
Trademark Troubles: Navigating Legal Challenges for Start-ups in Chennai's 

Business Landscape 
SEEJPHVolumeXXVI,S1,2025,ISSN:2197-5248;Posted:05-01-2025 

Page|1512 

 

 

TrademarkTroubles:NavigatingLegalChallengesfor 

Start-ups in Chennai's Business Landscape 

Akshaya R
1
, Nakshathra K.K

2
, Godhawari P

3
, MahejaMahadevanMithran

4
, R.Amirtha

5 

1
Assistant Professor, School of Law, 

Vels Institute of Science, Technology & Advanced Studies, Chennai 

rakahaya.law@vistas.ac.in. 
2
Assistant Professor, School of Law, 

Vels Institute of Science, Technology & Advanced Studies, Chennai 

advkknakshathra@gmail.com 
3
Assistant Professor, School of Law, 

Vels Institute of Science, Technology & Advanced Studies, Chennai 

pgodhawari.law@vistas.ac.in 
4
BBA LLB (Hon's), School of Law, 

Vels Institute of Science and Technology and Advanced Studies [VISTAS], 

Chennai 

mahejamahadevan.adv@gmail.com 
5
B.Com LLB (Hon's), School of Law, 

Vels Institute of Science, Technology & Advanced Studies, Chennai. 

amirtharavimohan@gmail.com 
 

KEYWORDS 

Trademarks,Start- 

ups, Legal 

Challenges, 

Intellectual 

ABSTRACT 

Start-ups in Chennai, a thriving business hub, face an intricate landscape 

of legal challenges, with trademarks emerging as a pivotal concern in 

safeguarding their brand identity. This study delves into the 

multifacetedtrademarkissuesencounteredbystartupsandthelegal 

Property,Chennaiframework that governs trademark registration, protection, and 

Business 

Landscape. 

enforcement in India, with a special focus on Chennai's dynamic entrepreneurial 

ecosystem. 

The primary aim is to analyse the challenges start-ups face in 

understanding and complying with trademark laws. These include lack of 

awareness about intellectual property rights, complexities of trademark 

registration, disputes over brand names and logos, and issues of trademark 

infringement in competitive markets. The study also examines the role of 

governmental agencies and legal institutions in addressing these challenges, 

offering an overview of the Trademark Act, 1999, and its relevance to start-ups. 

This research combines qualitative insights from interviews with start-up 

founders, legal professionals, and policymakers, alongside quantitative analysis 

of case studies and data on trademark disputes in Chennai. The findings reveal a 

significant gap in awareness among start-up founders regarding the critical role of 

trademarks in building brand equity and mitigating risks. Moreover, the costs and 

delays associated with trademark registration and litigation often deter start-ups 

from prioritizing intellectual property protection. 

Thestudyalso highlights innovative strategies adopted by start-ups to 

navigate these legal hurdles, such as leveraging online resources for trademark 

searches, adopting distinct branding practices, and engaging legal experts early in 

their business journey. Recommendations include enhancing access to legal 

assistance, streamlining registration processes, and fostering awareness 

campaigns to educate start-ups about the importance of trademarks. 
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INTRODUCTION 

The start-up ecosystem in Chennai has witnessed remarkable growth in recent years, 

with numerous entrepreneurs venturing into diverse industries ranging from technology and 

healthcare to fashion and retail. However, alongside opportunities, startups face a myriad of 

challenges, among which safeguarding intellectual property (IP) stands out as a critical 

concern. Trademarks, in particular, form a fundamental aspect of a company’s identity and 

serve as a crucial tool for differentiating businesses in an increasingly competitive market. 

Despite their importance, many startups encounter significant legal hurdles in understanding, 

securing, and protecting their trademarks. 

A trademark, which includes brand names, logos, slogans, and other identifiers, is a 

valuable intangible asset that plays a vital role in shaping consumer perceptions and building 

brand equity. In India, trademarks are governed by the Trademark Act, 1999, which 

provides a legal framework for registration, protection, and enforcement of trademark rights. 

