrademark The Yale Law Journal> 99(4)>759-800 -

9. Ramello, G. B. (2006) What's in a sign? Trademark law and economic theory * Journal of

Econamic Surveys 20 (4) > 547-565 °

*19. Lee, D. (2006) > How do trademarks affect firms' incentives to innovate? * + DIME IPR

Conference > London °

¥ 6. Nicholas, S. (1988) > The economics of trademarks * Zrademark Reporter » 78> 523-539 -, 9
Ramello, G. B. (2006) What's in a sign? Trademark law and economic theory ° Journal of

Econamic Surveys » 20 (4) > 547-565 °



302 B R efasg

2 2 28 D 2T
i Pl i & |35 (Symbol )~ ;% (shape )~ 3% (slogan)~ %% (sound)~ 3¢ (color)~| [19;27]"
Fe o 4 F (Scents)-~ f§R (Touch) ~ & ¥ eh# %> ;% (distinctive packaging)

1z H3% 3 (building design)
CHER ICMZREZRZEFE R B R L 2 AGKR T kapH R
B | N e "l
F];fﬁj 17' Pf’7r\3rr'£ Ff&jg’j\/};ﬂ’ ’f%"—°
BB BB H - g A L rLH R L o Al - I A
dE AL EFAYPELRBLFED T 0 F U F A A ey
e 2B ENTE o
EA ik AR F F BB SRR RRZ B o blde T R
e 2800 s EE S AREDED Ak PR B
- 4% 4% (General trademark)
WEEY P [10]°
. $o it % (Descriptive trademark)
5 T 17 % (Suggestive trademark)
1 # (Arbitrary or fanciful trademark)

Zpeirp sk ™ Trademark shdF® o it MM i R A G 3 A AMA LR R [27]

A Peng & i 4 2R Ripp @
SM : & fgirp PRk e
® : Registered » % 7 3% P RV IRFEET© 0P iRk

2.1.6 B Hcras 2 &

ERFERAKXRT - EFE0ER TR &7 7 FEFROR iﬁ%i‘}%ii

(R G121 R RF EHEY A3k TIAFE ¥t Eel G
&

7. O Donnell, R.W.~0 Malley, J. J. ~Huis, R. J.~Jr, G. B. H. (2008) > Trademarks and
trade dress » 7 [mc']]ecfua] property in the food technology industry (FI29-46) -

411, Fﬁ'?f'fﬂﬂ‘i%iiﬁﬁﬁ‘a’ ﬁg*nﬁ [EiE3E F“ﬁf}E'EF 2009 > 12/10 « f@E ! ¢
http://210.69.124.203/1pr_1nternet/1ndex php?option=com_content&task=view&id=71&Itemid=374
“10. Peterson, R. A.~Smith, K. H.~Zerrillo, P. C.(1999 ) Trademark dilution and the practice
of marketing > Journal of the Academy of Marketing Science > 27 (2) > 255-268 °

2. Kotler, P. ~ Pfoertsch, W. (2006)° B2b brand management: The success dimensions of

business brands °
“ 6. Nicholas, S. (1988) > The economics of trademarks * Trademark Reporter » 78> 523-539 ¢
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RITZH Y i ¥ 2 5 428w —i[19]°0° Donnell 4% &1 487 & &7 38 4o [27]°

1. %74 #F (brainstorming) F#f :

BB RALRd 2P PR A A FHNF AL FOF A ARG FRRES
Mot i o T A g B @ OREF 0 S - kA E ki o PP
IR EU A RSN S _&ﬁ»p:;,%—’l;rsfagp% o
2. %] [ (narrowing) F&& °

LIEBIREFIEGTT  FRARLT P HRAFE G4 S FHRAZE
L mﬁﬁﬁéfaxﬁéiﬁibéi@ﬁiﬁﬁ#wuﬁﬁﬁw

3. &k (knockout) FFEC :

g B Mé:}s NP HRRT L B A2 e BEHFFHRTEE LGS
P A ELIR SNE R S H R R PR R R

4. T it % (clearance search) F# £ :

hob el T R R BT R AR RGP A AP F A
WY > e kBRI R Sl F T E L B Fd e
TR E P PAARE B RE R AR AR u&{fa
«"lf#i'«‘r’»?%ﬁ*é TR EF I R R R P FR 2R PR R DR
B AAS IR oo NE T ARE P ERT ATARLE? R G
TEM -

