
BRAND MANAGEMENT

TOOLS DURING AND

AFTER A CRISIS
 

8  TIPS  FOR THE AGE OF CORONAVIRUS

(AND ANY CHALLENGING TIME)

 

BY ERIK PELTON®
MAY 2020



As I  wr i te  th i s  i n  May  of  2020,  the  coronav i rus  hea l th  and
economic  cr i s i s  i s  impact ing  brands  b ig  and  sma l l  a round  the
wor ld  and  across  a l l  i ndus t ry  sectors .  Wh i le  a l l  face
t remendous  and  new cha l lenges ,  many  bus inesses  are
weather ing  the  s torm s tead i ly  and  even  s t rengthen ing  the i r
bond  w i th  cus tomers ,  wh i le  o thers  are  s t rugg l ing  to  f ind
foot ing ,  adapt ,  o r  commun icate  ef fect ive ly  w i th  the i r
cus tomers .
 
I  have  worked  w i th  many  brands  over  20  years  in  a l l  types  of
cha l lenges  and  cr i ses ,  f rom bankruptcy  to  l i t igat ion  to  f loods
and  hurr icanes .  I  have  w i tnessed  brands  hand le  the  cha l lenges
head on  -  some w i th  success  and  some w i th  d i f f i cu l ty .
 
Th i s  e -book  takes  the  bes t  o f  what  I  have  learned  and
observed  about  brand  management  in  a  c r i s i s  –  f rom the  las t
few months  and  f rom my 20  years  of  adv i s ing  and  counse l ing
thousands  of  brands .  I  hope  you  f ind  i t  va luab le  for  manag ing
your  bus iness  dur ing  uneasy  and  uns teady  waters ,  and  that
you  f ind  someth ing  he lpfu l  to  nav igate  your  brand  toward  the
ra inbow at  the  end  of  the  s torm.
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1 .  BRAND MANAGEMENT CHECKLIST FOR A TIME OF CRISIS
 

These  f ive  t ips  are  key  to  successfu l l y  manag ing

through  cha l leng ing  t imes :
 
Stay true  to  core  va lues .  I  have  a  m i ss ion  s ta tement  and  a
l i s t  o f  va lues  that  I  made  many  years  ago  for  our  law f i rm,  and
I  re-v i s i t  i t  f rom t ime  to  t ime  to  he lp  re ins t i l l  our  gu id ing
pr inc ip les .  Now i s  the  t ime  when  these  va lues  are  tes ted ;
bus iness  owners  and  brand  managers  shou ld  look  to  them and
focus  on  the  core  m i ss ion  and  core  pr inc ip les  because  dur ing
t imes  of  c r i s i s ,  anyth ing  e l se  doesn ’ t  rea l ly  mat ter .
 
Communicate  open ly .  Be  open  and  honest  w i th  your
emp loyees ,  w i th  your  vendors ,  and  w i th  your  cus tomers .  Share
what  the  bus iness  i s  go ing  through  and  what  your  cha l lenges
are .  There  w i l l  be  f inanc ia l  imp l i cat ions ,  de lays ,  i n ter rupt ions ,
or  o ther  impacts  on  every  bus iness ;  commun icat ing  open ly
avo ids  tak ing  anyone  by  surpr i se .
 
Put  customers  and employees  ahead of  revenue.  Many
bus inesses  w i l l  see  a  drop  in  revenue  for  some t ime .  Focus ing
on  revenue  –  rather  than  car ing  for  the  hea l th  of  the
commun i ty ,  cus tomers ,  and  emp loyees  –  may  be  shor ts ighted .
I ’ve  w i tnessed  th i s  f i r s thand  as  my  w i fe  dec ided  to
preempt ive ly  c lose  one  of  her  res taurants  and  move  the  o ther
one  to  a  “ to  go”-on ly  mode l  pr io r  to  the  s ta te  i s su ing  “ s tay
home”  orders .  C los ing  the  res taurant  was  t raumat ic ,  emot iona l ,
and  d i f f i cu l t  because  there  are  so  many  emp loyee  l i ve l ihoods
and fami l i es  that  are  af fected .  But  she  knew i t  was  the  r ight
th ing  for  the  cus tomers ,  the  emp loyees ,  and  the  commun i ty  as
a  who le ;  the  ensu ing  outpour ing  of  suppor t  has  been
overwhe lm ing ly  pos i t ive .
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Be proact ive .  Look  forward,  but  don ’ t  rush  to  make  a
pronouncement  before  a l l  the  facts  are  known.  When  mak ing
an  announcement  or  a  commun icat ion ,  acknowledge  that  the
s i tuat ion  i s  f lu id  and  chang ing  a l l  the  t ime ,  and  inc lude  in  any
such  commun icat ion  the  t ime  and  date  so  that  i f  c i rcumstances
change,  i t  w i l l  be  c lear  the  commun icat ion  was  made  based  on
the  in format ion  ava i lab le  a t  that  t ime .
 
