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ANNOTATION

The  work  deals with the problem  of choosing  an  effective commercial name   for business and  product  in terms of its  strength. It discusses in much greater detail the varieties of distinctive and ordinary trademarks, including coined, fanciful and suggestive categories of distinctive marks, and descriptive, geographic, personal name and initial types of ordinary marks in weak vs. strong terms. It helps evaluate a particular mark's legal strength.

                                              INTRODUCTION

If  it`s time for  a  person  to think about what sort of name would be best for his business, product or service from a mark perspective,  of  course,  he can  apply  to  some  ad agency and ask them to help him create a name  for a fixed fee  or refer  to  some  computer  software that may also be helpful when brainstorming possible business, product or service names. But  call the companies for the current price and other details  and  ask how  much a comprehensive name consultation service costs,  and  you`ll  come  to  know  that   comprehensive name consultation service called NameStorming, for example, and Namer®, a name- generating computer program,  cost  $195, but the service, which is individually tailored, is $4,700.  Fisher Idea Systems Inc. 2222 Martin St., #110 Irvine, CA 92715 800-289-4332   produces Ideafisher, a "concept thesaurus" in a database that can generate ideas, associations or connotations for use in naming businesses, marketing products and any other creative activity for $595. It means that name consulting firms cost too much for a one-time naming process and cater to large corporations and are not likely to meet the needs or the budgets of small businesses.  
Then the only way out for a beginner is to do the job himself. And that  is  not  an  easy  task  we  dare  to  say:  the  questions  to  be  considered  are  too  great  in  number. Here are only some of them:  
•     What is your (projected) customer base? Is it a broad economic group, within a small region? Or is it a select group of professionals scattered nationwide? (This is the most important factor, as it affects all of the other criteria below.)
What are your customers' demographics and income/educational level? (This will tell you the tone and style of your advertising, as well as what sort of words to use in your mark—for example, whether to use words that are young and hip or older and more traditional, funny or serious, highly literate or simple.)
•     What are your customers' buying habits? Are they rushed or carefully considered? If they tend to buy in a rushed manner, then your trademark needs to be simple with a high visual impact. If your customers tend lo buy in a more considered manner, then your mark can be more subtle and complex.)
•     What aspect of your service/product will appeal to your potential customer base? This affects the image you want to project—if the main appeal of your service is convenience, then the trademark should somehow evoke that idea.
•     Can you distill the essence of your product or service into a word or phrase? If there is a dominant idea connected with your service or product, then a mark that incorporates or reflects that idea will be easier to promote and to remember.

•     What image do you want to associate with your service or product? If the image you have is not exactly the one you want, you can try to develop a mark that reflects better your vision of your service or product. (A mark incorporating symbols popular with teenagers may not help you if you seek to appeal to stable young families.)
•     How is your service or product different from the compe​tition's? Perhaps the main thing about your service or product is that it is unique—the mark should help identify that characteristic, or that it's cheaper, or fancier, or whatever sets you apart in the marketplace.
•    How will the mark be advertised—in what media and with what level of visibility? This affects whether you need both a logo and a name, whether a short word is essential or a longer phrase will do, or whether you want creative packaging, etc. Also how broadly and where you will advertise your mark—on business cards, letterhead, pamphlets, a storefront, signs, packaging, radio ads—affects what sort of mark to use. That's because a complicated logo may translate well to business cards but you may not be able to see it clearly on a storefront. 

•   The answers to some of these questions will also help you figure out what sources to use to create your mark, and what attributes the mark should have. For example, if your customer base is gourmet coffee drinkers,   you could consider using foreign words,   mythological names or literary references in creating a mark that evokes   sophistication/good taste.              
But if your customers comprise a broad section of the middle or working class whose main concerns are value and convenience, you might want a more straightforward simple name using American roots or references.
Besides  one  can`t  ignore  existing  and  well-known  general  advice: trademarks should
•     be short
•    be vigorous
•     be easily spelled, and
•     mean nothing.
•     be pronounceable
•     be memorable
•     be graphically attractive and so on and so force. 

