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Welcome
to Figurel

INNOVATION COMES IN MANY FORMS -

A SIMPLE IMPROVEMENT TO A PRODUCT,

A SPARK OF CREATIVITY THAT BUILDS A BRAND,
OR A BOLD LEAP INTO UNCHARTED TERRITORY.

www.albright-ip.co.uk m

At Albright IP, we have the privilege of seeing these moments of ingenuity
every day. This issue of Figure 1 is dedicated to celebrating those stories,
and the people who dare to imagine something different.

When | founded Albright IP back in 2007, my vision was simple: to help
people protect the ideas and innovations they'd worked so hard to create.
What | didn't fully appreciate at the time was just how many extraordinary
stories we would become part of, stories of businesses pushing
boundaries, of creativity sparking new industries, and of individuals
determined to leave their mark on the world.

This issue celebrates those stories. You'll meet start-ups turning passion
into global opportunity, and established companies finding new ways

to thrive by putting intellectual property at the centre of their strategy.
We also share insights from our attorneys on the latest changes in IP law,
always with a focus on how businesses can use these developments to
their advantage.

What excites me most is the sheer variety of innovation we see every day -
from engineering breakthroughs to creative brands with global ambitions.
Each reminds us that protecting ideas is not just about safeguarding the
present but about building confidence for the future.

As you read through these pages, | hope you'll find inspiration in the
journeys of others, and reassurance that with the right protection,
innovation can truly flourish.

Robert Games
MANAGING DIRECTOR

What excites

me most is the
sheer variety of
innovation we
see every day —
from engineering
breakthroughs
to creative
brands with
global ambitions.
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How to reduce your
UK corporation tax bill
by 60% with patents

G

The relief applies to profits
attributable to the patented element,
and companies can backdate claims
for up to five years once a patent

is granted. While the rules are
technical, the financial benefits

can be substantial, especially for
companies already investing in R&D.

Why many SMEs miss out

Despite its generous benefits, Patent
Box remains underutilised, particularly
by SMEs. We've explored the rationale
for this before in Figure 1. The reasons
are familiar: lack of awareness,
perceived complexity, and confusion
around eligibility.

Their conclusion? If a patented
component is integral to the

product, the entire sale can qualify.
That insight made a significant
difference, especially for small, simple
components that are embedded in
high-value infrastructure projects.

For example, a patented bracket was
included in most sales, and even
though the component itself was
relatively small, it was a fundamental
requirement of the system and,
therefore, integral. By applying the
relief to the full product sale, the
company was able to unlock far
greater value.

www.albright-ip.co.uk “

“ One of our clients, an engineering Building a system that works
firm that designs, manufactures, Over time, the company developed a When you'e
and installs steel infrastructure, robust internal system to flag eligible making
had long been claiming R&D tax relief. jobs at the point of sale. Once a patent  good profits,
But Patent Box? is granted, they can backdate claims Patent Box
INNOVATION OFTEN HAPPENS QUIETLY - for up to five years, capturing profits can generate
THROUGH CLEVER DESIGNS AND SMARTER WAYS TO BUILD. ”I‘think it was pushed,”the compar?y's from earlier periods when the product significant cash
director admits. “/ tend to get emails was already in use. for investment.
. about tax relief relating to innovation.” It's essentially
. . . . “Now, [ think we have a system in place,” an extra 15%
Dr William But for one UK SME in the infrastructure ~ What is Patent Box? From R&D to Patent Box: the director says. “It's integrated with
Doherty sector, innovation isn't just about The UK’s Patent Box regime allows alearning curve ourjob trgck/'ng and sales processes.” CClSh'Ol’l all
technical design - it's a powerful 8 applicable sales.

financial strategy. Thanks to the UK's
Patent Box tax relief, smart engineering
has made a significant increase to
their bottom line.

The UK's Patent Box scheme offers
an attractive opportunity for
innovative businesses - yet many
SMEs still overlook it. In this article,
I'l explore how the scheme works,
why it remains underused, and
how one company's journey from
confusion to clarity reveals its true
potential: not only as a tool for tax
efficiency, but as a driver of long-term
business resilience.

* www.gov.uk/hmrc-internal-manuals/corporate-intangibles-
research-and-development-manual/cird210160

companies to apply a reduced 10%
Corporation Tax rate to profits

earned from patented inventions.
Introduced in 2013 and revised in 2016
to align with international standards,
the scheme is designed to reward
innovation and encourage companies
to retain and commercialise intellectual
property (IP) in the UK.

To qualify, a company must:

e Hold or exclusively license a
qualifying patent granted by the
UKIPO, EPO, or certain EEA countries.*

e Have undertaken qualifying
development relating to the
patented invention.

e Generate income from the patent,
through product sales, licensing,
or use in services.

Their first claim came in 2021.
The process wasn't easy, but it was
worth it.

The company had already built

a system for tracking R&D costs
using job numbers. This allowed
them to claim enhanced deductions
on qualifying expenditure. But
transitioning to Patent Box required
a new layer of complexity: tracking
profits from patented products,
understanding the R&D nexus
fraction, and navigating HMRC's
rules on eligible income.

“It was not easy to work out the relief
due,”the director recalls. “There was
conflicting advice on whether the sale
of a component or the whole product
applied. | had to do my own research.”

Still, it wasn't without challenges.
Accountants were initially hesitant.
Apportioning overheads and
understanding adjustments, like the
10% routine costs deduction, required
persistence and a willingness to dig
into the detail.

“There’s always a grey area,” the
director explains. “Apportioned costs
and overheads are tricky. But once you
understand the mechanics, it becomes
manageable.”