Be avai lab le  for  customers .  Make  sure  cus tomers  know that
you  are  there  for  them and  are  l i s ten ing  to  them.  Let  them
know how to  contact  someone  w i th  quest ions .  Make  a  FAQ on
the  webs i te  i f  necessary ,  and  use  soc ia l  med ia  to  l e t  cus tomers
know that  you  want  to  hear  the i r  concerns  and  so  that  you  can
he lp  them.
 
I t  takes  many  years  to  bu i ld  a  so l id  reputat ion ,  but  one  poor
dec i s ion  or  a  ser ies  of  poor  dec i s ions  in  a  shor t  amount  of  t ime
can  ru in  a  reputat ion .  In  a  c r i s i s ,  the  s takes  and  pressures  are
increased  fur ther .  S ince  the  coronav i rus  pandemic  began,
many  brands  have  sent  m ixed  messages ,  s t rayed  f rom the i r
t rad i t i ona l  va lues ,  o r  commun icated  poor ly ,  and  the  damage
may take  a  long  t ime  to  undo .  Those  organ izat ions  that  manage
the i r  brand  ef fect ive ly  in  the  s torm w i l l  be  most  prepared  to
thr ive  when  the  ra inbow appears .
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2 .  REFLECT THE CORE VALUES OF YOUR BUSINESS
 

When dea l ing  w i th  a  c r i s i s  for  a  bus iness  and  a

brand,  s tay ing  t rue  to  your  core  va lues  i s

fundamenta l  to  s tay ing  on  course  in  choppy

waters .
 
At  EMP&A,  we have  a lways  pos ted  our  core  va lues  for  a l l  to
see .  Core  va lues  are  even  more  impor tant  to  rev iew,  remember ,
and  bu i ld  upon  dur ing  t imes  of  s t ress  and  cr i s i s .  Th i s  goes  for
any  bus iness ;  the  reason  you  have  core  va lues  i s  that  they  are
unwaver ing ,  and  they  can  he lp  gu ide  you  in  d i f f i cu l t  t imes .  I f
you  haven ' t  a l ready,  I  recommend you  ref resh  your  memory
and that  of  your  s taf f  regard ing  your  bus iness ’  core  va lues ;
they  prov ide  a  s teady  hand  when  what  once  seemed an
un l i ke ly  cha l lenge  i s  sudden ly  a t  your  doors tep .
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Almost  cer ta in ly  fa i l  to  funct ion  to  ind icate  the  source  of  an
actua l  product  or  serv ice ,  wh ich  i s  the  rea l  j ob  of  a
t rademark ;

Feature  w ide ly  used  messages ,  wh ich  are  barred  f rom
reg i s t ra t ion  under  TMEP Sect .  12 .02 .04(b ) ;

Are  l i ke ly  to  be  used  ornamenta l ly  on  the  f ront  of  a  sh i r t  o r
mug or  s t i cker  and  don ’ t  t ru ly  ident i fy  who  makes  the
product ;  and

Vio la te  the  pub l i c  i n teres t  by  us ing  a  common term or
phrase .

3 .  CORONAVIRUS TRADEMARK APPLICATIONS ARE MOSTLY
A WASTE OF MONEY
 
In  the  f i r s t  few weeks  of  March  2020,  dozens  of  t rademark
app l i cat ions  were  f i l ed  w i th  the  U .S .  Patent  and  Trademark
Off ice  (USPTO)  featur ing  Coronav i rus  or  COVID- 19  as  the
mark .  (See  search  resu l t s  be low for  marks  featur ing
“CORONAVIRUS”  or  “COVID. ” )  Near ly  a l l  o f  them wi l l  be
re jected  and  are  a  waste  of  t ime ,  money,  and  resources .  
 