Of curse it`s impossible to discuss all these points in one work. So we  have chosen the only point still the most important in our opinion: your mark's strength in relation to any other mark.    The more you understand about what makes a mark strong or weak from a legal standpoint, the better chance you have of selecting a name for your product or service that will avoid disputes with existing marks and prevent competitors from piggybacking on the market success of the name you do select.  That  is  why  we  shall  discuss  here  some  problems  of the process  of search  for  an  effective  commercial name.
The   editions  which  proved  to  be very  helpful in  our  work  were:

-“Trademarks”  by  Kate  Mc  Grath  and  Stephen  Elias  (it  contains  a  great  amount  of  examples  of  trademarks  and  brands  existing  in  the  world);

-“Understanding  Business”  is  something  like  an  encyclopedia  (it  was  the  source  of  our  general product  management  knowledge,  it  helped  us  differentiate  the  notions  of    private  brands,  national  brand  names,  trademarks,  generic  names  and  generic  goods);

-  magazine  articles  (from  “Midwest Edition”  and  “Brandweek”)  on the latest  tendencies  in  the  field  of  brand/trademark  development.
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How To Choose a Good Name for Your Business, Product or Service.
Chapter  1. Anatomy of a Trademark

Before we get into strong versus weak trademarks, it will be helpful to take a closer look at what trademarks are and aren't.
1. Trademarks Have Two Parts
Think of every product or service name as containing two different  parts
•     The first part of the name specifies a particular company's  version of a product or service (Cadillac vs. Toyota, Blue Shield vs. Kaiser Permanente) This part of the name—always capitalized because it serves as a proper adjective—is the trademark.
•     The second part of the name specifies the kind of product or service (for instance automobile or health plan). This part of the name—a common noun—is never  protectible.
Put somewhat differently, think of products and services as having a first and last name. The last name identifies the group (the noun) while the first name uniquely specifies a member of that group (the trademark as proper adjective).