5. Hia2 i L (Obtaining an Opinion)
TLE AR - BIFE G AR TR L oiRicai ¥ fogoadv i g
BRI L B ARAAKRT A TR KRR PSS REREROL L LR LG 2T

%iﬁﬁﬁﬁﬁiﬁw% AR R A E A- BEEY FRIFHAS
e A AR R (s EE) - GEFIRR AT T 0 L

ek A EA AL L PR T A L o T ST B RRP AR
IAF BRI RE RGP L LR BL Y P ekt 4 g S
HAD RPgme gL ng o

Btk ARG B ILE P ez BIFA[28]°

® 27

O Donnell, R.W.~0 Malley, J.J. ~Huis, R.J.~Jr, G. B. H. (2008) > Trademarks and

trade dress » 7 /ntellectual property in the food technology industry (F!29-46) -

46 28

Petpet (2001) - == ion 5] s IR (e ARG E IR L -
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2.2 >@ 74 (holistic marketing concept)

AR B R R RGBT R T B B R R AT
PUREBAZ BT RO E AL BT v AN AL Fggﬁj;__ R
[29] 7 @ 74 TRIAE P S BWAIE 0 WA EL R BT LA
kB8~ iR BE T cE i #LE[29] o

B AHBATTESE T 2 BB FE 21900 #-1930 & 1 ¥ E HERAL
AR REEAMEL T o R AL AN FEAH L AR o 2
é_'ﬂzd BHEAZGFHER®RS4 230 F429] 21930 #-1950 & ~ £ 4 é_‘é‘% Vi A
5 '—]ﬁ' domde SN L LR FIULE o A B e prdp o 1950 & 0 B g8 R

’ ‘/ﬂ P ’J‘—?‘#ﬁ"l N ?J%?E\"‘L 4 i‘ﬂ‘iﬁ » AK e A 5;/}5 P '&;F' Feen g FAkR ﬁ]l’é#—% gt A
;léé'{&?ﬁ-rﬁfﬁﬁﬂ ot E KR AT R A ‘Q«#ﬂ—'vw]f%rﬁ R gEZR PFTOLE
Ko HATHFH B TPR e A2 FHZPRNEBEE SR ~HB o F ‘ﬁi‘ﬁ?’#*
R FHAMNT]F ER o FtF R RN RLE £ ek H e [29]

e HiL
LRy #E L  A ,
FlELp A & B PRIx
(fFgres)
H s rm ET S
>
7 4 GE T
GBI RB g M |
i B
EL AR FEEe
M ¥
B2 > f’?iﬂ'?ﬁﬁ—@
29, Kotler, ~Keller, K. L. ~Ang, S. H. ~Leong, S. M. ~Tan, C. T. (5:51‘1"%’)(2007)’

Management: An asian perspective (ﬁ%’ﬁ/ 5’7}/”@5%/? 71" ‘I ) 7‘\?1/ (=
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2.2.1 B4 74 (relationship marketing)

wﬁﬁﬁﬁ@%a%ﬁézﬁ%@’éﬁ?@?~%@ﬁ‘ﬁﬁﬁ‘ﬂ’
ZARI R AOEYM G MR AFER S LR M GEHHERET B G /ée’
%gﬂ,kﬁh1¥%ﬁ£hq@ﬁﬂ§4ymgﬁ§go%ﬁﬁﬁ%&ﬁﬁ%%?mf:z
PM AR bR T A[29]0

%)
-N-ﬂ
AN
\_

"M-

%

EEHRHEEPEHF Y B AF F LA VRLE LS 0 A RS IR
A EREBAIE G AL EE e sy 212]Y AR ESENE Y 0 £ EF D
LEFEARIFSE R TR AT M A T AN R fEA SR
g2 - [29530531] - kR BEEH > 274K O M B e L AE R U LA
MBﬁ£%§ﬁ4§95g%f%ﬁé%H’&)?%é§%§#f§mwy,vf&

FREEIRIE[29]) e R PHAFE  ERFERL - RBAPRFILLOTARE - F

ﬁ%%?ﬁ’vJ%@%é%m%§&%515*ﬁ,kﬁ’%&%gﬁﬂﬁﬁﬁ@@
iRt 2[32]7 !
L3 R il a@fv'r%—ﬂ;ff:a %4 [32 wia P 'rm 7% &
DHRSEGPER G FHGERT NGRS RT - RPFA)[32] o g T
MMM GEERT RS [ e B Rk EAER 5 2 L ER g X1 F s
it AN R T P g { F R EE R RE[32] -

