
International Journal on Recent and Innovation Trends in Computing and Communication 

ISSN: 2321-8169 Volume: 12 Issue: 2 

Article Received: 25 November 2023 Revised: 12 December 2023 Accepted: 30 January 2024 

__________________________________________________________________________________________________________________ 
 

 

    308 

IJRITCC | February 2024, Available @ http://www.ijritcc.org 

Artificial Intelligence (AI) and Trademarks - 

Branding in the Age of Automation 

  

1Ankita Pandey, 2Dr Dinesh Ashok, 3Dr Neha Gupta, 4Ms. Sonali Bhatnagar, 5Dr Tahir Qureshi, 
1Assistant Professor, Indore Institute of Law E-mail Id – ankitapandeynluassam@gmail.com 

2Assistant Professor, Amity University Rajasthan, Research Partner, ICLAIM – Cyprus E-mail (Corresponding): 

ashoka.jnu@outlook.com Institutional mail: dashok1@jpr.amity.edu 
3Independent Researcher, NIDM/BISR/S. Gyan Vihar University E-mail nehaguptarkg@gmail.com  

4Assistant Professor, Indore Institute of Law E-mail: ssonalibhatnagar@gmail.com 
5School of Law, GNIOT, Gr. NOIDA, India Email: tahirqureshiadv@gmail.com 

 

 Abstract: Technological breakthroughs are driving a dramatic shift in the corporate landscape, and the convergence of AI and 

trademarks is becoming a vital frontier in the branding space. This article delves into the changing landscape of branding in the 

era of automation by examining the dynamic convergence between AI and trademarks. The essay starts with a summary of the 

significant influence AI has on the registration and maintenance of trademarks, then it looks at the potential and problems that 

exist at the intersection of these two important fields. The piece also discusses branding’s future, projecting trends and providing 

advice for companies navigating this quickly evolving market. The difficulties and inadequacies in handling AI-generated 

trademarks are shown by a comprehensive examination of the legal ramifications and the current regulatory frameworks. The best 

practices section of the essay highlights the importance of ethical concerns while using AI-driven branding tactics. This article 

offers a thorough guide for comprehending, navigating, and prospering in the dynamic world of AI and trademarks as companies 

work to adapt and develop. 
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I. Introduction 

The dynamic convergence of trademarks and AI has emerged in 

recent years as a force that is revolutionizing the economic 

environment and bringing with it both new opportunities and 

difficulties. This mutually beneficial partnership transcends the 

traditional boundaries of branding and redefines the 

fundamental principles of how companies create and maintain 

their identities. 

Effective branding is crucial in the modern corporate climate, 

which is marked by fierce rivalry and an overwhelming 

abundance of digital content. Brands are more than just visual 

representations of a company; they represent its essence and 

shape customer attitudes while fostering loyalty. Effective 

branding is more than simply a marketing tactic in the digital age 

of constant customer attention-seeking, it is a strategic need. In 

light of this, research into the application of AI to the trademark 

domain becomes even more important, with the potential to 

 
1  Intellectual Property & Artificial Intelligence: Trademark 

Administration and Infringement. (2022, November 22). Centre 

for Intellectual Property and Information Technology Law. 

completely transform how companies create, protect, and 

manage their brand identities.1 

AI technology is transforming trademark administration in a 

way that is comparable to a seismic upheaval in strategic 

paradigms. As machine learning algorithms develop to 

previously unheard-of levels of sophistication, they not only 

simplify traditional procedures but also help create innovative 

branding components. AI has impacted trademark tactics in 

several ways, such as through automated trademark searches, 

AI-generated brand aspects, and the use of sophisticated 

analytics to optimize brand positioning. For companies looking 

to adapt and utilize AI to its fullest in branding initiatives, 

navigating this complex field is not an option but a need. 