Chapter2.   Why Does a Trademark Have To Be Distinctive To Be Protected?
2.1 Distinctive Terms Make Legally Strong Trademarks
To be effective, a trademark must do two things:
•    It must be unique enough to distinguish a product or service from the competition.
•     It must be unique enough to legally prevent others from using it (or anything similar) in a way that might confuse customers about the origins of a product or service.
The key feature of an effective trademark, then, is that it is distinctive. And in fact the more distinctive it is, the more effective it is at preventing others from imitating it.
. The trademark Buick is distinctive because it effectively calls to mind one of the many car makers. In addition, the name means nothing apart from its trademark meaning. That makes it effective at the two things we mention above, distinguishing a product or service and preventing others from using the same mark. 
Here's an  example  that illustrates  the problem with trying to protect a name that` s not distinctive. In Saratov  there  are now  several  services  which  call themselves  “Irma”.  As  far  as  I  know  all of them are  under separate ownership. They call themselves “Irma” with  no variations  From a customer's point of view, when two people set a date to meet at “Irma”, no one knows which of  them anyone means (a  hairdressing  saloon  at  consumer  service  establishment  in  “Torgovy  Center”  or  the  shop  near  Sennoi  market).More  than that, consumers never know  what quality to expect because they don't know  which “Irma”  is   related. Complaints  and  resort to the courts will fail because  no owner can prove  that  consumers associate the name with any of  the  services. So none is distinctive enough to be protected as a  trademark. (The  case  of that  kind  was  discussed  in  a  popular  TV  programme   “An  hour  of  a  trial”)
2.2 Why Does a Trademark Have To Be Distinctive To Be Protected?
A distinctive mark has a greater ability to ward off copiers than does a common name, for three reasons.
1.   The more unique a mark, like Kodak, the greater an impression it makes on the consumer's memory, and the more likely it is that a similar mark, say Kodec, will remind the consumer of the original mark. That can lead to confusion. The consumer may think Kodak and Kodec are the same brand, or that they are related. They may buy one instead of the other, or they may be misled into thinking the reputation of one applies to the other. In either case the consumer is confused, and the rightful owner of the Kodak mark has probably lost profits.
2.   When exposed to a  distinctive name consumers strongly expect that it identifies a particular business. For example, when you patronize a business with an unusual mark, like Double Rainbow Ice Cream, you don't expect to find other unrelated businesses using it. The opposite is true with a very common name. You  instinctively  realise that there might be several Best Ice Cream Stores   under different ownership in one  area or region. Thus you are not likely to be confused into attributing the charac​teristics of one to the other, in sum, because consumers assume that two businesses with the same unusual name are related, Double Rainbow has a greater need to keep others from using its mark than does Irma`s or Maria's.
3. While it makes sense to give the owner of a distinctive name a monopoly on its use, it would be unfair to grant anyone the exclusive right to use an  ordinary  name. A trademark is essentially an exclusive right to use a  certain word, phrase or other identifier on a particular good or service, to the exclusion of all others. It seems fair to give exclusive rights to the originator of a highly unusual name, like Such a Business for a children's store, as a reward for their creativity. But it's unclear who deserves the award for thinking up Maria's Pizza or other common terms like  Top Value, words that many different businesses might reasonably wish to use to describe or market their business. 
This is especially true of laudatory words like, Best, Tasty,  geographic terms like Central Realty, or purely descriptive words like Low-Cost Lumber. Why should anyone get superior rights to use such an everyday phrase? Besides, it would be a legal nightmare to try to stop all the thousands of uses that might infringe on such a mark if one business did get exclusive rights to use it.
2.3 How To Make  Your  Mark  Distinctive?
The individual words that make up strong marks need not be inherently distinctive. Their effectiveness as marks depends on a number of elements. For example, a distinctive trademark could be an ordinary word used creatively in an unusual context (example: Camel for cigarettes); or perhaps could combine several words in an interesting way (example: Hard Rock Cafe). Or a novel design or color scheme on an ordinary container (the original Coca-Cola bottle, the McDonald's golden arches) might make it distinctive. Also commonly used for distinctive marks are words that indirectly suggest what the underlying product or service is all about without describing it outright. Examples of these suggestive marks are: Verbatim (for computer disks), Banana Republic for a store  that specializes in stylish rugged-wear clothes).
2.3.1. Unusual Context
The first question in examining many trademarks is how are the words used? Words that are descriptive when associated with one product or service (and thus weak marks or unprotectible altogether) can be very strong for another. For example, the trademark   Apple  Computer is distinctive and therefore strong because apples have nothing to do with computers, whereas the trademark  Grand  Apple Applesauce is weak because it literally describes the product. The word Cherokee works well as separate trademarks on 4-wheel drive cars, because in this case it is distinctive and not descriptive. But it wouldn't work well as a trademark on Native American crafts, because in that context it simply describes the expected origin of the goods.  Similarly  Jeans  is  OK  for  a  phone line  and  it  is  weak  for  a  clothes  shop. 
2.3.2. Interesting Combinations
So far we have focused primarily on one-word trademarks such as Buick,  Jeans  and   Apple. However, the distinctiveness of a strong trademark can also reside in a phrase, or in several words put together in an unusual way. Their common characteristic is that taken together they are somehow different from everyday words and names. For example, Taco John's has weak components—taco is a common food item and there are millions of John's in the world—but the way the two words combine make the whole trademark distinctive and therefore protective.
When evaluating a phrase to see if it's a strong or weak trademark, it is the overall impression that counts. If the phrase as a whole has an original ring to it, the fact that some of its elements are ordinary won't matter. For example, Speedy Turtle Delivery Service is memorable for the contrast of speed and turtle. This makes it distinctive, despite the fact that Speedy Delivery Service without the "Turtle" would be purely descriptive and therefore weak.  Bee  Line  is  distinctive  and  therefore  strong  in  the  same  way.
2.3.3. A Novel Design Can Create a Strong Trademark
Distinctive design elements can make a creative and distinctive  trademark. The letter - number combination 7-UP  is one example of a trademark where the words themselves incorporate a design that lends the name originality.  Tu-sa  works  well  for  youths  wear  and  is  strong  and  distinctive  at  the  same  time.

More often, the words have a conventional design, but a distinct design or type style accompanies them. For example, the small telephone inside a circle that indicates one of the "Baby Bell" telephone companies  or  the golden arches of McDonald's.  
Again, we should  remember that what counts in evaluating a trademark's strength is the overall impression that the trademark creates in the mind of the consumer, rather than the impact of any single word or design element.
Chapter3.   Varieties of Distinctive Marks