However, for start-ups in Chennai, navigating this framework can be daunting due to limited 

resources, lack of legal expertise, and insufficient awareness of trademark laws. 

Start-ups often grapple with various legal challenges, such as selecting a unique and 

legally viable trademark, overcoming objections during registration, and dealing withdisputes 

over potential infringements. The highly competitive business environment in Chennai 

further intensifies these challenges, as the risk of brand imitation or intellectual property theft 

is significantly high. Startups must also contend with issues like trademark dilution, 

counterfeiting, and cybersquatting, which can undermine their brand identity and reputation. 

The trademark registration process itself can be lengthy, complex, and expensive, deterring 

many startups from pursuing formal protection for their brands. Inadequate knowledge about 

trademark classification systems, search procedures, and the importance of proactive 

protection often leaves start-ups vulnerable to legal disputes. 

This study aims to explore the legal challenges surrounding trademarks that start-ups 

in Chennai face, with a focus on identifying gaps in awareness and areas for improvement 

within the legal and institutional framework interviewing stakeholders, and reviewingrelevant 

policies, this research seeks to provide actionable recommendations to empower start-ups to 

navigate trademark-related issues effectively. 

OBJECTIVESOFTHE STUDY 

1. ToIdentifyKeyTrademark ChallengesFaced byStartups in Chennai 
2. ToAnalysetheEffectivenessoftheExistingLegalFrameworkandInstitutional Support 

3. ToProvideRecommendationsforEnhancingTrademarkAwarenessandProtection 

Among Start-ups 

STATEMENTOFTHEPROBLEM 

Chennai’s dynamic entrepreneurial ecosystem has become a breeding ground for 

innovative start-ups across various sectors. While start-ups contribute significantly to 

economic growth and job creation, they face numerous challenges, with the protection of 

intellectual property (IP) rights, particularly trademarks, emerging as a critical concern. A 

trademark, encompassing brand names, logos, and slogans, is an essential intangible assetthat 

distinguishes a business from its competitors. However, many start-ups in Chennai struggle to 

navigate the complexities of trademark registration, protection, and enforcement, which pose 

significant risks to their brand identity and long-term growth. 

Start-ups often encounter challenges such as limited awareness of trademark laws, 

difficultyin selectinguniqueand legallycomplianttrademarks,and inadequateunderstanding of 

the registration process. The high cost, procedural delays, and lack of legal expertise further 

exacerbate these difficulties. Additionally, start-ups in Chennai face threats like brand 

imitation,trademarkinfringement,andcybersquattinginacompetitivemarket.Theseissues 
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can result in financial losses, reputational damage, and legal disputes, hindering their ability 

to establish a strong market presence. The existence of the Trademark Act, 1999, which 

provides a legal framework for trademark protection in India, gaps remain in its 

implementationandaccessibilityforstart-ups.Manyentrepreneursareunawareoftheirrights and 

the benefits of proactively securing their trademarks, leaving them vulnerable to exploitation. 

The absence of streamlined support mechanisms and affordable legal assistance compounds 

the problem. The study investigates the trademark challenges faced by start-upsin Chennai. A 

survey of 100 start-ups was conducted to gather quantitative data on their experiences with 

trademark registration, infringement, and litigation. Semi-structured interviews with 20 start-

up founders and 10 intellectual propertylawyers provided qualitative insights into the legal 

challenges and strategiesfornavigatingthem. Additionally, a reviewof existing literature on 

trademark law and start-up ecosystems in India was conducted to provide context and 

background information. The data was analysed using descriptive statistics and thematic 

analysis to identify key trends, challenges, and best practices for start- ups to manage 

trademark-related legal issues in Chennai's business landscape. A survey of 100 start-ups was 

conducted to gather quantitative data on their experiences with trademark registration, 

infringement, and litigation. 

