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AMP-RI is a professional advertising, marketing and public relations organization that 
can help connect you with resources in your field, sharpen your career skills and allow 
you to share your creative talents. Everyone involved is a volunteer who takes time out 
of their busy schedule to help create invitations, choose program venues, assist with 
registration and publicity, and more. We need YOU. Volunteer with us today!

September’s Spotlight Presentation featured 
author, coach and media personality Patricia 
Raskin. Here, Patricia and previous Spotlight 
Presenter John Robitaille share conversation.

Dave Lubelczyk, owner of IMAGEidentity 
presents on Razor-Thin Positioning at the 
November 28 Spotlight Presentation at 
the Radisson Hotel, Warwick. 

The Advertising, Marketing & Public Relations of RI 
(AMP-RI) is a place for meeting your colleagues, expanding your network, 
sharing ideas, hearing from industry professionals and staying connected to your 
community.

Haven’t made it to a recent meeting of AMP-RI? Here’s what you missed:

 � Dave Lubelczyk, branding  columnist, business author, brand 
dynamics consultant and President of IMAGEidentity, presented on 
razor-thin positioning.

 � Patricia Raskin, an award-winning producer, radio host, author and 
coach, spoke about attracting new business, retaining your clients 
and generating referrals.

 � Peter Bortolotti of Johnson & Wales University told us of the Trinity 
Restoration Project, and using state-of-the-art green technologies to 
turn a historic building into an economic generator for arts education.

 � John Palumbo of Rhode Island Monthly, about transforming a 
magazine into a multimedia brand.

 � And you missed the annual holiday party with our friends from the 
Creative Communications Club of Providence.

We invite you to attend a meeting and learn more about AMP of Rhode Island. 
Whether you are an entrepreneur, freelancer or member of a large corporation, you 
will benefit from the events and discussions available through AMP-RI. Next time 
that meeting invitation hits your IN box, save the date and we’ll see you there.
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drive-thru, blasting the latest and greatest hits from 
Lady Gaga while enjoying the Dilbert comic strip in the 
ProJo. Copyright law protects these forms of expression.  
A copyright is the bundle of rights an author gets 
when she creates an original work that is “fixed in any 
tangible medium of expression” that can be “perceived, 
reproduced, or otherwise communicated.” Copyright 
law provides protection the moment the work is 
created. For example, when a new web page is created 
or picture painted, copyright law gives the creator 
the exclusive right to reproduce, prepare derivative 
works, display it publicly, and license it to others.  
Like trademarks, registering a work gives the author 
important legal benefits. Copyrights last 70 years after 
the author’s death. 

Patents cover inventions
Pulling back into my office parking lot, I have a few 
minutes to kill before my afternoon meetings. I turn 
on my new car seat neck massage cushion and fire up 
my Apple iPad 2 to order a Chin Putter for my failing 
golf game. These products and designs are examples of 
patents. A patent grants the inventor of a novel, non-
obvious, and useful invention the right to exclude others 
from making the same or similar product and selling 
the invention. There are three kinds of patents – utility, 
design, and plant patents. Patent registrations are 
limited monopolies granted by the government to use 
the invention for a limited time (20 years). After that, 
the patent is opened to the public. This timing allows 
the inventor an opportunity to recoup her costs through 
exclusive use before others can use it for free.  

All together
What is the interplay with these forms of IP? Well, 
imagine you are tasked with creating a marketing 
campaign for a new product that will introduce a new 
slogan, which also appears in advertisements for the 
product. The advertisement’s text and graphics, as 
published in a particular medium, will be covered by 
copyright, but this will not protect the slogan. The 
slogan may be protected by trademark law. Didn’t I say 
this is confusing?! 

So what’s the point?
The point is all advertising, marketing, and public 
relations professionals come across identifiers, 
expressions, and inventions in everyday work activities.  
These forms of IP are a business asset and may require 

(continued on next page)

I often come across 
business owners or advisors who 
don’t understand the concepts 
of “intellectual property.” Simple 
mention of the words “trademarks, 
copyrights, and patents” can 
create unimaginable anxiety. As 
is often the case in many areas of 
law, not just intellectual property 
(IP), there is good reason for that – 
it’s confusing!  

Trademarks are identifiers
Let’s say on my lunch break I leave the office and drive 
to the nearby Wendy’s® in my Honda® Accord. On 
the way, I stop for gas at the local Shell® station and 
make payment with my American Express® card. I 
decide the afternoon is full of meetings (yawn) so I 
run inside to buy a 5-Hour Energy® shot and tuck 
a Providence Journal® under my arm. Trademarks 
permeate our everyday lives; they are the result of 
the marketing world’s hard work to generate brand 
identity. Protection of this brand identity is the basis of 
trademark law so that businesses can continue to grow 
unencumbered.  