The payoff? “When you’re making
good profits, Patent Box can generate
significant cash for investment. It's
essentially an extra 15% cash on all
applicable sales.”
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Patent Box
could be the
difference
between
survival
and failure.

'\’

The strategic value of Patent Box

For this company, Patent Box isn't just
about tax savings, it's about survival
and growth. “Businesses usually fail
through lack of cash, not profit,” the
director notes. “Patent Box could be the
difference between survival and failure.”

The scheme also reinforces a culture
of innovation. The company runs

an internal ‘ideas club’ to encourage
creativity across all departments,

from engineering to IT. “It maintains

a focus on innovation, which is essential
to maintain a competitive edge. It creates
an upward spiral.”

Patent Box also complements R&D
tax relief. While R&D relief supports
innovation during development,
Patent Box rewards commercial
success. Together, they form a
powerful incentive loop: invest in
R&D, secure IP, and benefit from
long-term tax efficiency.

Advice to other SMEs

The director is candid about the effort
involved. “It's hard work and [ really
don't enjoy it. I'd rather be doing product
development or mentoring. But it's too
good to ignore.”

Their advice to other SMEs? Don't let
the complexity deter you. Start by
identifying patented products, track
profits carefully, and seek expert
support. The rewards, both financial
and strategic, can be substantial.

“Even if the patent isn't watertight

in terms of design protection, it can
still qualify,” the director adds.

“So, obtaining patents is no longer
just about safeguarding ideas and
solutions, patents provide direct tax
benefit, increasing the value of sales.
It's cumulative as clever ideas are sold
at higher margins and higher margins,
mean more tax relief.”

One final ancillary benefit: “Innovation
is also the fun part of the job, which
keeps staff motivated.” Well said!

Turning innovation into impact

The Patent Box regime offers a
powerful incentive for UK companies
to innovate and commercialise IP.
While it may seem daunting at first,
the experience of this engineering
firm shows that with persistence and
the right systems, SMEs can unlock
significant value.

An accountant with a good knowledge
of Patent Box is also invaluable and
can make the journey easier.

For companies already investing in
R&D, Patent Box is the next logical
step. It's not just about tax, it's about
building a resilient, innovation-driven
business with the cash flow to grow.

In a world where margins are tight

and competition is fierce, Patent Box
can be the difference between standing
still and moving forward. For this
company, it's become a cornerstone
of their innovation strategy as it has
significantly increased their bottom
line, and a reminder that smart ideas
deserve smart rewards.

IP Untangled: why SMEs
need to stop sleeping on
their intellectual property

£ o)

LET'S BE HONEST - INTELLECTUAL PROPERTY (IP) DOESN'T EXACTLY

SCREAM EXCITEMENT, OTHER THAN TO FOLKS LIKE ME.

It's not the thing that gets most
business owners out of bed in the
morning. But here's the thing; if you're
running a small or medium-sized
business and you're not thinking about
IP, you might be sitting on a goldmine
without even realising it.

At Albright IP, we've seen it all.

The brilliant product that's never
patented. The catchy brand name
that's unregistered. The software tool
that's quietly powering a business...
and quietly unprotected. That's why we
created IP Untangled, a no-nonsense
seminar designed to help SMEs get
their heads around IP without

needing a law degree.

If you're looking to take a more
structured approach to managing
your intellectual property, our

IP Audit offers a comprehensive next
step. It provides a clear overview of
your existing IP assets, highlights any
gaps or risks, and outlines practical
actions to strengthen your position.
It's a valuable opportunity to ensure
your IP is aligned with your business
goals and properly safeguarded for
the future.

«’

L

Dr William
Doherty
PATENT

ATTORNEY,
DIRECTOR




It's practical, it's
interactive, and
it's designed for
real businesses
rather than
legal nerds.
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So, what actually is IP?

Let's start with the basics. IP is the
stuff you create that isn't physical
but still has value. It's your ideas,
your branding, your inventions,
your designs. It's the thing that
make your business yours.

There are a few main types:

e Trade marks: Your name, logo,
brand. Basically, your business's
face to the world.

e Patents: Protection for new
inventions or technical wizardry.

e Design rights: The look and feel
of your product (yes, even that
weirdly ergonomic stapler).

e Copyright: Automatically protects
original content like code, artwork,
or that blog post you spent three
hours writing.

e Trade secrets: The stuff you don't
tell anyone. Not even your dog.

Each of these plays a different role,
and together they form your IP
armour. The problem? Most SMEs
don't even know they're wearing it,
let alone how to reinforce it.

The awareness problem
(a.k.a. ‘we didn't know we had that’)

Here's a scenario we see all the time:

a business is growing, innovating, building
a brand, all the while completely ignoring
its IP. Not out of negligence, but because
no one's ever explained why it matters.

Common myths include:

e ‘We're too small for patents.’

e Trade marks are only for big brands.’
e 'IP is expensive and complicated.’

o ‘We'll deal with it if someone copies us.’

Spoiler alert! By the time someone copies
you, it's already too late. IP isn't just a legal
checkbox. It's a business asset. It can help
you stand out, attract investment, license
your tech, or even boost your valuation
if you're thinking of selling. And yes,

it can stop copycats in their tracks,

but only if you've done the groundwork.

Enter IP Untangled

This is where IP Untangled comes in.
It's our introductory seminar for SMEs
who want to get a grip on IP without
falling asleep halfway through.

We cover:

e What IP actually is (and isn't).

e How to spot it in your own business.
e What's worth protecting and how.

e What happens if you don't.

e And how to avoid the classic
‘we should've done this
years ago’ moment.