Biafrpl i EHEFLLL ARG TLE > AL W AEHE Y o B
B A YIRS T > E AL VAP ER M R PR AR R 2 E S R
g TP AT AR e[29]7

“}‘:

%19, Ll FEL e

“12. Kotlgr, P. ~ Pfoertsch, W. (2006) > B2b brand management: The success dimensions of
business brands °

¥ 30. Eid, R. ~ Trueman, M. ~ Ahmed, A. M. (2002) * A cross-industry review of b2b critical
success factors » /nternet Research® 12 (2)>110-123 -, 31. Eid, R. ~Elbeltagi, . ~Zairi,
M. (2006) > Making business-to-business international internet marketing effective: A study of
critical factors using a case-study approach ® Journal of International Marketing> 14 (4)>
87-109 o

3, Ruyter, K. d. ~ Moorman, L. ~ Lemmink, J. (2001) > Antecedents of commitment and trust
in customer-supplier relationships in high technology markets > /ndustrial Marketing
Management » 30 (3) » 271-286 °

709, Kotler, ~Keller, K. L. ~Ang, S. H. ~Leong, S. M. ~Tan, C. T. (5:51‘1"%’) (2007) >
Management: An asian perspective (/7%’/3‘?/ 75”7%"@5%/’? 71d* ‘] EY i‘ﬂ/ [~
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2.2.2 782 & (Marketing mix)

TRFE VD NEEILEL R B FE 7 A& (product) ~ i B
(place)~ # # (price)~ @4 (promotion) fwﬁu’_i FaE e N EAG 4P

FH B L P #&:",Lw TR GES B EHTphaE T Rrp)
A2 e 2315 50Bp% 6B p bl4ofRIFET & ngf"r"w |4 + B 1 (people)’
ML AETH L 2 TR DT L AN T E GRS P S
(politic)e ¥ » AFHFA T LY > i T RF L LY F Elﬁmérm RRCGR
FLARR = £} SOE @‘Jﬁﬁfﬁ%% "R FARERPARS,) W] 2 ¥ e AR Y
~ p FHRANGH 28 B7c s 4C» B £ ¥ Product == Ag % >z ¥ (customer benefit)

H R E R AR %\"v % (customer solution) > ™ % —‘k LRKGEATLE SRR

ﬂ # = 4~ (cost to customer ) > AEE & & 5 *’Wu%&;{@ £12 ; place = i I
e (convenlence)’ PR FATRE AT A Rl ;m\,ixa (communication)
Fle BH L BE e ihd RFHS oa BT A L Fe I b AT FOFE -

—_
«\\

e»
"l } -:mk- *ﬂh?t =
e Tﬂk'

2.2.3 ;74" (internal marketing)

NI GTH T A S P IEOR A FH G e R LR A  E R
& ,J‘/,ii:x‘snzﬁl;p%ﬂ[ 3P p MM T E é % F P ok - 11;&*” Fal A s pfﬂ )
SEER R ES @g@@o-ﬂéﬁvﬁﬁiamm R AR A B A (T 4

ﬁwr%’iﬁi-~ﬁ$%ﬂﬁéﬁﬁlﬁﬁﬁﬂawwuxﬁk¢£w\Hu%%iﬁéz’zﬁ
GEE R RN A 8 S S

WL o2 ARmAa¥e d AR EHSIRBAEIE > 2] AR EDP LA
ﬁ%%@’*iﬁiéﬁiﬁ%ﬁé%*ﬁﬁﬁl?ﬁ%°ﬁF’%¥N@%;ﬂ@%
43N0z ¥4 & (build to order ) 7482 PP 3 7 & { ¥ i B s o
& EREE L AFRAR[33] -

¥ 33, Sheth, J. N. ~ Sharma, A. ~ Iyer, G. R. (2009) Why integrating purchasing withmarketing
is both inevitable and beneficial » /ndustrial Marketing Management > 38 (8) > 865-871 °
* 09, Kotler, ~Keller, K. L. ~Ang, S. H. ~Leong, S. M. ~Tan, C. T. (%Tﬂ’%)(2007)’

Management.: An asian perspective (ﬁ%’ﬁ/ Eﬁf/"gé%/j AENITEE i\?i/ (=
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2.2.44- ¢ ¥ =74 (performance marketing)