Such  app l i cat ions  are  un l i ke ly  to  ever  get

reg i s tered  or  approved by  the  USPTO because  they:
 

 

 

 

 
Even  i f  these  four  po in ts  don ’ t  d i squa l i fy  the  app l i cat ions ,
near ly  a l l  o f  them wi l l  be  a t  r i sk  of  fac ing  a  “ l i ke l i hood  of
confus ion”  refusa l  w i th  one  that  was  f i l ed  ear l i e r  ( i f  any  get
reg i s tered) .
 
Th i s  i s  not  to  say  that  i t  i s  imposs ib le  to  have  rea l  brands  and
creat ive  marks  ar i se  f rom th i s  pandemic .  For  examp le ,  SOCIAL
DISTDANCING cou ld  be  a  creat ive  mark  for  on l i ne  dance
ins t ruct ion ;  CORONAPOCALYPSE cou ld  be  a  creat ive  name for
a  podcast .
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BOSTON STRONG saw about  a  dozen  t rademark  app l i cat ion
f i l i ngs .  None  were  reg i s tered .

COVFEFE tweet  f rom Pres ident  T rump y ie lded  more  than
three  dozen  t rademark  app l i cat ions  f i l i ngs  a t  the  USPTO.
None  were  reg i s tered .

Past  examp les  f rom s i tuat ions  when  numerous

app l i cat ions  were  f i l ed  featur ing  terms  that  became

par t  o f  the  soc ia l  and  cu l tura l  l ex icon  are

i l l us t ra t ive :
 

 

 
F ina l ly ,  even  i f  I ’m  wrong and  some of  these  marks  become
reg i s tered,  good  luck  enforc ing  them.  One  of  the  key  funct ions
of  a  t rademark  reg i s t ra t ion  i s  to  enab le  the  owner  to  s top
others  f rom us ing  someth ing  confus ing ly  s im i la r .  I  cannot
foresee  a  cour t  enter ta in ing  a  ser ious  argument  to  t ry  to
enforce  one  of  these  common phrases  to  s top  someone  e l se .
Add i t iona l ly ,  p rof i t i ng  in  such  a  manner  f rom th i s  pandemic  i s
un l i ke ly  to  be  we l l  rece ived  by  the  cour t .
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4.  EVEN A GLOBAL PANDEMIC DOESN’T  STOP TRADEMARK
SCAMMERS
 

Amidst  the  g loba l  COVID- 19  coronav i rus  pandemic ,

I  rece ived  th i s  t rademark  scam of fer  f rom IPS

Inte l l ec tua l  Proper ty  Serv ices :
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I t  has  l im i ted  or  no  rea l  va lue .

There  i s  noth ing  for  “ renewa l ”  desp i te  the  head ing . I t  i s  not
f rom any  government  agency  (but  i s  made  to  l ook  l i ke  one ) .

I t  i s  out rageous ly  pr iced .

I t  i s  not  c lear  what  serv ice  i s  be ing  of fered  (presumab ly
the i r  own d i rectory/reg i s t ra t ion ,  wh ich  i s  wor th less  and
never  consu l ted  by  anyone) .

I t  c la ims  the i r  database  has  three  m i l l i on  records .  These  are
presumab ly  found  in  pub l i c  records .

The  agreement  w i th  IPS  i s  governed  by  the  law of  the  Czech
Repub l i c .

And the  cos t  i s  $2356  for  th i s  wor th less  serv ice !

These  scammers  w i l l  s top  a t  noth ing .  Th i s  o f fer  i s

bogus  and  a  scam:
 

 

 

 

 

 

 

 
S im i la r  scams  prey ing  on  t rademark  app l i cants  and  reg i s t rants
whose  data  i s  pub l i c ly  ava i lab le  in  the  USPTO database
cont inue  as  we l l  –  check  Is  Th i s  A  Trademark  Scam?  at
www. i s th i sa t rademarkscam.com for  deta i l s .  
 
Le t ’ s  hope  the  USPTO and  o ther  author i t i es  w i l l  shut  th i s  down
ASAP.  But  g iven  that  many  o ther  scams  prey ing  on  t rademark
owners  have  been  around  for  a  wh i le  and  cont inue  unabated,  I
am not  too  opt im i s t i c .
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5 .  INSPIRING SMALL BUSINESS ADAPTATIONS IN THE
MIDST OF CORONAVIRUS
 

Even  in  th i s  t ime  of  great  c r i s i s ,  many  bus inesses

are  p ivot ing ,  adapt ing ,  chang ing,  and  growing .  
 