It's practical, it's interactive, and it's
designed for real businesses rather
than legal nerds. We've run sessions

for manufacturers, software developers,
creative agencies, and everything in
between. The feedback? “/ didn't realise
how much IP we had.” Followed closely by,
“Why didn't anyone tell us this sooner?”

The IP Audit:
your business’'s IP MOT

Once you've untangled the basics,
the next step is to figure out what
you've already got, and what you
should be aiming for. That's where
our IP Audit comes in.

Think of it like an MOT for your
intellectual property. We take a look
under the bonnet and check:

e What IP you already own
(and whether it's protected).

e What you've created but haven't
locked down.

e What risks you're running (like that
logo you never registered).

e What opportunities you're missing
(like that process you could patent).

e Whether your contracts are quietly
giving away the crown jewels.

The result? A clear, jargon-free report
that tells you what's what, and what
to do next. No fluff. No fear. Just a
roadmap to make your IP work harder
for your business.

Why this matters
(now more than ever)

Here's the reality: in 2025, your ideas
are your edge. Whether you're building
software, designing products, or just
running a slick service, your IP is what
sets you apart. And in a world where Al
can churn out content and competitors
can pop up overnight, protecting that
edge is more important than ever.

Plus, investors love IP. It shows you've
thought ahead. It gives them something
to back. And if you're ever thinking of
selling your business? A tidy IP portfolio

can add serious weight to your valuation.

In short - IP isn't just a legal thing.
It's a business thing. And it's time
more SMEs treated it that way.

Five things you can do right now

Not sure where to start? Here's a quick
to-do list:

1.Book an IP Untangled session -
seriously, it's an hour or two that
could save you years of headaches.

2.Make a list of everything you've
created, be it, products, names,
logos, content, processes.

3.Check your contracts, especially
with freelancers and collaborators.
Who owns what?

4.Talk to us about registering your
trade marks, because your name
and logo are worth protecting.

5.Ask about an IP Audit. We can help
you work out what you've already got
and take a look at making it work for
you (hint - read back to the Patent
Box article...).

Final thoughts:
don't leave it too late

We get it. IP isn't always top of the to-do
list. But it should be somewhere near the
top. Because once you understand what
you've got, you can protect it. And once
you protect it, you can use it strategically,
commercially, and confidently.

So, if you're an SME with ideas,
products, or a brand you care about,
don't wait for a wake-up call. Untangle
your IP now and give your business
the protection it deserves.

Whether
you're building
software,
designing
products, or
just running

a slick service,
your IP is what
sets you apart.
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Driving
innovation
worldwide:
protecting
Avoda Golf's
groundbreaking
products

www.albright-ip.co.uk “

The company’s
big break
came in early
2024, when
Avoda Golf
got the chance
to produce a
set of custom
clubs for a top
10 professional
golfer.

AVODA GOLF HAS QUICKLY RISEN FROM A START-UP CONCEPT
TO A BRAND USED BY ELITE PLAYERS ON THE WORLD STAGE.
WITH THE SUPPORT OF ALBRIGHT IP, ENSURING ITS UNIQUE
PRODUCTS AND OFFERINGS ARE PROTECTED HAS BEEN VITAL
AS THE COMPANY GROWS AND EXPANDS INTO NEW REGIONS.

Avoda Golf was founded in 2023

by brothers Tom and Nick Bailey.
Tom, a professional golfer and coach,
aspired to not only perform at the
highest level but to support others

to improve their game. This led to

a move to America to work with
legendary golf coach, Mike Schy,

who has been fundamental to the
success of Avoda Golf.

Through him, Tom found a playground
to work on his game and develop his
own equipment. While he explored
many different equipment options,

Tom couldn’t find what he needed on
the market. So, he bought blank forgings
online and ground them down by hand
to produce exactly what he needed.

Meanwhile, Nick was working in
product development and marketing
in another sector. When Tom called to

say that interest in his products was
growing, Nick stepped in to help bring
them to market. By October 2023,
Avoda Golf had its first prototypes.

The company's big break came in
early 2024, when Avoda Golf got the
chance to produce a set of custom
clubs for a top 10 professional golfer.
That player went on to perform
extremely well at the Masters and,
ultimately, went on to win the

US Open using Avoda equipment.

Nick said: “This really helped to propel
us onto the scene. We were getting huge
exposure in the press - the web traffic
was like nothing | had seen before.

“With that, of course, came new challenges
in managing the brand and we needed to
ensure that our intellectual property (IP)
was covered as it should be.”



We'd have been
completely

in the dark if
we'd decided

to handle it all
ourselves. With
the Albright IP
team, we could
draw together
a professional
strategy.
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Building protection with Albright IP

Recognising the need for expert support,
Avoda turned to Albright IP in early
2024. Nick had worked with the firm

in a previous role and knew they could
guide their start-up business through
any potential IP issues.

“First, | needed to understand what it
meant to have trade mark protection
in different countries,” said Nick.
“We secured a US trade mark, which
was vital because of all the attention
we were getting from journalists and
industry players.”

Over the next year, Avoda Golf and
Albright IP took a strategic approach,
using the Madrid Protocol to protect
the company’s logo and word mark
beyond the UK and US to other
countries, ensuring the protection
needed to expand internationally.

Nick and his team worked closely with
Trade Mark Attorney James Beeton
and Patent Attorney and Director

Dr Will Doherty.

“Towards the back end of last year, we
really started developing the business,”
explained Nick. “Our whole mission is to

spot what others aren’t doing and fill
the gaps in the market. So, obviously
we needed to look at bringing new
products to market. We now have
two patents pending. We'd have been
completely in the dark if we'd decided
to handle it all ourselves. With the
Albright IP team, we could draw
together a professional strategy.