 

Table1 

TABLESHOWINGTHEDEMOGRAPHICPROFILESOFCONSUMERS 

No. Particulars No.of 
Respondents 

Percentages 

I. AGE 

 Below30yrs 103 30.1 

30to40yrs 73 21.3 

40to50yrs 82 24.0 

Above50yrs 84 24.6 

Total 342 100.0 

II. GENDER 

 Male 118 34.5 

Female 224 65.5 

Total 342 100.0 

III. MARITALSTATUS 

 Single 96 27.35 

Married 246 72.65 

Total 342 100 

IV. TYPEOFCUSTOMER 

 Professional 109 31.9 

Salaried 192 56.1 

Business 15 4.4 

HouseWife 6 1.8 

Students 20 5.9 

Total 342 100.0 

V. QUALIFICATION 

 UG 58 17.0 

PG 161 47.1 

Professional 100 29.2 

Others 23 6.7 

Total 342 100.0 
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VI. TYPEOFSHOPS PREFERRED 

 SmallretailShop 65 19.0 

DepartmentalStores 210 61.4 

ExclusiveshowRoom 32 9.4 

BigBazaarMall 35 10.2 

Total 342 100.0 

VII. PURCHASEDECISION 

 UtilityofProduct 183 53.5 

Price 77 22.5 

AttractivePacking 30 8.8 

TradeMark 52 15.2 

Total 342 100.0 

VIII. HELPRECEIVEDTOIDENTIFYTHETRADEMARK 

 Parents 6 1.8 

Children 14 4.1 

Spouse 32 9.4 

Friends 67 19.6 

Relatives 14 4.1 

Alltheabove 209 61.1 

Total 342 100.0 

IX. PREFERENCETOBUYPRODUCTS 

 Withtrademark 318 93.0 

Withouttrademark 24 7.0 

Total 342 100.0 

Importantdemographiccharacteristicsbasedonthesamplesurveyofrespondents as shown 

in the above table are presented below. Considering the age of the respondents, it was 51.4% 

below40years,24%between40and50yearsand 24.6% more than 50 years. Sample population 

reveals that 65.5% of the respondents were female and34.5% were male, showing more 

female members responded than male consumers. Marital status indicates that 27.35% of 

respondents are unmarried and 72.65% of respondents are married. Type of customer 

category indicates that 31.9% of respondents are Professionals, 56.1% of respondents are 

salaried people, 4.4% of respondents are business people, 1.8% of respondents are 

housewives and 5.9% respondents are students.The sample indicates that17% of respondents 

have completed under graduate degrees, 47.1% of respondents with post graduate degrees, 

29.2% of respondents are qualified in professional courses and 6.7% of respondents with 

other courses indicate up to plus two, diplomas and ITI, etc., 19% of respondents preferred to 

buy the products from small retail shops, 61.4% of respondents prefer to buy from 

departmental stores, 9.4% of respondents buy from exclusive show rooms 

and10.2%ofrespondentsfrombigbazaarmalls. Therefore,theabovedataindicatethatmore number 

of respondents preferred to buy from departmental stores. The table indicates that 53.5% of 

respondents are influenced to take purchase decisions based on the utility of products, 22.5% 

of respondents are keen on the price of the products, and 8.8% of respondents look into 

attractive packing and 15.2% of respondents are influenced by trade mark identification.The 

sample shows that 1.8% of respondents indicate parents are helping to identify the trade 

marks while purchasing the products, 4.1% of respondents indicate children help to identify 

the trade mark at the time of purchase the products, 9.4% of respondents indicate spouse to 

seek assistance to purchase the branded trade mark products and 23.7% of respondents 

identify the trade mark products through friends and relatives. 

Therefore,fromtheabovetableitisinferredthat39%ofrespondentsidentifythebranded 
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trade mark products from parents, children, spouse, friends and relatives etc., The table 

indicates that, 93% of respondents showing preference to purchase the product with trade 

mark and 7% of respondents to purchase the product with no knowledge on trade mark. 

