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design at Ohio State, says technical teaching is embedded

CHANGE: Grads have lots to process
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coming more about having conversalions
with the target markel,

G5W is focused on health care, so ils
stall is looking for new ways to use tech-
nalogy to contact people when they are
maling health-care decisions.

“The iPad now is launching a whole new
device to communicate one-on-one with
people,’ Deschamps said, “What are the
possibililies of these easier, modifiable,
custornizahle tools?™

GSW has a digital lab team dedicaled to
seoping out new directions. Team member

Sean Cowan recently wrole on his blog: |

“With Lhe ever increasing use of smarr
phones and the huge array of mobile tab-
let devices aboul. Lo ship, users will expect
content to be relevant not only to the lype
of device they are viewing it on but where

(len, a business” hrand or
rademark is its single most
valuable asset. However, as
Victorias Secret has taught us, just
as easily a brand can be a busi-
ness’s higmest liabilily,

Victor and Cathy Moseley
learned this when Columbis-
based Victoria's Secret sued them over
their use of "Victor's Secret” for their
Kentucly adulr novelty store and wehsite,
The Moseleys had to spend significant
money defending the case, which reached
the LS. Supreme Court, and ultimateky
faced a costly rebranding effort. They were
forced to stop using the name hecause the
court said it would “dilute” the Victorias
Secret lamous trademark. The Moseleys
could have prevented their troubles.

Many new businesses fail to conduct
simple due diligence before lannching a
branding concept. Conssquences include
acomplete rebrand. losing a website,
attorneys’ (ees and large liabilily awards.
Also. a courl might determine the entre-
preneur knew aboul the trademark rey-
istration, making him a “willful infringer”
who can be held liuble for large damages.

Fur large companies, the costs of a
rebrand could be hundreds of millions of
dollars. Businesses that are served with
a cease and desist lelter regarding their
company name or logo are faced with
a Laleh 22 decisio her change the
name or product mark alter investing
substantial [unds or litigate the issues,

The costs of changing a business name
can be enormous. For exumple, imaging a
Tast-food chain with 500 restaurants was
forced to change its name. If the average
cost to change the electric signs on each

they are when they view it"

New creative workers coming out of
schools can draw und manipulate com-
puter files. but thal’s not enough, said Ritz
ol Planet B. [obs in Lhe future will demand
more people management and project
management skills, he said. The creative
industries also will need to be bullish on
the green muovement. “We have Lo Lake a
careful life eyele approach,” Ritz said.

Fur someone just starting to train for a
creative career, the sighposis can be con
fusing. Technulogy, design basics, person-
al interaction and environmental stew-
ardship are all very different directions,
Andl there's no crystal ball,

"Che thing we know for sure is that it
will change a lot,” said Nini of Ohio State.

ROBERT CELASCHI is a fresiance writer.

Brand due diligence saves millions
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restaurant was 10,000, this comes to §5
million for just signs alone.

Then there's the damage of lost goodwill
that’s worth more than the hard costs, In
sume cases. a change of a name may even
effectively mean the end of a business.

Besl practices prior to launching a new
branding concept include a Lrademark
search. legal anulysis and opinion. Marks
that are not identical but similar can still
inlrings on existing trademarks.

If the search and opinion are favorable
or the owner is comfortable wilh the
risks. the owner shuuld apply for stale
anl federal trademark registration, a
cruvial element in intellectual proper
profection strategy. & regislered owner is
presumed Lo have exclusive nalionwide
rights to use any mark that is conlusingly
similar to therr mark,

In addition, aller u period of five vears.
a registrant has the right Lo declare the
mark “incontestable” further protecting
the user against attacks from unknown
users. In general, 4 search and registration
van be relatively inexpensive especially
when compared Lo the cost of potential
infringement litigation and;/or fatoee
name change,

LEGH BASS is of counsal t the Columbus law firm of
Chester Willonie & Saxbe LLP
lean@lzonbass.com | 524-431-2277
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