Comprehending this revolutionary path becomes essential for 

businesses looking to survive and prosper in the rapidly 

changing technology landscape. 
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II. Understanding AI and Trademarks 

With its comprehensive integration of cutting-edge computing 

methods and machine learning techniques, AI has completely 

transformed the trademark domain. The automation and 

enhancement of several aspects of the trademark lifecycle are 

made possible by this state-of-the-art technology. AI is being 

used for a variety of functions, including portfolio management, 

trademark search and approval, and creatively coming up with 

new trademarks. By utilizing large datasets, this innovative 

method gives AI systems the ability to recognize complex 

patterns, parallels, and possible conflicts, giving trademark 

experts a formidable and sophisticated toolkit.2 

AI has become increasingly prevalent in the process of creating 

and managing trademarks. In this paradigm, AI technologies, 

most notably, picture recognition and natural language 

processing, are precisely utilized to produce and assess possible 

trademarks effectively. AI-powered automated tools are 

essential to the brainstorming process because they guarantee 

the production of original brand aspects that not only stand out 

but also perfectly complement the overall brand identity. 

Moreover, AI integration makes a substantial contribution to the 

administration of large trademark portfolios by automating 

crucial activities including renewal procedures, portfolio 

optimization, and vigilantly monitoring for any infringements. 

Trademarks play a vital role in protecting different aspects, 

including product names, logos, and other brand components 

produced with AI support when it comes to AI-generated 

content. Trademarks become more and more important in 

identifying and protecting the identity of AI-generated goods 

and services as firms use AI for creative purposes. Trademarks 

serve as a basis for corporate operations, allowing them to 

distinguish their AI-generated material from other products on 

the market and provide strong legal protection in the event of 

infringement. Effectively navigating the  

constantly changing field of intellectual property law requires a 

thorough awareness of the unique potential and problems 

associated with securing AI-generated trademarks.3 

 

III. Challenges and Opportunities 

The application of AI to the trademark domain presents several 

intricate issues that require careful consideration. The possible 

hazards connected to AI-generated trademarks are one 

particularly significant worry. Numerous problems, including 

unexpected associations, cultural insensitivity, and unintentional 

trademark infringement, may surface when AI systems produce 

 
2 Trademark Law Playing Catch-up with Artificial Intelligence? 

(2020, June). WIPO. Retrieved November 26, 2023, from 

https://www.wipo.int/wipo_magazine_digital/en/2020/article_

0001.html. 
3 Ibid. 
4 Supra note 4. 

material on their own. Acquiring trademark development using 

automated systems is a significant barrier for organizations that 

want to leverage AI’s inventive skills while still adhering to 

established branding conventions. A more thorough 

examination of the legal environment around AI-generated 

trademarks finds a complex problem. Trademarks have always 

been inextricably associated with human invention and purpose. 

However, the automated aspect of AI adds a new level of 

complexity, raising important concerns regarding authorship 

and legal accountability. It becomes complicated to navigate the 

nuances of assessing culpability in situations of AI-generated 

trademark disputes, necessitating a thorough re-evaluation of 

current legal frameworks. The goal is to ensure that legal 

processes are both strong and adaptable enough to handle the 

new problems that AI innovation in the trademark space 

presents. This will allow for the expert accommodation of the 

constantly changing dynamics of AI-generated intellectual 

property. 

On the other hand, incorporating AI into trademark tactics 

creates a multitude of chances to transform and enhance 

different aspects of the branding procedure. An important 

development is the automation of trademark searches and 

monitoring, which is a huge productivity improvement. AI 

systems are particularly good at quickly searching through large 

databases and identifying trademark infringement cases and 

possible disputes.4 This results in completeness and speed that 

are higher than what can be accomplished by hand. The 

utilization of AI not only reduces the burden for legal experts 

but also greatly enhances the accuracy and dependability of the 

trademark clearance procedure. AI-driven brand positioning and 

research also present firms with unique and significant 

opportunities. By employing state-of-the-art analytics and 

machine learning, businesses may get profound insights into 

customer attitudes, identify market trends, and evaluate 

competitive environments. AI can examine enormous databases, 

gleaning insightful information and spotting new trends. This 

enables companies to use a data-driven strategy and strategically 

position their brands. As a result, the branding approach is more 

intelligent and flexible, enabling a more complex 

comprehension of customer preferences and behavior. A new 

age of efficiency and strategic acumen in the branding space is 

heralded by this revolutionary integration of AI into trademark 

tactics.5 

IV. The Future of Branding in the Age of Automation 

5  Kurzweil. (2008). Intelligent Trademarks: Is Artificial 

Intelligence Collides With The Trademark Law? In WIPO. 

