When people talk about a slot game being “recognisable,” they may mean that its artwork stands out in a
crowded online casino, that players remember its title, or that they can tell it apart from another release in the
same series. These are useful design goals, but they are not quite the same as what the European Union
Intellectual Property Office (EUIPO) means when it considers whether a trade mark distinguishes goods or services.

In trade mark law, distinguishing goods and services is about identifying their commercial source. A mark should
help the relevant public understand that particular goods or services come from one undertaking, rather than
another. For slot games, that raises practical questions: Is the name of a game distinctive? Does a recurring series
title identify a publisher or brand? Could a visual element function as a trade mark, or is it simply part of the

game's decoration?

This article explains the basic EUIPO trade marks concept and applies it to slot-game identity. It also looks at how
titles, subtitles, recurring characters, illustration style and small catalogue images contribute to recognition—while

keeping legal distinctiveness separate from visual memorability.

What “distinguishing goods and services” means

A trade mark is a sign used to distinguish the goods or services of one business from those of others. The sign
might be a word, a logo, a shape, a colour arrangement, a sound or another representation that can be registered
under the relevant rules. The key idea is source identification: the public encounters the mark and can use it to

recognise a commercial origin.

For example, a game title can potentially identify a particular slot release. A studio name or series logo may identify
a wider range of games from the same provider. A trade mark does not necessarily tell players who physically
created every part of a game; it identifies the undertaking responsible for offering the goods or services under that
sign.

EUIPO examines applications for European Union trade marks. Applicants must identify the goods and services for
which they want protection, using the Nice Classification. The wording matters: a mark is not registered in the
abstract for every possible use. Its protection relates to the goods and services listed in the application, subject to

the applicable rules.



Goods and services in a slot-game context

A slot game can sit at the intersection of different commercial categories. Downloadable game software may be
relevant to goods in Class 9, while entertainment or gambling-related services may be relevant to services in Class
41, depending on the precise offering and the wording used. The correct classification and description depend on
the specific application, and applicants should not assume that one class automatically covers every way a game is

distributed or played.

This distinction matters because trade mark questions are assessed in relation to the listed goods and services and
the relevant public. A name might be considered in connection with software, entertainment services, or both. The
assessment can also take account of how similar goods or services are, how similar the signs are, and whether

consumers might be confused about commercial origin.

Slot-related example Possible trade mark role Design question Game title May identify an individual release Is the
wording distinctive, or does it simply describe the theme? Series name or studio logo May identify a family of
games or their commercial source Does it remain recognisable across different releases? Character or emblem May
contribute to brand recognition and could, in some circumstances, be part of a trade mark strategy s it
consistently used as a source cue, rather than only as decoration? Game software or online entertainment Defines
the goods or services named in an application Does the application describe the actual commercial offering

accurately?

Distinctiveness is not the same as visual appeal

A striking design can be memorable without necessarily functioning as a trade mark. Likewise, a modest word
mark can be legally significant if consumers understand it as identifying a commercial source. In general terms,

distinctiveness concerns whether a sign can perform that source-identifying job for the relevant goods or services.

A title that directly describes a game'’s subject or a feature of its offering may be less distinctive than an unusual,
invented or suggestive name. The outcome depends on the sign, the goods and services, and the relevant public;
there is no universal rule that an imaginative title will be registrable or that a descriptive one will always fail. Similar

considerations can apply to logos and other sign types.
It helps to separate three ideas that are often blurred together:

* Recognition: Can players spot the game quickly in a list or image grid?
¢ Distinctiveness: Can the sign identify commercial origin for the relevant goods or services?

* Originality: Does the creative work have qualities that may matter under copyright or other rights?

These ideas can support one another, but they are not interchangeable. A polished illustration may help
recognition and have creative value, yet the illustration’s presence alone does not establish that it functions as a
trade mark. Conversely, a registered word mark does not guarantee that every use of the word will be visually

prominent or memorable.

Trade mark types and slot-game identity

Thinking about trade mark types can help a studio or publisher decide which parts of a game identity are intended
to identify the source. A word mark protects a verbal sign, such as a title or series name, subject to the scope of its
registration. A figurative mark may cover a logo or stylised lettering. Other types can include shape, position,

pattern, colour, motion or sound marks, provided the relevant requirements are met.



For slot games, a word mark and a figurative mark can play different roles. The word mark may make a title easier
to search, say aloud and remember. A logo can make that title more distinctive in presentation and help it stand
apart on a casino lobby screen. A sound or animation may reinforce a game’s identity during play, but not every
memorable effect is necessarily a suitable or registrable trade mark.