65.5% of the respondents were female that shows more female consumers responded than 

male consumers. More number of respondents prefers to buy from departmental stores.53.5% 

of respondents are influenced to take decisions basedon utility of products and not giving 

much importance to price of the product, attractive packaging, quality etc. 23.7% of 

respondents identify the trade mark products through friends and relatives. 93% of the 

respondents show preference to purchase the product with trade mark. The trade marks 

decided the purchasing pattern of the consumers. 

Table2TABLESHOWINGTHECONSUMERS’PERCEPTIONSOFTRADE MARK 

AWARENESS 

S.No Particulars Yes No Total 

N % N % N % 

1. ATrademarkisavisual 

symbolintheformof 

aword,numerical 

letter.device,brandor a 

label. 

 

333 
 

97.4 
 

9 
 

2.6 
 

342 
 

100 

2. Trademarkhelps toidentify 
theproductanditsorigin. 312 91.2 30 8.8 342 100 

3. Trademarkmustbecapable 

of distinguishing the 

goodsorservicesofone 

person from those  of 
others. 

 

285 
 

83.3 
 

57 
 

16.7 
 

342 
 

100 

4. Doyoupurchasepurelyon 
thebasisofTrademark? 165 48.2 177 51.8 342 100 

5. Trademarkindicatesquality 
anddurability. 312 91.2 30 8.8 342 100 

6. Itguaranteesitsunchanged 
quality. 235 68.7 107 31.3 342 100 

S.No Particulars Yes No Total 

N % N % N % 

7. Allthebuyersarehaving the 

knowledgeaboutthe 
Trademark. 

77 22.5 265 77.5 342 100 

8. Branded goods give 

satisfactiontothecustomers 
/ Consumers. 

 

271 
 

79.2 
 

71 
 

20.8 
 

342 
 

100 

9. Trademarkadvertisesthe 
productindiscriminately. 

214 62.6 128 37.4 342 100 

10. Itisasymbolrepresenting 
thegoodwillofthebusiness. 

314 91.8 28 8.2 342 100 

11. Trademarkmakespossible 
achoicebetween 

competingarticles. 

293 85.7 49 14.3 342 100 

12. Doyouhaveachanceto 
buyaduplicate product 

180 52.6 162 47.4 342 100 
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 withother’sTrademark?       

13. Doyou go forlegal remedy 
forthesaleofduplicate 

product by the Seller? 

 

83 
 

24.3 
 

259 
 

75.7 
 

342 
 

100 

14. Do you know the 

Trademarksareregistered? 
 
256 

 
74.9 

 
86 

 
25.1 

 
342 

 
100 

15. Are you aware many 

Trademarksunregistered? 

148 43.3 194 56.7 342 100 

16. Advertisementsfamiliarize 
theTrademarksofproducts. 

330 96.5 12 3.5 342 100 

17. The customer has an 

inherent right  to be 

protected from 

thedeceptionandconfusion– 
youropinion. 

297 86.8 45 13.2 342 100 

Awareness of trade mark is based on the sample surveyof respondents as shown in the above 

table are consolidated below. The table shows that, 97.4% of respondents are aware of trade 

mark as a symbol, word, numerical letter, device and brand or a label etc., and 2.6% of 

respondents did not have awareness of the trade mark. The sample indicates that, 91 % of 

respondents feel that trade mark helps to identify the products and its origin. 83% of 

respondents are of the opinion that trade mark is distinguishing the goods or services of one 

vendor from those of others. Near 48% of respondents are purchasing purely based on trade 

mark features. Thesamples indicatethat 91.2%of respondents agree that trade mark indicates 

the product quality and durability. 68.7% of respondents are confident that the trade mark 

products are available with guaranteed quality. 