We list here the sorts of marks that are legally strong ones   These are therefore the kinds of marks that  can  be advised  to use, taking into account the marketing considerations just outlined.
Distinctive marks fall into three basic categories—coined, arbitrary and suggestive. All are strong, but coined and arbitrary marks are considered stronger than suggestive marks and therefore receive more protection.
3.1Coined marks
These are words that you won't find in any dictionary.  These are wholly new, made-up words with no meaning and probably not even any connotation other than the one you will create for it with your advertising.  They have been made up just to serve as trademarks, so they have no other meaning.  The key to a coined mark is making it pronounceable and appealing to both eye and hear, or at least suitable to the image you want to project for your product or service.  Words like Blistex, Kodak, Tylenol  are the marks lawyers like best. They are unarguably distinctive, and therefore legally strong. Such household words as Kodak, Kleenex, and Reebok  were all coined specifically as marks. Whether it is registered as a mark or not, chances are that a coined mark will automatically entitle you to the strongest protection against copying that courts can provide. In practice, coined marks can't be used by others in any commercial context. By contrast, most other types of marks can be used by more than one owner as long as:
•    the goods and services they are used on are not related and don't compete with each other; and

•    it is unlikely that customers will be confused by the multiple use
of the mark.
The reason for the special treatment afforded a coined mark is its uniqueness. Since a coined mark's exclusive role is to identify a specific product or service in the marketplace, most consumers would expect linkage between all businesses who use the mark, and would therefore be confused as to the origins of the products or services carrying it. So it is highly unwise to borrow a famous coined trademark even for a vastly different product or service.
Not all made-up marks fall into this strongest-of-all category. Marks that are coined wholly new, like Maalox, are treated differently and are given more protection than are marks that are composites of recognizable elements of words, like Accuride. Maalox is automatically strong, because it is not like anything we have heard before. But Accuride is too close to 'accurate ride' to be considered a purely coined term. Such a mark is suggestive rather than coined.

Despite their legal advantages, most coined words have the marketing disadvantage of being very expensive to establish in the first place. More than any other kind of mark, coined words require lots of initial advertising, because coined words don't mean anything to the   general public without it. That's a major drawback for a small business with limited start-up capital.
Coined words have a second drawback. With over 70,000 new trade names and marks being registered each year, the well of coinable words is fast being drained.  Heritage, new combinations that sound good and look appropriate—that is, ones that are marketable and not already in use— are becoming harder to develop. 
3.2 Fanciful or Arbitrary Marks
Using fanciful or arbitrary names, such as Penguin books, Arrow shirts and Camel cigarettes, also creates distinctive and legally strong marks. , These marks use common words in an unexpected or arbitrary way, so  that their normal meaning has nothing to do with the nature of the  product or service they identify, like Hard Rock Cafe. They creatively  juxtapose unexpected  combinations of words and products or services. | That's how a skating rink came up with the appealing name Jellibeans.  
These marks are fun to invent, because you can use any term that does not in fact describe your service or product in any way. The trick is to think up a term that is interesting, memorable, and somehow appropriate without being connected to your service or product. For example, Guess? works for youthful sportswear—it carries the idea of a company/products that are innovative, unusual and related to adventure, of course clothes by themselves have none of these attributes, but that doesn't matter. Also, being the first to use  makes the company seem innovative. As such, a company that comes along later and names its products Why? would only seem imitative. 
These arbitrary or fanciful marks have almost as broad a range of exclusive use as coined marks do. Most of the time, using an arbitrary or fanciful mark in one type of business will prevent the use of the same mark in a similar or related business, but not on all businesses, as a mark like Kodak could. 
3.3 Suggestive Marks
A close relative of the arbitrary mark is the suggestive mark. This type of mark uses ordinary words to create a desirable idea or feeling about a product or service, but stays away from literal descriptiveness. Examples are Verbatim (for computer disks), or Banana Republic (for a style of clothing), Greyhound (for bus service).
This kind of mark is especially effective for the sorts of services or products that sell by   affecting  one`s  self-image, like   beauty   services, clothing, jewelry, sports businesses or even cars. But  it`s  better  not  to  forget  to  test your ideas out on a number of people to see if they perceive the suggestion you hope to send, 

Suggestive marks are considered distinctive because they indirectly associate favorable qualities with specific goods and services in a creative way. For example, a Jaguar car conveys the idea of aggressiveness, beauty and speed, desirable attributes for a car; Dove soap conveys softness and gentleness, Greyhound implies speed and sleekness—not adjectives normally associated with bus lines, but desirable ones, nonetheless.
Sunkist is an interesting example of a suggestive mark. Although it is just a novel spelling of the adjective "sun-kissed," its creative use on fruit and juices evokes a wonderfully fresh and healthy image. It is the originality of the idea that makes this mark strong.
While suggestive marks may also require marketing to become broadly identified with a product, they are usually easier to promote than coined ones, because they connote something about the product or service. Some name consultants argue that suggestive names are the most useful, because of their comparative legal strength, and because the images they evoke make them easily marketable (customers remember them). . For example, Mustang when applied to the Ford car. 
Many of these can go either way. For example, while some authorities list Ivory soap as an arbitrary trademark, others argue that it describes the color of the soap, or that it suggests the desirable qualities of ivory—smooth, clean, white, valuable.

