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SOME REGISTERED NAMES AND LOGOS AS
TRADEMARKS

Organisers of the 
Birmingham 2022 

Commonwealth Games 
have registered "B2022" 
and "Birmingham 2022", 
as well as the logo mark

FIFA has registrations 
for FIFA WORLD CUP, 
QATAR 2022, WORLD 

CUP 2018, WORLD 
CUP 2022

The International 
Olympic Committee has 
registration for "PARIS 

2024" as well as 
different logos

The RUGBY WORLD 
CUP has registration for 

the individual mark 
"FRANCE 2023" as well 

as the logo marks

The FRENCH RUGBY 
FEDERATION also has 
registration for the word 

mark FRANCE 2023.







EVENT ORGANISERS MAY ALSO REGISTER

Design rights

• For the appearance and shape of a 
product, e.g. organisers of the 
Birmingham 2022 Commonwealth 
Games have registered

• the mascot (Perry), 

• the baton used in the Queen's Baton 
Relay and 

• medals as designs in the UK 

Copyrights

• Many aspects of an event could also 
benefit from copyright protection, 
including 

• unregistered event logos, 

• mascots, 

• event anthems, 

• photographs and broadcast footage of 
the event, 

• wall-charts showing fixtures



TOP TIPS



TIPS FOR THIRD PARTY BRANDS

• Avoid the obvious infringements

1. Don't use official marks, photos, footage, athletes names or images without permission

2. Avoid using team logos and uniforms without prior consent

3. Don't do anything that implies an association with the event

• Consider using lower risk mechanisms – e.g.

1. Single theme – e.g. sport OR Birmingham

2. Generic language – e.g. team, medals, podium, stadium, athletes

• Think about what you are trying to achieve and consider the potential PR consequences 

• Seek specialist legal advice before running a campaign 

• Avoid re-posting official content

• Be prepared for recourse from event organisers and enforcement action 



TIPS FOR EVENT ORGANISERS

• Consider your enforcement strategy:

1. where is your line/biggest priorities 

2. this needs to be considered in line with your budget / resources

• Carefully consider what registered protection should be sought - trade marks, designs, etc. 

- these remain incredibly effective tools, particularly online

• Secure Event specific legislation to underpin and enhance and go beyond registered IP 

rights protection for your Event



TIPS FOR BRAND SPONSORS

• Ensure the event organizer is required to take steps to protect the event – and your official 

rights – against ambush marketing 

1. the event organizer should be required to take active steps such as pursuing legal 

remedies if it or the sponsor becomes aware of ambush marketing 

2. consider setting out in your sponsorship agreement what remedies are owed by the 

event organizer if it fails to take steps to protect against or stop ambush marketing   



QUESTIONSQUESTIONS



Please scan the QR code below to 

complete our survey 

Check gowlingwlg.com/IP for more 

insights and hot topics

THANK YOU FOR ATTENDING