“One of the biggest hurdles has been
navigating national rules and laws
across the different countries. China,

for example, is a first-to-file county when

it comes to patents and trade marks -
meaning a delay could have left Avoda
Golf vulnerable to legal challenges.

“You need to really know your market
and plan ahead, be proactive, not
reactive. Albright IP’s network and local
contacts has given us the confidence

to expand into new areas,” said Nick.

“We've got major aspirations as a brand;

we want to make a global impact.
Knowing what regions we want to
break into early has helped us plan
ahead. Will, James, and the Albright IP
team were able to advise and support
us through it all.”

On a mission to transform the game

With IP protection in place, Avoda Golf
has real ambitions to make a change

in the industry. Their slogan, Only if you
want to get better, reflects the company’s
focus on helping golfers improve their
game through long-term development
and correctly fitted equipment.

Tom and Nick are determined to create
a more personalised experience for
golf professionals. Instead of forcing

a player to adjust to equipment, the
equipment is tailored to the player.
This unique fitting approach is

helping players get the very best

out of their game.

“We have had players coming in for

a fitting with us and | have actually seen
them crying, because they have never
seen results like it,” added Nick. “Avoda
Golf is a labour of love for me and Tom
and everyone involved sees it as a lifestyle
- they love producing the products and
getting real results for golfers.

“It feels good to help people be the best
they can be.”

Visit www.avodagolf.com to find out
more about how Avoda Golf is helping
players across the world fine-tune
their game.

Avoda Golf's journey demonstrates how vital it is to integrate IP strategy
with business growth from the very beginning. Their innovations are
exciting, but without protection they could be left vulnerable. By securing
trade marks and patents in key markets, Avoda Golf has created a strong
platform for global expansion. Protecting their creativity is not just about
safeguarding inventions, it's about enabling long-term commercial success.

James Beeton, Trade Mark Attorney, Albright IP

www.albright-ip.co.uk “

You need to
really know
your market
and plan ahead,
be proactive,
not reactive.
Albright IP's
network and
local contacts
has given us
the confidence
to expand into
new areas.
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The insider
perspective
on the future
of intellectual

property

ROBERT GAMES, ALBRIGHT IP'S
FOUNDER AND MANAGING DIRECTOR,
ANSWERS QUESTIONS FROM THE
FIGURE 1 TEAM. WHAT TIPS HAS HE
PICKED UP FROM MORE THAN 20 YEARS
IN 1P AND HOW CAN UK BUSINESSES
COMPETE AS EFFECTIVELY AS POSSIBLE
IN THE GLOBAL MARKETPLACE?

After gaining
experience both
in regional
practice and in a
larger corporate
environment,

I felt I had the
right grounding
togoout on

my own.

Can you tell us about your
journey into IP and how you
came to start Albright IP?

My background is in Mechanical
Engineering, having studied at
Southampton University. After
graduating, | spent a couple of years
running my own building and rentals
business, but | was keen to move into
a professional career.

’, By chance, | came across a role at the
UK Intellectual Property Office (UKIPO),
which was close to where | was living in
Wales at the time. That led to four years
as a patent examiner - an excellent
introduction to patent law and a really

solid grounding in IP.

From there, | moved to Leicester to join
Marks & Clerk, where | spent four very
interesting years working on everything
from knitting machines to stents and
even amphibious vehicles. Later, family
reasons took me to Bristol, where |
qualified as a European Patent Attorney
at HLK, working with large international
companies through overseas attorneys.
Those experiences gave me a strong
mix of regional and corporate work
and, ultimately, set me on the path to
founding Albright IP

What prompted you to take the
step of founding Albright IP?

I'd always had in mind that | would one
day run my own business. My parents
were self-employed photographers,

so that example was there from an
early age. After gaining experience
both in regional practice and in a larger
corporate environment, | felt | had

the right grounding to go out on my
own. In 2006, | set up Albright Patents
as a sole trader, initially focusing on
mechanical patents and trade marks.

It was something of a baptism of fire

- | opened the doors without a single
client, but within the first year | had built
up a significant workload, particularly
in trade marks, which meant | had to
quickly expand my knowledge and
capacity. That fast start, and the quality
of advice | was able to offer, gave the
business real momentum.

How did you handle
such fast growth?

When you're building a business,

I've always talked about the Rule of
Threes. Whenever a business grows to
three times its original size, its original
processes stop working. You've got to go
back and redesign them from scratch.

Within two years, | was joined by
Adrian Hocking and Katie Oliver, who
were both very experienced. Now, there
were three of us instead of one. Two
people can just share a spreadsheet

on a drive and still work effectively.

But three can't, four definitely can’t.

So, we had to set up a whole IT system
for only a handful of us. Then once we
grew to nine people, everything had
changed again. Now, after 20 years,
there are 40 of us, so we have full
dedicated IT and HR functions and
people with various specialities. We're
serving a global client base, all from
our lovely office in Cheltenham.

-R Adrian Hocking, Julia House, Katie Oliver,

What should clients be When you're

prioritising right now? building a
Right now, we're again seeing focus business, I've
on cost pressures. Particularly with always talked
the increased cost of employing about the Rule
people in the UK, IP needs to deliver of Threes.
value for money. “

| advise businesses not to overlook
the Patent Box tax relief that's
available. The Government has
committed to maintaining it for
businesses with potentially patentable
inventions that might be brought

to market.

Business leaders should take a
long-term view of the value of
patenting products to maintain their
monopolies and for the Patent Box
tax benefit as well. In today's market,
foreign companies, particularly in
China and India, can easily replicate
and supply large volumes of product.

