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AR SR EREFREREN S, AZHRHMHE
£, T LEHMEHE FELE. RNEBERAFEIRAER
MEIRENES. BRBRTERERIHTELI N HRERE
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F—1T EX
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H4LREIR? FHEEG, REHRETFERNREENTHES
CEFEHENHERERS, £ H LRAXMEREFEFHLE
FHT MRS X BT AR —FR S, XRIRICE T B XXF
SER AR, S X F EEAEHR.

MU LR XTUED, B ERERRGAETESLEEE,
MARHAE  FEYREARBRS, TARH MY R ENE
FRATHEECHEM MARITHT M5 .85,

MEREREE L, BT RENERNZERAR, MERGE
XA, FRAHBELEER— HRHRAZHAR
(World Intellectual Property Organization) ¥ E & 15 8 (WIPO #%
B E5E X Tdn R X B3 — Tl sR Boll 4l o b £l 48
BRI E" . RIERENREETE, BR—RTLER.

OHHREIFCUANKINKMNERLEREHFENE

B AR E. —BRAXE . BERICS, 7
PRYERY & R AR 3 M )T LT () P17, kg
B HARAE, 1979 %),

OHTEMEHRHFANTHEAAHECHBERRF

%, AT 062 4] 45 35 3 4 3 9 T o X 5 FF S TG £
HISCF AW S B R (RS 5 & ) Pad9, 11 5 6
18,1981 %),

@ E/MRATH — R E R

A name, term, sign, symbol, design, or combination of

them that identifies the goods or services of one seller or

group of sellers and differentiates them from those of com-

petitors. (Marketing, Pride/Ferre, 4th Edition, HM, 1986).
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HE HREEBEWEENRNAR. B WEAR, 5
HIThRETE TR 2878 B K A1 T 3k, AR IRFHE, REHII6E
FEFRLER, MAH S, REAREME. HK, ZHHENRR,
RRPHRHFENRS, FATREE, UHER BEIRKM
EMSBEES,EEF-ERREEL. ¥EHYBITEEIREM
HSHEE EEERY—K, EREBERYER, M EEHNE
B LEMERSE., MIRRITEMRE, MEENTURETS
AR TR F. BK, BHAR, RS —BRE TR
EHHEAE, ZERERY. RETESEBEEBET. B
BT ISR R F 2R, (ER BB R HE AR,

B Bir5H5

WS, WS, Sl & R, X1 trade name, 3 )0k Py
E2EFEGNIRAN—MIRE, W B £ '

A commercial, legal name under which a company does

business ( Marketing Fundamentals. Robert F. Hartley, Harper &

Row, 1990).
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