Series identity versus individual release identity

Many games need two layers of identity. The series identity signals a continuing family or publisher relationship;
the individual release identity gives each game its own subject, mood and story. If every release has an entirely
unrelated look, players may not connect them. If every release looks almost identical, the individual titles may blur

together.

A useful design system can give the series a stable anchor—such as a consistent logo placement, frame, icon, or
typographic treatment—while allowing each release to have its own title treatment, palette and central artwork.
This is a branding and recognition strategy, not a guarantee of trade mark protection. Whether a particular

element qualifies as a trade mark depends on the sign and legal context.

Titles, subtitles and clarity

The title is often the most readable identity cue in a small catalogue image. A subtitle can clarify a sequel, theme or

edition, but too many words compete for limited space. From a player’'s perspective, the hierarchy should make it

easy to identify the game name first and any series or edition information second.

From a trade mark perspective, adding a subtitle does not automatically make a title distinctive, nor does it
necessarily avoid similarity with another mark. The overall impression and the relevant goods or services matter.

Teams developing a name should consider clearance and legal review before investing heavily in a release identity.

Recurring characters and objects

A recurring character, mascot, symbol or object can help players recognise a series across multiple games. A
distinctive figure that appears consistently may become a powerful visual cue, especially when the game title is
small or partly obscured. But a character mrg.com slots used only as a story element may be understood as

decoration rather than as an indicator of source.


https://brightpfp.com/a-familiar-identity-across-different-releases/

To strengthen consistent recognition, designers can define rules for how a recurring character appears: silhouette,
proportions, expression, costume and placement. The aim is not to make every image identical; it is to preserve

enough defining features that the character reads as the same one from release to release.

Consistent illustration style

A consistent illustration style can tie a catalogue together through line weight, lighting, texture, colour grading and
composition. It can also give a studio’s releases a recognisable visual signature. Still, a broad style—such as "bright
fantasy art” or “retro cartoon”—may be shared by many creators and may not, by itself, identify one commercial

source. Specific, consistently used elements are often more practical identity anchors than a general mood.

Why thumbnail recognition matters

Online casino game catalogs are crowded visual environments. A player may scan dozens of titles in a short time,
often on a phone. In that setting, thumbnail or small catalogue images have to communicate a game’s identity

quickly. Fine detail, small text and subtle distinctions can disappear when an image is reduced.

At BrightPFP, we pay particular attention to what survives at tiny sizes. A useful thumbnail test is to reduce the
artwork to the approximate display size and ask:

1. Can the title still be read or at least recognised by its word shape?

2. Is the series marker visible without overpowering the release-specific artwork?

3. Does the central character or object have a clear silhouette?

4. Can this image be distinguished from neighbouring games with similar themes?

5. Does the design remain legible on both light and dark backgrounds?

These tests address visual usability and slot game recognition, not legal registrability. But they can reveal where a
brand system is doing useful work. If a series logo disappears at small size, it may not be helping players connect

releases in the place where they encounter them most often.

A practical identity checklist for studios and publishers

Whether a team is building a standalone release or a recurring series, it can consider a few questions early in

development:
¢ Define the source cues: Decide which elements identify the game itself and which identify the studio,
publisher or series.
* Separate the layers: Make the series identity consistent and the individual release identity specific.

¢ Test at real sizes: Review artwork in online casino game catalogs and on mobile screens, not only in full-

resolution mock-ups.

* Use recurring elements deliberately: Keep characters, objects and logos consistent if they are intended to

become recognition cues.

* Review the naming: Check whether the title is easy to distinguish from other games and seek appropriate

trade mark clearance.
* Match applications to use: Consider which goods and services are actually offered before selecting trade

mark classes and wording.

For example, a company such as Mr Q (mrg.com) may present games to players within a larger online casino

environment. A game's image must therefore work alongside many other titles, while the legal question of what a



mark distinguishes depends on the relevant sign, goods or services, and circumstances—not simply on the screen

where it appears.

Putting the legal and design ideas together

EUIPO trade marks are concerned with signs that distinguish commercial goods or services. In a slot context, that
may involve a title, logo, series name or another eligible sign, considered in relation to the goods and services
specified in an application. The legal assessment is not a contest over which game has the most attractive artwork,

and visual recognition alone does not establish trade mark rights.

Design teams can nevertheless use the same underlying question as a creative prompt: what will help players
identify this game, and what will help them recognise its source or series? A clear title, carefully managed subtitles,
recurring characters and objects, and a consistent illustration style can all contribute to recognition. The strongest

systems preserve a stable series identity while giving each release a distinct visual personality.

That balance matters especially in thumbnail or small catalogue images, where only the clearest cues survive. Make
those cues intentional, test them at actual display sizes, and treat legal protection as a separate process requiring
careful assessment. For questions about registration, classification or clearance, consult a qualified trade mark

professional.