CHI-SQUAREANALYSIS 

Table3 

TABLESHOWINGTHEGENDERANDLEGALREMEDYFORTHESALEOF 

DUPLICATE PRODUCTS BY THE SELLER 

Crosstabulation 

Particulars Doyougoforlegalremedyfor 
thesaleofduplicate product 

bythe seller? 

Total 

Yes No 

 

 

Gender 

Male Count 42 76 118 

ExpectedCount 28.6 89.4 118.0 

Female Count 41 183 224 

ExpectedCount 54.4 169.6 224.0 

Total Count 83 259 342 

ExpectedCount 83.0 259.0 342.0 

Table4 
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TABLESHOWINGTHEGENDERANDLEGALREMEDYFORTHESALE OF 

DUPLICATE PRODUCTS BY THE SELLER 

Chi-SquareTest 

Particulars Value Df Asymp.Sig. 

(2-sided) 

Level of 

Significant 

PearsonChi-Square 12.570
a
 1 .000**  

 

 

 

 

Significant 

Continuity Correction(a) 11.647 1 .001 

LikelihoodRatio 12.168 1 .000 

Fisher'sExactTest    

Linear-by-Linear 
Association 

12.534 1 .000 

No.ofValid Cases 342   

Source:Primarydata**HighlySignificantat1%Level.*Significantat5%Level. 

The sample surveyindicates that there is a highly significant association between gender and 

legal remedy for the sale of duplicate product by the seller. Opinion of female consumers 

indicates that they do not go for legal remedy for the sale of duplicate product by the seller, 

even though the gender categories show high association with the related attributes. 

Table 4 

TABLESHOWINGTHEGENDERANDKNOWLEDGEOF REGISTERED 

TRADE MARKS 

Crosstabulation 

Particulars Do you know the 

trademarks areregistered? 
Total 

Yes No 

 

Gender 

 

Male 

Count 118 0 118 

Expected 
Count 88.3 29.7 118.0 

 

Female 

Count 138 86 224 

Expected 
Count 

167.7 56.3 224.0 

Total 

Count 256 86 342 

Expected 

Count 256.0 86.0 342.0 

Table5SHOWINGTHEGENDERANDKNOWLEDGEOFREGISTEREDTRADE 

MARKS 

Chi-SquareTest 

Particulars Value Df 
Asymp.Sig. 

(2-sided) 

Level of 

Significant 

PearsonChi-Square 20.030(b) 1 .000**  

 

 

 

Significant 

ContinuityCorrection(a) 18.060 1 .000 

LikelihoodRatio 29.027 1 .000 

Fisher'sExactTest    

Linear-by-LinearAssociation 19.858 1 .000 

No.ofValidCases 342   

Source:Primarydata 

**HighlySignificantat1%Level.*Significantat5%Level. 

Thesamplerespondentsshowthatthereisahighlysignificantassociationbetweengender 
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andknowledgeoftheregisteredtrademarks.Male respondentsarefamiliar withtheregistered 

trademarks compared to female respondents, when analyzed based on cross tables. Thefemale 

respondents are having less knowledge about the registered trademarks than male respondents 

because female respondents are not having involvement to acquire knowledge about the 

trademarks and itsregistration. 

Table6 

TABLESHOWINGTHEAGEANDPURCHASEDECISIONSONTHEBASIS OF 

TRADE MARK SYMBOLS 

Crosstabulation 

 Do you purchase purely 

on the basis of trade 

mark? 

Total 

Yes No 

 

 

 

 

 

AGE 

below30 
Count 30 73 103 

ExpectedCount 49.7 53.3 103.0 

31-40 
Count 41 32 73 

ExpectedCount 35.2 37.8 73.0 

41-50 
Count 36 46 82 

ExpectedCount 39.6 42.4 82.0 

Above50 
Count 58 26 84 

ExpectedCount 40.5 43.5 84.0 

Total 
Count 165 177 342 

ExpectedCount 165.0 177.0 342.0 

Table7 

TABLESHOWINGTHEAGEANDPURCHASEDECISIONSONTHEBASISOF TRADE 

MARK SYMBOLS 

Chi-SquareTest 

Particulars Value df Asymp. 