Registering trade marks lets you
effectively police online marketplaces.
Registered designs are an often-
overlooked tool, but they can prevent
the sale of competing products copied
in online marketplaces.
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We didn't know
what we were
getting ourselves
into, but every
Tuesday we'd
have some food
together and
work on this
boat. Using
plans I drew
from YouTube,
we built a
16-foot pine on
oak-framed skiff.

Are any particular industries
overlooking IP opportunities?

I've got a personal story about that,
actually. When my father died in 2006
he left me, of all things, some piles

of oak. I had this idea of building a
riverboat on the Avon. So, | set about
building a team of people who might
be interested in helping.

There were four of us; a retired lawyer,
an art dealer, a primary school teacher,
and me. We didn't know what we

were getting ourselves into, but every
Tuesday we'd have some food together
and work on this boat. Using plans |
drew from YouTube, we built a 16-foot
pine on oak-framed skiff.

It was a proud moment for us all when
amarine engineer handed us our
report to say we were river worthy.
But throughout the process, | realised
how many people in the marine
industry create wonderful modern
boat features and don't protect them.

Maybe there’s a romanticised idea
that because shipwrights can build
anything, there's nothing left to
invent? But there’s an opportunity

for marine industries in the UK to tie
their products down and get revenue-
generating IP for 20-plus years.

What do you see on the
horizon for IP more generally?

Well, everyone needs to have an
opinion on Al, of course. In reality,

it'll be increasingly used to help draft
patent applications and handle office
back-end processes. But Al learns

from information available now.
There's a question to be asked whether
something completely new can be
successfully covered by Al.

Clients are already using Al to

help produce invention disclosure
documents to assist their patent
attorneys. But in our experience,
these documents are very long

and tend to hide the key elements.
There's nothing like sitting down with
an inventor for an hour to understand
where the inventive steps may lie.

My advice is always is to take a long-
term view of IP. A simple omission
today could cost you significant
value tomorrow.

pv TN

Practice and policy

changes underway
at the UKIPO -

key takeaways for
trade mark owners

IN THE LAST FEW MONTHS,

THE UK INTELLECTUAL PROPERTY
OFFICE (UKIPO) HAS ISSUED A
TRANSFORMATIVE PRACTICE
UPDATE THAT WILL IMPACT

THE SCOPE OF UK TRADE MARK
PROTECTION THAT CAN BE
SECURED, AND THE WAY THAT
RIGHTS WILL BE MANAGED

AND ENFORCED.

Some changes are already in place,
and others will come into play within
the next 18 months, as explained in
more detail below.

1. Abolishing series trade marks

Within the next 18 months, there will be
a phasing out of the ‘series'’ filing option,
which allowed applicants to file up to
six similar marks (e.g., logo in different
colours) under one application and fee.
Critics highlight the provision created
frequent invalid applications and added
complexity at the examination stage.
However, the ‘old’ system provided
significant benefits. Under the practice
to date, a valid series affords a broad
scope of protection at a much lower cost
than filing separate applications, which
will be the only option going forwards.

2. Launching digital access
and public transparency

As part of a broader intellectual
property (IP) digital overhaul, the
UKIPO is enhancing digital access:

e The ‘One IPO' Search Tool. Launched
in January 2025 for patents, it will
soon include trade marks and
designs, allowing users to search
across all IP assets with greater ease.

e Online public document access:
trade mark and design documents
(e.g., examination reports and
submissions) will be made accessible
online. It is not yet clear whether
this will only be post-publication of
an application i.e. to correspond to
practice at the EUIPO. In any event,
applicants will be able to request
confidentiality over documents or
parts of documents.

e The UKIPO intend to pilot mediation
sessions for unrepresented parties,
aiming to resolve trade mark disputes
more efficiently and cost-effectively.
However, the obvious benefits of
being represented by a qualified
trade mark attorney cannot be
underestimated.

Julia
House

TRADE MARK
ATTORNEY,
DIRECTOR

Under the
practice to date,
a valid series
dffords a

broad scope

of protection

at a much
lower cost than
filing separate
applications,
which will be
the only option
going forwards.
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As of 1 January
2026, only
genuine use in
the UK will be
recognised, and
use of a trade
mark in the EU
will cease to
qualify as being
valid evidence
of use in any UK
proceedings.

3. Bad faith threshold tightened

The ruling in the Supreme Court case of
Sky v Skykick in late 2024, determined that
trade marks filed with an overly broad
specification without genuine intention
to use can be considered bad faith,
rendering them at least partially invalid.

The decision led to the UKIPO issuing
updated guidance (Practice Amendment
Notice 1/25), in June 2025, with
immediate effect, advising trade mark
examiners to:

e Object to manifestly broad
specifications i.e. filing for all 45
Classes, or for all goods in Class 9.

e Require commercial justification if an
applicant includes broad terms without
further specifying what is intended
to be covered i.e. the broad terms,
‘computer software’, or ‘clothing’.

e If an objection is raised, an applicant
will be given the usual two months
within which to justify the specification
filed, or amend it to conform to the
new practice standard.

4. End of EU use being relevant
for UK comparable rights

After Brexit, EUTMs and International
Registrations designating the EU
automatically became UK ‘comparable’
Registrations. As of 1 January 2026, only
genuine use in the UK will be recognised,
and use of a trade mark in the EU will
cease to qualify as being valid evidence
of use in any UK proceedings.