Banana Republic could be either arbitrary, because it has nothing to do with clothes, or it could be suggestive of adventure and travel, which is the aura the manufacturer hopes these clothes will create. 

Since all three sorts of names are considered inherently distinctive, they are entitled to full legal protection. But, as we mentioned, full  protection for a coined term may have a wider scope—in terms of the uses that can be prevented— than is the case with the other categories of inherently distinctive marks.
Chapter4.  Varieties of Ordinary Marks
All the marks that aren't distinctive, and are therefore weak trademarks,  can  be  united  into a category called ordinary marks. An ordinary mark is one that communicates in a descriptive  way something about the product or service to which it is attached. It includes four sorts of marks:
•     descriptive, describing the nature of the service or product (Self-Help Divorce Center for a consulting service helping people file their own divorce forms)
•     geographic, describing the geographic area it's in (Downtown Auto Service, if it's really downtown)
•     laudatory, praising the business ( Fast Feet, for athletic  shoes)
•     personal names consisting primarily of first names, surnames,
personal initials, or nicknames (Maury's Deli, Gooden Chevrolet). 

While each of these four sorts of ordinary terms is generally relatively weak when used as a mark, they can each become distinctive through long use and customer recognition, via the secondary meaning rule.
4.1Descriptive Words and Words of Praise

Descriptive marks are ones that clearly describe a feature or attribute of a product or service, such as Hi-Tech Computers, Char-broiler hamburgers, FindUHome (real estate broker) or Nuts and Bolts (hardware store).
In contrast, laudatory marks praise a product or service's quality, using common words like Velvet Touch (car wash), Maple Rich (syrup), Cutting Edge (jewelers), Blue Ribbon (bakeries), or Best Foods (organic food distributors); or they describe the qualities the business hopes to deliver  (Pride furniture polish).
Marks that describe a quality or other aspect of a product or service make very weak trademarks for two reasons.
•     Common words don't make the kind of impact on consumers that can effectively distinguish one product or service from others. 

•     Common words need to remain available for everyone's commercial or everyday use. For example, if Family Chiropractic Center were given the exclusive use of that trademark, another chiropractic office might infringe their rights just by accurately advertising its services.
Even though you might think that changing the spelling or  language  makes. weak mark strong, it usually doesn't work that way. So Tastee  Kookie  remains  a  weak mark despite the spelling/language  variations.
But a relatively obscure foreign term, or one that most consumers  wouldn't recognize as a foreign language equivalent of a descriptive term, can create a strong mark. So although "xerox" is the ancient Greek word for dry and "dry" "describes the photocopying process Xerox | invented, Xerox was a strong mark from the beginning—because only a few Greek scholars knew its meaning. In addition, La Posada Inns, directed at English speakers, is considered a distinctive mark although the Spanish translation (The Inn) is descriptive.

As we have emphasized earlier, even descriptive names can become legally strong enough to get full trademark protection, through the secondary meaning rule. That's when a trademark becomes so closely identified with the product or service that the public no longer thinks first of the original ordinary meaning of the words, and instead thinks of the product or service. Then the mark takes on a new "secondary"—and distinctive—meaning and rivals can no longer use to identify their products or services.                                                                                                                                                                                                                                                                                                                                         
But even after descriptive marks have acquired secondary meaning, others still can use the ordinary words that make up such marks in non-trademark ways—that is, to legitimately describe their product or service in advertising. This is known as "fair use" of a trademark and it is a valid defense in court if a mark owner challenges the use of your words in their mark.
For example, once Standard Brands acquired secondary meaning and became protectible as a trademark, others could not use those words as a trademark on goods, but a store could advertise that they carry "All standard brands" of paint, or tools, or whatever they sell, without fear of  infringing. 
4.2.   Geographic Marks
'These are marks with a geographic term in them, such as Eastern,  Miami, Indiana, English, or any other place names, from streets to  continents, regions to rivers. There are several subspecies of  marks  containing geographic terms:
Literal  Geographic Descriptors. Like other ordinary marks, the general rule is that if you use a geographic term descriptively (for example, if the product or service is really connected to the place name), it can't be protected as a mark.  That's  because everyone has a right to use accurate geographic words to describe the origin of their services or products. So marks like Chestnut Street Pub (if it's on Chestnut Street) is weak and can't be protected, unless of course, it  gains  a secondary meaning in connection with the particular product or service for which it  is  used. Example of geographic marks that got protection by acquiring secondary meaning is American Airlines.
 Geographic Terms as Strong Marks