Over  two  decades ,  I  have  worked  w i th  thousands  of
bus inesses ,  many  of  them sma l l  bus inesses .  I  am insp i red  by
the  way  that  many  of  my  c l i en ts  have  rap id ly  imp lemented  new
ways  of  serv ice  and  new too l s ,  desp i te  the  economic  and
hea l th  c r i s i s  that  i s  impact ing  the i r  bus iness ,  the i r  s taf f ,  and
the i r  cus tomers .
 
For  examp le ,  a  sma l l  bus iness  that  I  know and  love  i s  my  w i fe ’ s
res taurant ,  Lazy  M ike ’ s  de l i catessen .  As  w i th  res taurants  a l l
over  the  count ry ,  they  have  had  to  adapt  to  new protoco l s  and
sh i f t  to  takeout  on ly ,  to  l im i t  the  number  of  cus tomers  coming
in  to  the  res taurant ,  to  c lean  a t  extens ive  in terva l s ,  and  to
p lace  s igns  and  t raf f i c  f l ow mark ings  to  ensure  that  peop le  are
d i s tanc ing  themse lves .  That ’ s  an  easy  examp le  that  you ’ve
probab ly  seen  yourse l f  i f  you ’ve  p icked  up  takeout  a t  a
res taurant .
 
A  c l i en t  and  f r iend  of  m ine  i s  a  rea l  es ta te  agent ,  and  she  was
te l l i ng  me  that  home showings  have  essent ia l l y  gone  f rom b ig ,
in -person  catered  events  where  peop le  wou ld  wa lk  in  and  pass
through  w i th  no  appo in tment  needed,  to  open  houses  now
a lmost  exc lus ive ly  done  v i r tua l ly  and  somet imes  by
appo in tment  w i th  t ime  in  between  to  c lean  thorough ly .
 
My  gym,  Funct iona l  F i tness  VA,  has  t rans i t i oned  to  on l ine
c lasses .  They  had  to  f igure  th i s  out  w i th in  a  mat ter  of  days ,  as
they  had  never  of fered  on l ine  c lasses  before .  Not  on ly  are
they  now hos t ing  l i ve  c lasses  v ia  Zoom – somet imes  w i th  la rger
at tendance  than  the i r  i n -person  c lasses  wou ld  have  –  but
they ’ re  a l so  pos t ing  v ideos  da i ly  w i th  shor t  workout  t ips  that
anybody  can  imp lement  and  that  don ’ t  requ i re  fancy ,
soph i s t i cated,  o r  heavy  gym equ ipment .
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Another  c l i en t  i s  a  profess iona l  comed ian ;  her  b ig  show,  Soc ia l
Med ia  Me l tdowns ,  was  in  pre-product ion  before  the  pandemic
h i t .  Comedy,  of  course ,  i s  t rad i t i ona l ly  done  in  a  c lub ,  w i th  an
aud ience  and  l i ve  laughter  and  react ions .  But  comed ians  are
hav ing  to  adapt  jus t  l i ke  mus ic ians  and  o ther  enter ta iners  and
performers ,  and  Soc ia l  Med ia  Me l tdowns  i s  now an  on l ine
YouTube  v ideo  product ion  that  i s  s t i l l  very  funny .
 
OnYourMarq  i s  a  runn ing  enthus ias t  appare l  and  brand  c l i en t .
They  sh i f ted  f rom hos t ing  a  race  event  to  hav ing  a  v i r tua l
fundra i ser  that  centered  on  encourag ing  par t i c ipants  to  run  on
the i r  t readmi l l s  o r  i n  the i r  ne ighborhoods  to  ra i se  funds  for
impor tant  char i t i es  and  causes  to  he lp  f ight  COVID- 19 .  Th i s
adaptat ion  was  a  great  way  to  p ivot ,  br ing  the i r  commun i ty
and  fans  together ,  and  to  make  a  v i r tua l  yet  product ive  event
g iven  the  l im i ta t ions  of  soc ia l  d i s tanc ing .
 