This shift places UK holders of
‘comparable’ marks (derived from
EUTMs) at higher risk of revocation if their
mark hasn't been actively used in the

UK market within the relevant five year
period. As such, businesses are advised
seek our advice as to how to regularly:

o Audit their trade mark portfolios.

e Ensure their trade marks are in use in
the UK, and be ready to evidence this.

o Keep good records of relevant use, or
details of exceptional circumstances as
to why use in the UK was prevented.

5. Allowing partial replacement
of UK trade marks

Effective as of November 2024, partial
replacement of UK trade marks

with International (Madrid) System
registrations is permitted, even if the
latter only cover a subset of goods/
services. Previously, full coverage

was required.

This flexibility means trade mark
owners can streamline their portfolio
by replacing UK rights with International
Registrations, while retaining UK
protection for other goods not

covered by the IR.

Summary and implications
for trade mark owners

The recent developments demonstrate
a clear shift toward modernisation,
transparency, and rigour in UK trade
mark practice. Whether you are an IP
specialist, business owner, or brand
manager, here are a few key takeaways:

e Act now: ensure EU use is
supplemented with genuine UK
use before 1 January 2026.

e Consider how to modify trade
mark filing strategies before the
UKIPO: in anticipation of the series
option disappearing.

e Be precise: file applications with
focused, commercially justifiable
specifications to avoid UKIPO
objections.

o Leverage the Madrid System:
use new flexibility to streamline
international filings, while retaining
necessary UK protection.

A separate review is underway that
will impact designs, and a commentary
upon that will be provided in a future
edition of Figure 1.

strategy pays oft

INTELLECTUAL PROPERTY COMES IN VARIOUS FORMS,
AND PATENTS CAN BE ONE OF THE MOST POWERFUL.

Implementing a well thought out patent
strategy can reap significant rewards
for you and your business. A granted
patent can even help to lower your
overall corporation tax bill - interested?

What is a patent?

A patent is a property right which
provides a monopoly over an
invention. And an invention can be...
all sorts of things, actually. A brand-
new material, a never-before-seen
arrangement of parts in a machine,
an incremental improvement to a
conventional device, a new method
of manufacturing something, a new
use of a known medicine, and so on.

Admittedly, not everything is
patentable, but patents can be granted
on all sorts of weird and wonderful
things, as long as the key inventive
concept is new and non-obvious over
anything that is publicly known.

Perhaps you're developing an
improved product or process right
now - if it's different enough from
known products/processes, if there's
a technical and/or commercial

advantage to its difference(s) or USP(s),

if it's something that someone could
reverse-engineer, it's something you
should patent.

Strategy and timing
are key for patenting
and for walking out to
St. Michael’'s Mount.

Marc
Maidment
PATENT

ATTORNEY,
DIRECTOR



Keep your
invention a

secret like
Nanjizal Cove.

Your new Why are patents valuable? What is the Patent Box? keep your invention secret until Registered designs and trade marks

market Put another way, why can a patent - The Patent Box is a UK government you have applied for a patent. can reinforce protection on your

opportunity words on a piece of paper (or screen)-  scheme. It allows you to reduce your Information about your invention products and brand. Keeping good

becomes their add substantial value to your business  overall corporation tax in the UK on should be carefully controlled before records can support claims in respect

new market and encourage outside investment? profits from patented inventions, that. Any public disclosure before you of unregistered design rights and

opportunity. usually down from 25% to 10%. file could wipe out your patent later copyright. IP insurance can give

After all, if Because, in a granted patent, the right on. Your new website page? The slick you ammunition to defend against

you see value words give you the right to stop anyone It doesn't matter if your patent protects LinkedIn® post? The flashy Instagram®  allegations of infringement and to

in pursuing else from copying your invention. the greatest thing since sliced bread reel? Keep them under lock and key pursue enforcement action. As you

your invention, And that can be very lucrative. (slicing machine invented in 1928), or if until you've filed a patent application. can see, there are many different

others will see the scope of protection is narrower than factors at play. Y Tk

the value in If you have invested considerable pencil lead (patented at various times, It is also important to understand that . Tou wili keep

copying it. funds in brainstorming, designing, e.g., in 1795), if your granted British a single patent may not secure your What this means for you gmo"at“_fl'lg'
prototyping, refining, testing, finalising, ~ patent covers your product, then you market for the long term. You willkeep ~ The more important your invention, ut so will your

(11 manufacturing, marketing and selling can apply for corporation tax relief on innovating, but so will your competitors.  the more you have invested, the more ~ COIMPeLItOrs.
a critical new product (or similar global sales of your patented product. If they can develop an improved version  you should commit to protecting that If they can
steps for a process), it makes sense of your original invention, then that is invention and investment. (.rlevelop et
to add one more step: protecting it. There are some nuances that depend theirs to patent. They may not be free improved version
Otherwise, you've done the hard work on whether you patent a product or to commercialise it because of your Crafting and following a bespoke of your original
of forging a new path, and competitors  a process, and you do have to have original patent, but their patent can patent/IP strategy can guide your invention, then
can immediately follow and copy you undertaken ‘qualifying development’ stop you from improving your own efforts in getting to market and staying  that is theirs
- quickly, easily, and freely. Your new on the invention. But the crux is that product/process. If you patent key there successfully, while mitigating to patent.
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market opportunity becomes their new
market opportunity. After all, if you

see value in pursuing your invention,
others will see the value in copying it.

A patent is one of the core commercial
weapons you need to tackle

you can leverage a granted patent
to make a profitable product even
more profitable.

What is the best strategy?

There is no ‘one size fits all’ patent

or intellectual property (IP) strategy.
Different strategies will be beneficial

in different ways, depending on the
size of your company, the sector(s) you
operate in, and the types of inventions
you devise, among others. That said,
there are some things you can do
which are generally part of any robust
patent strategy.