As with all ordinary words, there are times when geographic marks are protectible, apart from acquiring secondary meaning. The best way to make a geographic term distinctive as a mark is to use it in an arbitrary or fanciful way. For example,  California Girl (for clothes) doesn't really describe either the service or the product or imply their origins. Instead these marks project an image that is fanciful and distinctive for the items on which they are used. So they are protectible as marks.
Likewise, English Leather is a distinctive (suggestive) mark, as long as it does not describe a leather product. If it did, it would be either descriptive, if it comes from Britain, or deceptive, if it does not. 

If the owner of the Fargo-based Big Apple decided later to market its products in New York City, it's possible that its rights would be greater than if the business had started there from the beginning. This would depend on how well known the Big Apple mark had  been,
what competing uses of the mark already existed in New York City at the time of the service.

But  one  should  be careful   about  deception  when  using  geographic  marks
There are really two types of possible deception in the use of geographic marks:
•  actual deception in which the customer is induced to buy a product in the belief that the item comes from the region on the label
 deceptive  misdescription  in which the public might make a false geographic connection, but wouldn't particularly rely on the geographic factor in buying the service or product.
For instance, a deceptive trademark would be the mark  Limoges for china that was neither made in France nor of French clay; or American System, for clothing made in Italy. A deceptive trademark is not  protectible and can never become so even if it acquires secondary meaning. Further, using a deceptive mark may subject you to legal liability for false advertising.
On the other hand using a mark like Neapolitan (especially with an Italian flag on the label) for Italian sausages made in Saratov is seen as merely "deceptively misdescriptive." That is, some people might be confused into thinking the sausages come from Naples, but that`s either unlikely or not the main reason they would buy the sausages. Such marks are not protectible until they have developed secondary meaning. Once the mark has secondary meaning, the potential for confusing the public is lessened, because presumably the public knows the product for what it is, and doesn't care where it comes from.
Still  the general rule  is: don't use a geographical term, even if the place named has nothing to do with the origin of the product, as long as a reasonable consumer might think it does.                   

4.3   Personal Names
Words in this category refer to a person, whether their first name, whole name, nickname or initials. Examples are Juan's, Houlihan's, Larry Blake's, CJ`s and H&R Block. As a general rule, anyone can use their personal name as a mark for their service or  product, unless the same name is already in use on directly competing products or services.

This means that personal names (at least common ones) make weak marks. But a thorough study of the Yellow Pages  can show  that more small businesses use a surname or first name as their mark than any other kind of name. Marks using personal initials are also popular. It's understandable why business people are drawn to these types of names; they demonstrate pride of ownership. But using a personal name or initials has potentially serious drawbacks from a trademark point of view.
First, most personal names are legally weak because they are not particularly memorable. Nor does adding an initial make a personal name inherently distinctive enough to become a legally strong trademark. On the other hand, the odder your name, the less likely others will use it on a similar business and the more memorable it will be.
An  exception to the general rule that personal names make weak trademarks is well-known historical names, like Da Vinci, Lincoln, Rameses, Robin Hood, which are considered fanciful and distinctive. The use of such marks clearly does not imply that the person named is commercially connected to the product or service—so their trademark use is not primarily as a personal name. 
4.4  Practical Pointers on the Use of Personal Names as Trademarks.
Now that the  general idea of how personal names fit into the general rules regarding strong and weak marks  has  been  discussed, here are some pointers on using specific types of personal names. Using a  surname (last name) as a trademark has a few drawbacks you might want to consider. You may want to sell the business someday, and it will be necessary, as a practical matter, to sell the name with it. This means a stranger will be operating under your name. And perhaps worst of all, the sale of your business may prevent your children or other relatives from capitalizing on the family expertise by opening their own similar business under their own name...
4.4.2  First  names  and  nicknames.
 First names are generally even weaker as trademarks than surnames, because most are so much more common. But, for the same reasons, they have fewer of the disadvantages that go with selling the business. 
4.4.3 Initials.
Use of initials won't change the strength or weakness of the trademark if they are part of what is essentially a first or last name. For example, the owners of P.T. Dann's (as a trademark for a national clothing chain) won't infringe on the rights of others using the Dann 