Retrieved November 26, 2023, from 

https://www.wipo.int/export/sites/www/about-

ip/en/artificial_intelligence/call_for_comments/pdf/ind_revella

.pdf. 

http://www.ijritcc.org/


International Journal on Recent and Innovation Trends in Computing and Communication 

ISSN: 2321-8169 Volume: 12 Issue: 2 

Article Received: 25 November 2023 Revised: 12 December 2023 Accepted: 30 January 2024 

__________________________________________________________________________________________________________________ 
 

 

    310 

IJRITCC | February 2024, Available @ http://www.ijritcc.org 

Several noteworthy developments are emerging in the dynamic 

field where AI and trademarks collide, and they are all leading 

to a revolution in the way companies handle market positioning 

and brand research. The increasing use of AI-powered 

technologies for market positioning and brand research is one 

important development. These advanced solutions use AI 

algorithms to carefully go through large datasets, providing 

unmatched insights into customer preferences, current industry 

trends, and rival tactics. Businesses may make well-informed 

judgments, refine their brand strategy, and maintain an 

advantage in the ever-changing market thanks to this analytical 

skill. In this regard, using AI is not only convenient but also 

strategically necessary for businesses trying to negotiate the 

complexities of contemporary marketplaces. 

The rise in popularity of AI-generated content and branding 

components is a revolutionary aspect of this changing 

environment. This tendency challenges preconceived ideas 

about human creativity in the trademark industry, marking a 

paradigm change. These days, AI algorithms can generate text 

and image elements on their own that perfectly match brand 

identities. This divergence from conventional creative methods 

improves productivity and gives branding a fresh perspective. 

The intersection of AI-powered content production and human 

creativity creates a new frontier where technology and creativity 

work together to create memorable and innovative marketing 

pieces.6 

The use of AI in the trademark design process is another 

noteworthy development in this field. AI algorithms are 

becoming more and more essential to the creation and 

optimization of visual elements, guaranteeing that trademarks 

successfully connect with target audiences and engage them. 

This is different from traditional design methods because AI 

gives the creative process a data-driven accuracy. The 

incorporation of AI provides organizations the potential to create 

dynamic and adaptive brand identities, in addition to optimizing 

creative procedures. Real-time trademark evolution allows them 

to adapt to shifting customer preferences and market conditions. 

This revolutionary potential not only enables companies to stay 

current but also ushers in a new era of brand identities that are 

sensitive to consumer trends and market pulse.7 

The impact of AI on trademark strategy formulation and 

implementation is expected to increase significantly shortly. It 

is projected that AI will play a pivotal role in the automation and 

optimization of various facets of trademark administration, 

 
6  The Tussle between Trademark and Artificial Intelligence. 

(2021, August 4). The Law Express. Retrieved November 26, 

2023, from https://thelawexpress.com/the-tussle-between-

trademark-and-artificial-intelligence. 
7 Artificial Intelligence (AI) and the Future of Brands: How will 

AI Impact Product Selection and the Role of Trademarks for 

Consumers? (2019, October). In International Trademark 

ranging from the original creation of trademarks to the ongoing 

surveillance and implementation of their use. AI’s innate 

capacity for foresight may be used to anticipate possible 

trademark conflicts, allowing businesses to proactively handle 

problems and stop them from getting worse. 8  Moreover, a 

unique characteristic of successful trademark tactics is 

anticipated to be the cooperative synergy between AI support 

and human innovation. By effortlessly integrating the efficiency 

and innovation that AI brings to the forefront, it is hoped that 

this collaborative cooperation would redefine industry norms. 