One of the most critical things is to

incremental improvements as you go,
you can lock your competitors out and
maintain your competitive edge.

Do you engage contractors to develop
things for you? Check that their
contracts assign all relevant IP rights

to you, and that they are legally obliged
to sign supporting documents where
needed (even years down the line).

Have you checked if your competitors
have any IP rights? It can save blood,
sweat and tears to do a patent search
at an early stage - you might avoid
being sued for patent infringement.

commercial risks and, perhaps, even
getting a helping hand from HMRC.

www.albright-ip.co.uk n

The gate to Tintagel
Castle won't reduce
your corporation tax
bill, but the door to
the Patent Box might.

Protect your

unauthorised copying. Indeed, having invention and

a patent, or even a pending patent
application, can deter competitors
from trying to copy your invention
in the first place.

ride the waves of
success that follow.

Your patent can be like a
lighthouse, guiding others
away from your invention.

Last, but absolutely not least, having
a granted British patent opens your
door to the Patent Box.
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helped Oasis deliver
a Supersonic summer

THIS SUMMER, AFTER A 16-YEAR
HIATUS, THE ICONIC BRITISH ROCK
BAND OASIS REFORMED TO DELIVER
ONE OF THE MOST ANTICIPATED
MUSIC TOURS IN RECENT HISTORY.
BUT BEYOND TICKET SALES, NOEL
AND LIAM GALLAGHER HAVE TURNED
TO A LESSER-KNOWN MEANS OF
GENERATING BRAND VISIBILITY

AND REVENUE... TRADE MARKS.

Some might say Oasis are among the
most influential British rock bands of
all-time. Oasis' fame is largely thanks
to its repertoire of anthemic hits,
coupled with the headline-grabbing
antics of the mercurial Gallagher
brothers. But while Noel and Liam
tend to make headlines for their
combative behaviour, their business
acumen has long been overlooked.

Oasis Live 25 was announced in August
2024, sending people scrambling (myself
included) to ticket purchasing sites in
the desperate hope of being among the
lucky few to attend. But beyond ticket
sales and advertising, the Gallaghers'
masterplan has seemingly been to
harness the power of a growing trade
mark portfolio, allowing them to boost
revenue in the UK and overseas through
an extensive catalogue of merchandise.

A new UK trade mark application for
Oasis Live 25 was filed in September
2024; this would become the tour’s
headline image. Similar applications
were filed for the band's iconic logo,
as well as the Gallagher brothers
images in profile. As you would
expect, a multitude of Class 41
‘entertainment’ services feature
prominently in the specifications of
these trade marks, as does a plethora
of ancillary goods, notably clothing
and headwear in Class 25. Branded
band tees and bucket hats quickly
became this summer’s ‘look’ among
Oasis’ army of fans.

The incessant demand for merch also
saw Oasis leverage the power of their
trade marks to enter a number of
lucrative brand collaborations. Suitors
included Adidas, Manchester City
Football Club and Berghaus, to name
but a few. In doing so, Oasis successfully
leant on the expertise and market
knowledge of established fashion
brands to produce ranges of high
quality, aesthetically pleasing garments
- leaving fans looking and feeling
Supersonic, while maximising Oasis’ ROl
from the relatively meagre cost of filing
said trade mark applications.

Clearly the band has recognised and
embraced the magnetism of their
trade marks. This is reflected in the
scope of their new applications, which
cover a plethora of goods commonly
associated with merchandise:
sunglasses, jewellery, posters,
magazines and mugs, and though

the reputation of the band cannot

be argued, there are question marks
as to when superfans may be able to
purchase some of the more peculiar
goods listed within their specifications,
namely kitchen utensils, dental floss,
artificial Christmas garlands and
mosquito nets... yes, really!

Nevertheless, Oasis' trade mark
portfolio continues to grow, little by
little, with recent applications filed in
several overseas markets, including
Australia, Canada, EU, Japan, Mexico
and USA. In doing so, Oasis' ability to
maximise the commercial benefits of
their trade marks in these markets
while also consolidating their legal
rights to prevent brand abuse has
been immeasurably strengthened at
a time when the band’s popularity is
arguably at an all-time high, and both
genuine and illicit businesses will seek
to take advantage.

www.albright-ip.co.uk “

The incessant
demand for
merch also saw
Oasis leverage
the power of
their trade
marks to enter
a number of
lucrative brand
collaborations.
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Can you register designs
to functional products?

Frederick
Noble

PATENT

ATTORNEY,
DIRECTOR

Registered
designs
protect not
how a product
works, but its
appearance.

REGISTERED DESIGNS PROTECT NOT HOW A PRODUCT WORKS,
BUT ITS APPEARANCE. A DESIGN IS INFRINGED IF AN ACCUSED

PRODUCT PRODUCES THE SAME OVERALL IMPRESSION ON AN
INFORMED USER - IT'S ALL ABOUT WHAT THE THING LOOKS LIKE.

According to the Registered Designs
Act, there is no right subsisting in
features ‘which are solely dictated by
the product’s technical function’. This
sometimes leads people to think that
‘it's a functional product, so registered
designs don't apply’. But if you fail to
register, you are likely to be missing
out on important protection. Many
products have primarily ‘functional’

Coat
hanger!

Blind
headrail3

or ‘useful’ purposes, but it is practically
always true that someone has put at
least a bit of thought into what the thing
looks like - there will almost certainly be
a ‘product design’ element as well.

Here are just a few examples of
registered designs for useful products
which have actually been successfully
enforced in the UK.

Electric
skin brush?

