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PROPERTY RIGHT

Modern economical conditions based
on competitiveness, necessity to promote
goods and services, the dynamic devel-
opment of market technologies require
popularization and unambiguous recog-
nizability of a subject of entrepreneurial
activity, its goods, works and services.
Therefore it is difficult to assess the ne-
cessity of areliable legal regulation of in-
dividualization means of the participants
in civil circulation, goods and services.

Analysis of scholars’ works makes it
possible to assert that proving similarity
of commercial, company name is quite
difficult. The situation becomes even
more difficult because of the fact that the
legislation of Ukraine does not contain
provisions, methods, precisely defining
criteria of establishing similarity of com-
mercial, company names.

The objective of this article is to es-
tablish similarities of commercial (com-
pany) name, the degree of similarity, to

define criteria for establishing this sim-
ilarity, and the use of commercial (com-
pany) name concerning heterogeneous
Kinds of activity.

The author makes a conclusion that
definition of similarity, identity indicates
that compared elements of commer-
cial, company name should be clearly
or maximum equal. Identity, similarity
between disputable names occurs when
the company uses reproduction of ele-
ments which compose other commercial,
company name without changes or addi-
tions. However, while establishing iden-
tity (similarity) of commercial, company
name the degree of average consumer’s
awareness, qualification of identity of
goods (services), kind (type) of products,
their consumer properties and function-
ality, type of material they are made of,
range of consumers, traditional or pre-
ferred way of using goods and other in-
dicators must be considered.
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