Do M A TAEFEFHF RTEHNEE R E L UEE S kG B g
R el o BB R o }i e R TS SR £ F 3,}71@4}_%%?{}& [29]55 M
FREELFG TR R 1o d (4] X P EFHO T FHERERE O F
il R FERSAFRSE AL LF[29]
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BB % @ FRARZ 2P EBMERTE AL §NEFT URAARE T EFH AL P
(127> A % & " Rpp Tec QAL 1 (HF b ) 2 RPEPEF DR E A7 5
e R o BB A en ]l ERF O FAFE T A00FF A X AMEFE S

5 b

R [12] e cHPEARSRLE T AR B G P A FHL P AERRP HE
LA 4 PE S AL 6 1 TEA R AR s T F AR DR LN R
L CRELERE T RTeor SE P T IR NN For

/’g‘xs‘m 'r‘pm, ’ 'T'J'}’: l\ f\? i}\i r(iﬁ.‘i’%& 4 "?#L 4'/ ?%«,—_ °

PLEN - FERLABEAEAZ A G RIERSII ¢ FHIF
A

¥
‘%\%?&i;ﬁﬁxcl—#rhl%‘uli
£t B [2

E DRSS SRR RN b
ot A %»wﬁ $enf R And FEEan[29] ¢ 5 1 M A 4 2k Ao Lk
WA R AR N AR REEFTA A 1996 & 5 0 > e AdFAdeE - F o
# %X (Kathie Lee Gifford) I & e & R 5 S A 2 3P A7E 1 frle X2

YL R A A gAML R TR P R AL LR S d R HIFFEL AR
ﬁﬁu&i%%w H IR kARE R a[20)7 0 H v 2
#2500 mtE (Nike) #-@Epet @ %5 2h 1 foo & 1997 & Pz F W% 2 7 b & P
F B S L (A 51 BB AT R (R

Ew IR AR 10 F A o T BRI E et R A 2 ¥ 1 BT
e 2o a8 F s 22 EF ENP kb M NIKE 2 5252 %
[29] o pteb » #2005 # A # 0Bz 2 7 T00 RIS PR F > P 5 ERABRE &

229, hEELEE
©34. 0 i M PREBHE (2005) IR~ o fh 0 2 A (SR P — T R e

HERR A I”ﬁﬁff/é"’ﬁff// 1(2)-

712, Kotler, ~ Pfoertsch, W. (2006) B2b brand management: The success dimensions of
business brands °

*20. Klein, N. (fé??\]*ﬁ;l) (2003) > No logo:Taking aim at the brand bullies (14%) > f‘ljiﬂj :
B [
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H -¥1x };&*ﬁ,%?ﬁ"’u" FAAIE

RENE
o B FEFYESHAP 2 FRL CELARREIFPHTFAF TR
7REEEY ”?IFL[34]6°'

2. EERFRALIOFPMMALERFWL DR RPN AT it fEARE
SR WIALE LA G e RS A w%ﬁ1@~ s R
FERBEALFE - BRARINAZEET ~ #582 Wpensi € 2 &% - g
Wik LEREPFR LI EAETE A FFEM

3. %‘igf‘ﬁ‘dm'& ;Yjé f%f«?;}w%g SR CBRELERL ‘4’4‘“5’1}3
ISR R I E | i TR - S S o 51

L BEREFLHEFAREL  fENRIEL LR 2w )

o

2.2.5% F{lA¥ 4R

v 4% (Michael Porter) 1979 &£ 7 4 s k= g £emgd 4 z)wj-&'\
Behid o BF MR F - RSN E R ERG LY BT 4 AT T
A A o A ﬁmi%%?ﬂﬁw %*E%@aﬁ’uwmegmmﬁﬁﬁjéﬁﬁ
FET B o

~

FA el RE > F R e s RER I R R R TR - kP
BAAEERHEFDERG S § - 20 PR BERAER > PIFLRS DRER TS g
FI5Z2 e PREZERPERER Aa L EmwBgd, a4 0@ dEpli
BOEEER EE > E - BRI ;ﬁ‘mﬂ FRBoo ¥ - AN hA EFF G AR
- FERR VAT N FEE Y T 4 0 AESEERIS ML F AR
dode M B AR AR P RPN - R AREP ST R e g Erd g
MR RRE - [36]

L LIS

F_*

FHIAE RGBT REHT A B2 e

E
F Aot B B Y A AR o ¢ PR AT W

g 2
ST gul;;-t—"J‘,\ ﬁi’m //< Kl’fh]