A device

for usein
performing a
colonoscopy*

How does this exclusion of designs
‘solely dictated by technical function’
actually work? That's quite an
interesting question, and the answer
is not entirely settled. It might be
thought that, if there is another way
the thing could look, which works just
as well, then the design cannot be
solely dictated by technical function -
the designer had a choice to make it
look like this or like that. This idea,
that a design is not solely dictated

by technical function if there is
another way of doing it, is called the
‘multiplicity of forms theory'. Itis a
fairly easy test to understand and
apply. Itis broadly consistent with the
‘alternative designs’ test in the USA.

But in recent cases, the High Court has
turned its face away from this elegantly
simple theory. There does not yet
seem to be an authoritative decision
from the Court of Appeal, but the
direction of travel in the High Court is
reasonably clear - most recently in
Chiaro Technology Limited v Mayborn
(UK) Limited®, Sir Anthony Mann said:

“An aspect of design will fall within the
section if it is an aspect which is dictated
by function even if the function might be
achieved by another design. It does not
require that the design is the only means
by which the product's technical function
can be achieved - the so called
‘multiplicity of forms’ theory. So one
looks at the design and decides whether
it, or the relevant aspect, is required

for functionality.”

So ‘multiplicity of forms’ seems to

be out of the window in favour of a
different test - the so-called ‘causality
theory'. This theory has a history as
well, but became dominantin the

EU following a 2018 CJEU ruling.
According to this, the test is whether
the features... in question are due solely
to the need to develop a technical
solution, while aesthetic considerations
do not have the slightest influence’

So this test seems to focus more on
the design process, what actually
influenced the designer or came into
his or her consideration. This can
complicate things, but has the

clear potential to end up excluding
more designs.

Meanwhile at the UKIPO, the
Examination Manual is confusing.
They appear to follow the EU and
UK courts in endorsing the
‘causality’ theory:

“The fact that the technical result may
be achievable by another means will
not necessarily render a design
acceptable for registration”.

But then go on to say:

“An applicant may successfully
overcome a[n]... objection if they are
able to demonstrate that... it need not
appear to [sic] the exact form as shown
in the application”.

That sounds a lot like ‘multiplicity of
forms’, and indeed we have found
that showing that it could be done
another way will generally overcome
an objection at the examination stage.

Following Brexit, UK courts are no
longer bound by the CJEU's opinion

of things, but so far they seem to be
following that thinking. Perhaps one
day there will be a properly contested
appeal on the point. Until then, | would
suggest it is well worth registering
designs for a wide range of products,
including most ‘functional’ ones.

1. Coat hanger: UK Registered design 2080944;
Mainetti v Hangerlogic [2012] EWPCC 42

2. Electric skin brush: EU Registered design 000407747-0001;

L'Oréal v RN Ventures [2018] EWHC 173 (Pat)

3. Blind headrail: EU Registered design 000361118-0001;
Louver-Lite v Harris Parts [2012] EWPCC 53

4. Adevice for use in performing a colonoscopy:
EU Registered design 002523191-0001; Cantel Medical
(UK) Ltd. v ARC Medical Design Limited [2018] EWHC
5. [2023] EWHC 2417 (Pat)

6. Opinion of the Advocate General in Case C-395/16
Doceram v CeramTec

Many products
have primarily
functional
purposes, but
almost always
include an
element of design.
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News

recognised amo

Europe’s best

ALBRIGHT IP HAS ONCE AGAIN BEEN RANKED AMONG EUROPE'S LEADING LAW FIRMS THIS YEAR,
EARNING RECOGNITION IN TWO PRESTIGIOUS REPORTS.

This recognition
shows what can
be achieved with
a committed
team of highly
skilled attorneys
focused on
delivering the
best for their
clients across
the UK and
internationally.

The firm was listed in the Financial
Times annual report, Europe’s
Leading Patent Law Firms 2025,

which highlights 217 top-performing
firms across Europe. Compiled by
Statista, the rankings are based on
recommendations from clients and
industry peers and celebrate those
consistently delivering excellence

in patent law.

Albright IP also featured in Clarivate’s
2025 Trade Mark Filing Trends Report,
as one of the UK’s top 20 law firms,
managing large trade mark portfolios.
Ranked 18th overall, the firm has
recorded 13,332 UK trade mark filings
on behalf of leading global brands.

Managing Director Robert Games
said: “This recognition shows what can
be achieved with a committed team

of highly skilled attorneys focused on
delivering the best for their clients
across the UK and internationally.

“Both reports reflect milestones for a
firm that only opened its doors in 2007.
We are so proud to be recognised in
this way - but we’re not done yet.”

Exam
success at

TWO MEMBERS OF OUR TEAM HAVE RECENTLY CELEBRATED PASSING KEY EXAMS
TO BECOME FULLY QUALIFIED ATTORNEYS.

This success
comes dfter
Charlie qualified
as a UK Patent
Attorney earlier
this year.

James Beeton qualified as a

Trade Mark Attorney having passed
the Professional Certificate in
Trade Mark Practice with a
Distinction from Nottingham
Trent University.

James also holds a Post Graduate
Certificate in Intellectual Property
from Bournemouth University
and is involved in all areas of
trade mark prosecution and
protection. He is particularly
interested in the commercialisation
and enforcement of IP.

In addition, Charlie Heal passed all
parts of the European Qualifying
Examination to become a European
Patent Attorney. This success comes
after Charlie qualified as a UK
Patent Attorney earlier this year.

Charlie handles preparing and filing
patent applications and prosecuting
applications to grant. He advises
clients of global IP strategy and
assists them with enforcing and
defending their IP rights.

Congratulations to James and Charlie!
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