Companies that can successfully navigate and take advantage of 

this partnership will probably have a significant competitive 

edge. This benefit results from the ability to maintain the 

distinctive and priceless human touch in brand storytelling and 

identity building while simultaneously utilizing the operational 

efficiency and ground-breaking innovation enabled by AI. In the 

dynamic world of business and branding, the seamless 

integration of AI skills with human creativity has the potential 

to propel trademark strategies to previously unheard-of heights 

of efficacy and significance. 

Businesses must navigate a complicated terrain at the dynamic 

confluence of trademarks and AI, taking into account a variety 

of criteria to maintain a competitive advantage in the branding 

space. First and foremost, it is crucial to use AI technology 

wisely. This means that a company’s brand values and its target 

audience must be seamlessly aligned. AI integration should be a 

strategic improvement that strengthens and enhances the brand’s 

fundamental identity rather than just a technology add-on. 

Maintaining authenticity in the branding process becomes 

essential, and companies need to be careful to make sure that 

using AI enhances rather than lessens the distinctive character 

of their brand.9 Moreover, companies must be vigilant about the 

legal consequences of AI in trademark development and 

administration at a time when legal frameworks are struggling 

to keep up with the rapid improvements in technology. This 

includes having a thorough awareness of the possible dangers 

connected to information created by AI. To minimize legal 

issues and guarantee adherence to changing standards, it is 

crucial to stay up to date on new laws governing the use of AI in 

branding.  

Finally, it becomes clear that it is crucial to weave an 

organizational culture of flexibility and ongoing learning. 

Businesses must cultivate a flexible attitude and embrace 

innovation while staying aware of ethical issues and societal 

Association. Retrieved November 26, 2023, from 

https://www.inta.org/wp-content/uploads/public-

files/advocacy/committee-reports/AI-and-the-Future-of-

Brands-Report-2019-010-18.pdf. 
8 Ibid. 
9 Supra note 5. 
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expectations in light of the constantly changing world of 

trademarks and AI. 10  By carefully navigating these factors, 

companies can strategically position themselves in the era of 

automation and make sure that their trademarks both survive 

stringent legal inspection and truly connect with their target 

market. By doing this, companies can firmly carve out a position 

for themselves in the market and use AI to strengthen rather than 

weaken their brand identity. 

 

V. Legal Implications and Regulatory Framework 

In India, the Trade Marks Act, of 1999 and its ensuing changes 

from the main part of the trademark law structure. According to 

Section 2(1) (zb) of the Act, a trademark is any symbol that may 

be used to visually identify one person’s products or services 

from those of another. Since trademarks frequently function as 

a company’s visual identity, the Act has proven crucial in 

preventing unlawful usage of logos. However, the advent of AI 

has brought new complexity that calls into question the 

conventional wisdom regarding trademarks. With the 

emergence of AI-generated material, it is unclear how 

successfully current legal frameworks handle trademarks 

produced by computers. Considering the special difficulties that 

trademarks created by AI provide in terms of ownership, 

infringement, and uniqueness, it may be necessary to reexamine 

the Act to specifically include them.11 

The use of AI in trademark development presents several legal 

issues that require careful consideration. Determining who owns 

trademarks produced by AI systems is one important problem. 

Trademarks have historically been linked to the original ideas of 

people or organizations; however, AI challenges this idea as it 

functions without direct human input. This begs the concerns of 

whose rights AI-generated trademarks belong to and if the 

current legal frameworks sufficiently resolve this ownership 

uncertainty. Furthermore, it could be difficult for the legal 

system to prove that trademarks made using AI are unique and 

creative. The requirements for registering a trademark may need 

to be adjusted to take into account the distinctive characteristics 

of AI-generated marks, given that machines are capable of 

analyzing large amounts of data and producing seemingly 

original material devoid of human interaction. 

Consideration should be given to several important proposals to 

overcome the legal voids and difficulties that AI presents in the 

trademark domain. First and foremost, the Trade Marks Act 

must be amended immediately to specifically acknowledge and 

govern trademarks created by AI. This entails specifying 

 
10 Supra note 7. 
11 Khurana. (2021, January 18). Challenges to Trademark Law 

posed by Artificial Intelligence. Khurana and Khurana. 