A trademark is any word, name, symbol, or device 
used to identify and distinguish a business owner’s 
goods or services from those manufactured or sold 
by others and to indicate the source of the goods. In 
other words, a trademark is a source identifier. It’s 
what tells me the car I drive is a Honda and the energy 
booster is a 5-Hour Energy. If I like it, I know how to 
go back for more. From a legal perspective, trademark 
owners are protected against infringement, which 
occurs most often when a later-adopted trademark is 
confusingly similar with an earlier-adopted trademark. 
Registration is encouraged but not required, though 
doing so provides the owner additional legal benefits. 
A trademark lasts forever, as long as it is in use and 
properly maintained.

Copyrights protect forms of expression
Back on my lunch break, I’m sitting in the Wendy’s® 

Trademarks and 
Copyrights and Patents… 
Oh My!

By Tyler T. Ray, Esq.  
Duffy & Sweeney, LTD. 
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legal protection from copycats, infringers, and other 
free-riders in the marketplace. Recognition of IP is a 
great way to add value to your services as a marketing 
professional.  

Now, if you will excuse me, my Baconator® is getting 
cold. 

Tyler T. Ray is an associate at the law firm of Duffy & Sweeney, 
LTD in Providence, RI.  He may be reached at  
tray@duffysweeney.com or 401-455-0700.  

Mobile: It’s Not a Luxury 
Anymore 
The time is now for local advertisers to 
develop mobile websites.
By Darren Marinelli 
Artinium

There are 4.2 billion mobile devices worldwide, 
and mobile web growth is four times faster then the 
Internet. With companies looking to grab every client 
they can, mobile is the most effective way to present 
relevant information to users on the go.

Mobile searches increase during evenings and weekends 
and have proven tendencies to drive our shopping and 
entertainment decisions. A recent study from Google and 
Ipsos OTX shows that 95 percent of smartphone users 
conduct mobile searches, with 88 percent of those  
taking action within 24 hours as a result. 

“Many of our customers in travel and tourism have 
come to us in the last year wanting to build a mobile 
presence, but without a clear understanding of how 
to get there,” said Darren Marinelli, AMP-RI Board 
Member, and founder and Design Einstein at Artinium 
Inc., a creative agency located in East Greenwich, RI. 

“They want to provide access 
to transportation, hotel, 

and point-of-interest 
information for 
travelers on-the-go.”

Artinium has built 
mobile websites for 
a variety of local 
travel and tourism 
organizations 

including Newport 

Grand, City of Warwick, and South County Tourism 
Council, and will soon launch a site for The Block Island 
Ferry. “Clients are often surprised at how cost-effectively 
they can create a mobile website, and how quickly 
it starts to show results,” Mr. Marinelli said. “For 
example, the Newport Grand mobile site was up less 
than a month and received over 2,800 hits,” he claimed.

Mobile is no longer a marketing luxury for large 
companies. According to Google, 40 percent of mobile 
searches have local intent, while Microsoft’s Bing puts 
that number closer to 53 percent. The need for mobile 
marketing is clear and becoming a necessity for those 
businesses looking to grow. 

If you do not already have a mobile website, the time 
to act is now, because your competitors probably do.

*Excerpts from this article were published in Mobile Marketer, 
September 2011 issue.

Do Something!
Or how a suggestion from a friend helped me 
keep my sanity and why I worked for food
By Louise Cote

It was January 1995, a cold Monday, and I 
had been working for a well-known local company for 
eight and a half years. While the job was okay, it was 
starting to feel like the same year over and over again. I 
had been looking for a new job, but there was very little 
out there, so I was stuck. I was also having personal 
health issues, which went unacknowledged by the boss, 
and my sister was sick with leukemia. Compounding 
my misery were rumors of layoffs, because the parent 
company declared that they “could do sales and 
marketing anywhere.”

Various co-workers had been stopping by with 
updates of “who got it” – the dreaded pink slip. I was in 
the middle of a project, making a batch of scans when 
the boss came in and said, “Louise, can I see you in my 
office?” My blood ran cold. Within 30 minutes I had 
handed over my ID card and was being ushered to the 
door and instructed to come back after 5 pm to pick up 
my belongings.

I had been laid off.

After an appropriate period of mourning, I activated 
my network of contacts, telling them I was looking for 

(continued on next page)
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