name. On the other hand, until the company develops a lot of public   awareness of the name as a mark (that is, it acquires a secondary meaning), they probably can't stop anyone else from using the same or similar trademark, except in the retail apparel business. But if another Dann opened up competing clothing stores, even without secondary meaning, P. T. Dann could probably stop them under unfair competition laws, as well as under trademark laws, once secondary meaning is shown.
A trademark consisting completely of letters that aren't a person's initials is not inherently weak. Rather, its trademark strength depends on the strength of the words the initials represent. If the initials do not stand for anything and are an uncommon arrangement of letters, the mark can be distinctive as it is from the outset. For instance, ABC is not considered distinctive because it is in such common use (except, of course, in the media world, where the network initials have secondary meaning), but XQE may be.
Chapter5.  GENERIC  NAMES

What  many  manufactures  fear  is  having  their  brand  names  become  generic  names  (marks that are synonymous with the underlying product or service and which therefore can't distinguish it from others).    Not  everybody  knows  that  ASPIRIN  and LINOLEUM  which  are  now  generic  names  for  products,  were  once brand  names.   Thermos was once a trademark, but is now seen as a kind of insulated bottle.  So  were NYLON,  ESCALATOR,  KEROSENE,  and  ZIPPER.   All of those  names  became so  popular,  so  identified  with  the  product,  that  they  lost  their  brand  status  and  became  generic (the  name  of  the  product  category).  The producers  then  had  to  come  up  with  new  names.  The  original  Aspirin,  for  example,  became  Bayer  aspirin.  Some  companies  that  are  working  hard  to  protect  their  brand  names  today  include  Xerox  (one  ad  reads,  “Don`t  say  `Xerox  it;`  say  `Copy  it`”) and  Styrofoam,  Roller Blades, which many people use for the product itself   more accurately called in-line skates.
It  is  necessary  to  distinguish generic marks from marks that are merely weak. It's an important distinction because while weak marks can gain protection once they acquire secondary meaning, generic labels will never receive any protection at all.  Distinguishing generic labels from weak marks may not always be easy to do.  It's usually a matter of market research to discover what a term's generally accepted meaning is, coupled with legal advocacy to convince a court of this point of view.  
CONCLUSIONS

So  in  this  work we have  touched  upon  the  problem  of   classifying  marks  by type which helps  evaluate a particular mark's  strength— that is, the degree to which it  is   protectable against use by others. 
    Here we have  discussed different categories of trademarks on a spectrum. We have  started  with distinctive marks which are the strongest legally, then moved  to ordinary marks which may be easier to promote but harder to protect legally, and finally concluded  with generic marks, which can't be protected at all. Along the way we have  given  lists of examples of each   different category and discussed  why different names are classified  differently.
Thus  to evaluate the strength of a  product or service name, we  should  first separate its trademark aspect from the product or service that it identifies. (The trademark part of a product/service name is always capitalized, no matter how it's used while the other part can be written in either upper or lower case depending on the situation). Because the non-trademark aspect can never be protected, we simply disregard it in evaluating the legal strength of the name as a mark.
The word or phrase that forms the trademark aspect of  the name  should  be  matched  with the categories listed above  to examine why that type of name is strong or weak as a trademark. 

Of  course,  one can`t  forget  to consider the whole effect of the mark, its sound, its look and all the meanings of the individual elements of the mark before drawing conclusions about how to evaluate it. (This includes the style of  the typeface, as well as its colour, shape, size and any other aspect of the overall impression the trademark makes.) 

We   hope  that  kind  of  knowledge  is  indispensable  in  present  day  life  when,  according  to  “Brandweek”  magazine,  people  “are easily  brand   bored  ” and  “marketers,  looking for the new Pepsi Generation, won't find it  because the key word here is Individual”.  That  means  everybody  has  his  chance  with  his  new business  today.
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