Mus ic ian  c l i en ts  of  m ine ,  The  Grandsons ,  have  been  g iv ing
concer ts  on l i ne .  One  of  them even  d id  a  “ tour ”  a t  an  ass i s ted
l iv ing  fac i l i ty ,  on  an  iPad  be ing  whee led  through  the  ha l l s .
Masser ia ,  a  M iche l in  s tar  res taurant ,  has  t rans i t i oned  to
takeout  de l ivery  for  the  f i r s t  t ime ,  as  there  i s  now a  b igger
market  for  gourmet  takeout  mea l s .  And  be l ieve  i t  o r  not ,  the
chef  –  a  renowned Miche l in  s tar  w inner  –  has  been  de l iver ing
takeout  h imse l f .
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Bus inesses  of  a l l  types  are  f ind ing  oppor tun i t i es  to  be
creat ive ,  c reate  new content ,  and  f ind  new ways  of  de l iver ing
to  the i r  cus tomers  and  mak ing  lemonade  f rom the  lemons .  We
wi l l  eventua l ly  re turn  to  more  fam i l i a r  ways  of  work ,  and  then
we ’ l l  have  these  new bus iness  mode l s  on  top  of  the  o ld  ones ;
perhaps  that  i s  a  s i l ver  l i n ing  in  the  long  term.  I  encourage  you
to  th ink  creat ive ly  about  how you  can  adapt  your  bus iness  in
these  t imes  to  prov ide  for  your  c l i en ts  and  cus tomers ,  wh ich  i s
the  essence  of  serv ice  and  one  of  the  keys  to  manag ing  a
brand  in  a  c r i s i s .
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Trademark  reg i s t ra t ion  records  appear  in  USPTO Trademark
E lect ron ic  Search  Sys tem (TESS)  searches  24  hours  a  day,  7
days  a  week  when  o thers  are  seek ing  to  c lear  a  new name.

Hav ing  a  t rademark  reg i s t ra t ion  i s  a  va luab le  too l  i n  mak ing
a  comp la in t  regard ing  a  soc ia l  med ia  username in f r ingement
wi th  s i tes  such  as  Twi t ter  and  Facebook .

Trademark  reg i s t ra t ion  can  he lp  b lock  a  doma in  name f rom
be ing  used .

A t rademark  reg i s t ra t ion  can  be  renewed forever  prov ided
the  mark  i s  s t i l l  used  in  commerce .

Use  of  the  ® reg i s t ra t ion  symbo l  he lps  show cus tomers  the
va lue  and  protect ion  of  the  brand .

Obta in ing  a  reg i s t ra t ion  may  be  more  d i f f i cu l t ,  g iven  the
sheer  number  of  ex i s t ing  reg i s t ra t ions  (more  than  ever
before ) ,  so  successfu l l y  comp le t ing  the  reg i s t ra t ion  process
i s  va luab le .

6.  TRADEMARK REGISTRATION:  MORE VALUABLE IN A
CRISIS
 

Dur ing  any  t ime  of  c r i s i s ,  a  t rademark  reg i s t ra t ion

i s  even  more  va luab le .  
 
Why?  Because  the  impact  of  hav ing  to  spend  money  and/or
t ime  on  defend ing  a  t rademark  c la im,  o r  on  chang ing  a  brand
name,  i s  even  greater  when  a  bus iness  i s  i n  c r i s i s  and  i s
manag ing  cash  f low d i f f i cu l t i es  and  comp lex  ram i f i cat ions  for
cus tomers ,  c l i en ts ,  emp loyees ,  and  operat ions .
 

A t rademark  reg i s t ra t ion  i s  the  foundat ion  of

protect ing  a  brand  and  i s  a lways  t remendous ly

va luab le  –  par t i cu lar ly  for  sma l l  bus inesses  –  for

mu l t ip le  reasons :
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Trademarks  are  more  f requent ly  recogn ized  as  va luab le  and
separate  assets  i n  a  bus iness ’  por t fo l i o .  A  t rademark
reg i s t ra t ion  i s  a  separate  tang ib le  asset  that  can  be
t ransfer red,  l i censed,  and/or  ass igned  a  va lue  on  a  ba lance
sheet .

The  in ternet  has  lowered  the  barr ie rs  to  s tar t ing  a  new
bus iness .  More  peop le  are  s tar t ing  bus inesses ,  whether  as
the i r  pr imary  job  or  on  the  s ide ,  than  ever  before .  F ind ing  a
good and  protectab le  brand  name i s  becoming  increas ing ly
d i f f i cu l t .  Those  who  have  protected  t rademarks  are
genera l ly  i n  a  bet ter  pos i t i on  than  those  who  do  not .

Brands  are  more  preva lent  i n  a l l  aspects  of  our  l i ves  –  on l ine
and  in  person  –  than  ever  before .  Our  cu l ture  i s  more
obsessed  w i th  brand  than  ever  before .

