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The rise of brands marks a fundamental shift in the law and
business practice of trademarks. Where trademarks have
long protected marks that signal the source of a good or
service to consumers, increasingly today customers value
logos such as the Nike Swoosh in and of themselves. In
the “experience economy” corporations sell identity and
community, authenticity and auras, not products. Starbucks

or copyrights are not available or do not seem to provide
sufficient protection. Similarly, scholars interested in
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is “everything but the coffee;” it is an experience, an

Rarely has there been so large a gap between the empirical

identity, and a place to connect with others. At this point,

and conceptual understanding of a set of practices and its

advertisement professionals have probably a better grasp

codification by the law. We want to address that gap with a

than legal scholars of how brands work.

large international research workshop bringing together key

The scale of branding practices exacerbates the problem.
Branding is ubiquitous. Every charity, organization, and
social movement seeks to brand itself, that is, to cultivate

trademark law specialists with ethnographers, advertising
professionals, art historians, cultural studies practitioners,
design historians, semioticians, and historians of consumer
society.

