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Trademark Surveys:Theoretical, practical, and interdiciplinary studies
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The purpose of this study is: 1) to explore differences between the U.S.and

Japanese in use of surveys to prove consumer recognition in trademark litigation and 2) to suggest
practical methods of conducting trademark surveys which accord with the Japanese trademark system.
For purpose 1) we surveyed the members of the Japan Trademark Association to clarify national
differences in the use of consumer surveys in trademark litigation between U.S. and Japan. These
differences had not previously been comparatively and empirically examined.

For purpose 2), we developed standard techniques and questionnaires suitable for the Japanese
system which have subsequently made hands-on contributions in several actual trademark disputes.
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