More  consumer  and  bus iness  t raf f i c  than  ever  before  has
moved on l ine .  Proper  t rademark  reg i s t ra t ion  makes
protect ing  a  brand  on l ine  –  on  soc ia l  med ia ,  Amazon,  and
e l sewhere  –  much  eas ie r  and  more  ef fect ive .

And now,  in  a  t ime of  cr i s i s ,  the  r i sk  of  having  to  spend
t ime and money defending  a  t rademark  d ispute  i s  more
cost ly .  Having  a  proper ly  protected t rademark  he lps
min imize  that  r i sk .
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How to  bra ins torm and  wh i teboard  a  new brand  name

A t rademark  protect ion  case  s tudy  –  f rom bra ins torm ing  to
reg i s t ra t ion

Proper  t rademark  protect ion  beg ins  before  use  and  before
USPTO app l i cat ion :  c learance  search  and  ana lys i s

Conduct ing  a  search

What  i s  an  “ In tent  to  Use”  T rademark  App l i cat ion?

The  long  and  w ind ing  road  to  t rademark  reg i s t ra t ion .

7 .  THREE IMPORTANT BRAND PROTECTION STEPS WHEN
STARTING A BUSINESS
 
Even  in  t imes  of  c r i s i s ,  new bus inesses  are  launched every  day .
In  fact ,  many  new bus inesses  are  be ing  sparked  as  a  resu l t  o f
th i s  c r i s i s  –  new ways  to  connect  on l i ne ,  new te lehea l th
products ,  new drone  and  3-D pr in t ing  techno log ies  and  uses ,
and  much  more .  Here  are  three  bas ic  t rademark  t ips  for
anyone  s tar t ing  a  bus iness  r ight  now:
 
 

Conduct  a  thorough  t rademark  c learance  search

before  choos ing  a  brand  name.  Before  search ing ,

bra ins torm proper ly  to  deve lop  creat ive  and  bo ld

brand  names .
 

 

 

 

 
 

Apply  to  reg i s ter  as  soon  as  poss ib le  w i th  the

USPTO.  The  name does  not  yet  have  to  be  in  use ;  i n

fact ,  where  app l i cab le ,  i t  i s  even  bet ter  to  app ly

based  on  “ in tent  to  use”  wh i le  the  bus iness  i s  i n

deve lopment .
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Which  i s  the  proper  t rademark  symbo l  to  use?

What  i s  the  proper  way  to  use  a  t rademark?

Use  the  t rademark  –  and  the  appropr ia te  symbo l  –

proper ly .  Make  i t  s tand  out  w i th  bo ld  or  i ta l i cs  o r

co lors  and  use  TM or  SM wh i le  reg i s t ra t ion  i s

pend ing .
 

 

 
These  t ips  are  cr i t i ca l  to  make  sure  that  the  brand  i s  bu i l t  on  a
s t rong  foundat ion ,  w i th  so l id  l ega l  pro tect ions .
 
 

© 2020 ERIK M.  PELTON & ASSOCIATES,  PLLC



© 2020 ERIK M.  PELTON & ASSOCIATES,  PLLC

8.  THE RAINBOW AFTER THE STORM



Websi te :  h t tps ://www.er ikpe l ton .com

Twitter :  h t tps :// tw i t ter .com/tm4sma l lb i z

L inkedIn:  h t tps ://www. l inked in .com/ in/tm4sma l lb i z

Facebook:  h t tps ://www.facebook .com/tm4sma l lb i z/

YouTube:  h t tps ://www.er ikpe l ton . tv

Instagram:
ht tps ://www. ins tagram.com/mak ing_trademarks_b loom/

IPe l ton® b log:  h t tp :// ipe l ton .com

Tr icks  of  the  Trade(mark)®  podcast :
h t tps ://www.er ikpe l ton .com/category/podcast -ser ies -
t r i cks-of - the- t rademark/

My #1  se l l e r  i n  the  ‘ t rademark  law ’  book  category  on
Amazon,  Bui ld ing  a  Bo ld  Brand  a t
www.bu i ld ingabo ldbrand .com

For  more  content ,  news,  too l s  &  t ips  f rom Er ik ,  v i s i t :
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https://www.erikpelton.com/
https://twitter.com/tm4smallbiz
https://www.linkedin.com/in/tm4smallbiz
https://www.facebook.com/tm4smallbiz/
https://www.erikpelton.tv/
https://www.instagram.com/making_trademarks_bloom/
http://ipelton.com/
https://www.erikpelton.com/category/podcast-series-tricks-of-the-trademark/
http://www.buildingaboldbrand.com/