Retrieved November 26, 2023, from 

https://www.khuranaandkhurana.com/2021/01/18/artificial-

intelligence-a-looming-threat-to-trademark-law/. 

ownership rights, setting uniqueness standards, and delineating 

the roles that AI developers and users have in the process of 

creating trademarks. It is also necessary to create a thorough 

structure that will oversee the moral use of AI in trademarks and 

guarantee responsibility, openness, and respect for intellectual 

property rights. To create rules that strike a balance between 

innovation and legal clarity, policymakers might look into best 

practices from throughout the world and work with 

stakeholders. 12  Legal experts should also keep up with 

technology developments and actively participate in influencing 

the legal debate around AI and trademarks. To create a strong 

legal framework that respects the fundamentals of intellectual 

property law and adapts to the changing environment of AI-

generated trademarks, the legal community, legislators, and 

technological experts must have ongoing conversations. 

 

VI. Ethical Considerations 

Numerous ethical issues arise when AI becomes more and more 

involved in the registration and administration of trademarks. 

The core of a brand often encompasses its identity, values, and 

promise to customers. The legitimacy of the brand’s identity is 

called into doubt when AI is used in the trademark formation 

process. Can AI grasp the many nuances of a brand’s culture? 

Concerns emerge over the moral application of AI-generated 

trademarks as well, particularly if they unintentionally imitate 

well-known businesses and dilute their established identities.13 

In the world of AI-driven branding, accountability and 

transparency are crucial. Companies using AI in their trademark 

strategy ought to be open about the use of AI during the 

development process. Customers have a right to know if 

algorithms are used in the creation of a brand’s identity or logo. 

Furthermore, responsibility becomes a crucial concern when AI-

driven branding choices have a detrimental impact on the law or 

other legal issues. Maintaining ethical standards requires 

establishing explicit criteria for the use of AI in branding, 

guaranteeing decision traceability, and making companies 

responsible for the results of AI-generated trademarks.14 

A major obstacle for companies integrating AI into trademark 

strategy is striking a careful balance between innovation and 

accountability. In one sense, AI helps businesses stay 

competitive in a market that is changing quickly by providing 

unmatched efficiency and inventiveness in brand creation. 

However, you must make sure that AI-generated trademarks 

follow the law and moral principles. A thoughtful approach to 

innovation is needed to strike this balance, one that includes 

12 Ibid. 
13  Katyal, & Kesari. (2021, January 4). Trademark Search, 

Artificial Intelligence and the Role of the Private Sector. SSRN. 

Retrieved November 26, 2023, from 

https://papers.ssrn.com/sol3/papers.cfm?abstract_id=3760112. 
14 Ibid. 
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human control to direct AI and avoid unforeseen repercussions. 

Companies need to recognize their ethical obligation to prevent 

abuse or infringement in addition to utilizing AI’s creative 

potential. 

In the era of automation, preserving legal norms, preserving 

customer trust, and safeguarding brand integrity all depend on 

ethical trademark and AI practices. As technology advances, 

striking a balance between the promise of AI-driven innovation 

and moral obligations is a dynamic problem that calls for 

constant examination and modification. 

 

VII. Conclusion 

The field of AI and trademarks is undoubtedly seeing rapid 

change because of unparalleled breakthroughs and ongoing 

technological improvements. AI is becoming more than just a 

tool for companies; it is a fundamental factor influencing the 

design of branding tactics. The advent of AI-generated 

trademarks and the automation of crucial procedures like search 

and analysis highlight a fundamental change in the way 

businesses handle and safeguard their intellectual property. The 

future of brand identification will be determined by the mutually 

beneficial interaction between AI and trademarks as we stand at 

the intersection of innovation. With the disruptive influence that 

has been observed, there is now a strong call to action for 

corporations. To prosper in the era of automation, firms must 

actively embrace the possibilities that AI offers for branding, 

rather than just acknowledging it. This calls for two different 

approaches: first, modifying current plans to include AI-

powered tools for increased effectiveness and accuracy; and 

second, encouraging an innovative culture that makes it possible 

to experiment with new branding techniques. 
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