Sig. 
(2-sided) 

Level of 

Significant 

PearsonChi-Square 11.339(a) 3 .010*  

 

 

Significant 

LikelihoodRatio 11.641 3 .009 

Linear-by-LinearAssociation 7.841 1 .005 

No.ofValidCases 342   

Source:Primarydata 

**HighlySignificantat1%Level.*Significantat5%Level. 

The consumer’s perception reveal that generallythere is a significant association between age 

and respondents’ purchase of products purely based on trade mark. Those in the age group of 

50and above areverycautiousaboutthetrademarkpreferencesthanothers.Thismaybe due to the 

fact that aged persons being experienced show a level of maturity in their purchase behavior 

by selecting products of their choice with preferred trademark symbols. 

TrademarkChallengesFacedbyStart-upsin Chennai 

Start-ups in Chennai, an emerging hub for entrepreneurial innovation, face significant 

challenges in managing trademarks, which are vital for establishing brand identity andgaining 

competitive advantage. Trademarks, encompassing logos, names, slogans, and other brand 

elements, are critical for distinguishing start-ups in a crowded marketplace. However, 

thelackof awarenessandunderstandingof trademarklawsamongentrepreneurs oftenresults 
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in unintentional violations and legal disputes. Many start-ups fail to prioritize intellectual 

propertyprotection duringtheirformativestages, leavingtheirbrands vulnerableto imitation, 

infringement, and dilution. 

One of the primary challenges faced bystart-ups is navigating the complex trademark 

registration process. The procedures mandated by the Trademark Act, 1999, though 

comprehensive, often appear cumbersome to start-ups with limited resources and legal 

expertise. Identifyinga uniqueand legallycompliant trademarkis particularlychallenging, as 

entrepreneurs must ensure that their chosen brand name or logo does not conflict with pre- 

existing registrations. Furthermore, the financial costs and time required for completing the 

registration process deter many start-ups, causing delays in securing legal protection for their 

intellectual property. 

Trademark infringement is another pressing issue. In a highly competitive business 

environment like Chennai, start-ups frequently encounter cases of brand imitation, where 

competitors deliberately or inadvertently replicate elements of their trademarks. These 

incidents not only lead to financial losses but also harm brand reputation, creating long-term 

challenges for start-ups trying to build trust with their customers. Additionally, the rise of 

digital platforms has introduced newer challenges, such as cybersquatting, where individuals 

or entities register domain names similar to existing trademarks, leveraging them for 

monetary gain or malicious purposes. 

The lack of affordable and accessible legal assistance exacerbates these problems. 

Many start-ups, operating on limited budgets, find it difficult to engage legal professionals to 

address trademark-related issues. Consequently, they often rely on ad hoc measures, which 

may not be sufficient to protect their intellectual property comprehensively. 

CONCLUSION 

The start-ups ecosystem in Chennai has become a vibrant contributor to economic 

growth and innovation. However, the protection of intellectual property, particularly 

trademarks, remains a significant challenge for entrepreneurs. Trademarks, as vital tools for 

building brand identity and competitive advantage, are often undervalued or overlooked by 

start-ups, leaving them exposed to risks such as infringement, dilution, and imitation and the 

multifaceted challenges start-ups face in navigating trademark-related legal issues, including 

the complexities of the registration process, limited awareness of trademark laws, and thehigh 

costs associated with securing and enforcing trademarks. Reveal that many start-ups in 

Chennai lack adequate knowledge and resources to address these challenges effectively. 

The study existing legal framework and institutional support systems to address these 

challenges. While the Trademark Act, 1999 provides a robust foundation for trademark 

protection, its implementation requires greater accessibility, efficiency, and affordability for 

start-ups. 
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