?
|
“)J

¥ 35, NIKE - Workers & factories: Improving conditions in our contract factories. ’fi“r{ﬁE[
H9:2009 0 11/28 « #HET @ http://www.nikebiz.com/responsibility/workers_and_factories.html
Lo PR RIS (2005) FHIFRE - R SR S AL L R
HERR ‘d’?ﬁ%/EAf/ﬁgff/I// 1(2)-

' 36. 36. Ries, A. Trout J. QForH i WEEST) (2007) » Marketing warfare (/= &i#idi) 'F'}
S IR AR IR Sy Nl e
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i s K_H m—,T»[ZQ]“o ’f] F] }z BB EFE ﬁ]le'f ZtJS E7 'f ZtJS}‘ i_ﬁ'—‘%—fl% o FruE|

>

AAIAD F A5 bk JIAT sbg'&ﬁﬁ e E e Fp 2P B A B inp)id FTen
FIAF g o

Kotler, P. ~Keller, K. L. ~Ang, S. H. ~Leong, S. M. ~ Tan, C. T. (%ﬁﬁé‘)(zooﬂ’
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Management : An asian perspective C/7gfiZEl: I BERHD) -
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23FHAT HTRILAL

B AL edi gl | 2 P R

-‘;%’FI_@_@% °"}§§vﬁﬁ4:%%{?ﬁ
fm*ﬁﬂ?u; 3‘._53[37]64(EL§]3) hd RS !

@ i R EELFE LY SRy
2 e
[ Fjﬂ@fé%l H F??J@I%FIJ H F??J’FQJ:E_'F'J H Fﬂ@?é% 1
BEERYE s e G i
LR AL R f e BT e R
H¥EL % I TF S R e G4
i 471 7% R B RS
B iR A Bk RN

Bl 3 Fikg @adis i 4
2.3. 1 iR Wiz R B Ren i

1980 & & #) & RIF AT z&br,ﬁk RAS g EHL L e M EHR EE &
AR Ed 2 [20]7 0 s apaE By 2 BRIV E ek [10]% 0 A 2 P T
TR g agaige b oo Lbﬁﬂ,ﬁéﬁn iz 3 1991 # 3 m v'ﬁ%mfﬁggaﬁz
L7 B% g 1970 # A 5 T 0. 6% 6 = B E T i [20]
itz (FTDA » Federal Trademark Dilution Act) =iy > # f—?ﬁv‘i’?ﬁ

[
BEXTIRLZ S Fi f{ﬁ%rﬁiiﬁﬁ%" %i‘gﬁ FaEH ’]@,l—ml% =R ] o pb
bood bR 2 ;’é‘-@migﬁr‘;a’]@?—l% e 58 > @ FTDA » i&—m%?—%ﬁ,ﬁf{r;?é_? - 5 7]
ﬁbﬁg—'ﬁjﬁ‘éiﬁ{?%wgé"‘*ﬁﬁ A 3 Mﬁ-‘;\?ﬂ‘iﬂ’,i" °

2.3.2 % ¥4 i (trademark Dilution) :

FHEAMEZE S 2 EEH#2 (Infringement law) 7 > FHAiC 4 & AFEF &
Aoy om AR RS g R f 5 (2017 ¢ 1995 & RS E M AR S &

37 R BTG (2007) 0 FERISIEREE - RIS - T e
*20. Klein, N. (FERfRL) (2003)° No logo:Taking aim at the brand bullies (145) - '}:]iﬁj :
i~ -

“10. Peterson, R. A.~Smith, K. H.~Zerrillo, P. C.(1999 )>Trademark dilution and the practice
of marketing * Journal of the Academy of Marketing Science> 27 (2) > 255-268 o

5. Cohen, D. (1991)° Trademark strategy revisited > Journal of Marketing> 55 (3) > 46-59 -
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(Federal Trademark Dilution Act, FTDA) » #%2 & #-TXiv | = &5 1 A F 25
BEAFGEF I~ JRIFLE T A PRI F %2 5y 7 o FARINIE T A § ' M R
FERAWFH BREFRMT R GITFE] 22 Fu i I RDRIEe 320 L F RS
B RRALIPHRATERIF I FHAFRAZTERC PP 5 L F LOR
BBt ARPFHRTAA S ECRBOTR BATHI TR LSS TR T
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