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The FRANKFURT BUSINESS MEDIA –  
Der F.A.Z.-Fachverlag, a member of the 
F.A.Z. Publishing Group, provides trade 
publications, networking projects, 
 analyses and events.

The trade publishing company German 
Law Publishers, produces high-quality 
reference books with practical relevance 
for the most important aspects of 
 German commercial, tax and labor law. 

FRANKFURT BUSINESS MEDIA GmbH – 
Der F.A.Z.-Fachverlag
Frankenallee 68–72
DE-60327 Frankfurt am Main
Phone: +49 69 75 91-22 17
karin.gangl@frankfurt-bm.com
www.frankfurt-bm.cm

German Law Publishers GmbH
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Objective

BusinessLawMagazine is an English-lan-
guage online magazine primarily aimed 
at company and tax lawyers, managing 
directors, association representatives, at-
torneys, and judges in Germany’s leading 
trade partners. In articles written with 
real-world legal practice in mind, the 
magazine reports on developments in 
German and European legislation and 
jurisdiction as well as exploring impor-
tant issues related to trade, commercial, 
M&A, corporate finance, labor and tax 
law as well as intellectual property and 
compliance. Widely known external 
 authors from law firms, institutions and 

companies as well as practicing re-
searchers write about the full spectrum 
of German business law. In doing so, 
they always take cross-sector issues into 
account.

The BusinessLawMagazine is a joint 
publication of  FRANKFURT BUSINESS 
MEDIA GmbH – Der F.A.Z.-Fachverlag,   
a member of the F.A.Z. Publishing Group, 
and German Law Publishers GmbH.  
It is a member of the Deutscher Anwalt-
Spiegel product family. The aim and 
 mission are to inform our readers about 
current legal issues that play an impor-

tant role in their daily legal activities.  
To achieve these goals, we work closely 
with a number of strategic partners –  
all highly regarded national and interna-
tional institutions and auditing firms. 
They, too, will share their comprehensive 
legal knowledge with you. Additional 
support is provided by our expert panel 
comprising highly regarded corporate 
lawyers and our cooperation partners – 
leading German chambers of commerce 
abroad that distribute BusinessLaw
Magazine in their networks. 

Publishers

–>

A one-stop-shop solution: 
‚Global Merger Control Handbook‘, published by Globe Law and Business in cooperation with German Law 
Publishers
By Dr. Sebastian Jungermann  

Global Merger Control Handbook, 
published by Globe Law and 
Business in cooperation with 

German Law Publishers, is a comprehen-
sive, three-volume handbook describ-
ing merger control rules in the 55 most 
relevant jurisdictions around the world. 
The handbook was written and edited by 
attorneys at DLA Piper with the support 
of other local firms in certain jurisdic-
tions. The new “Global Merger Control 
Handbook” offers a detailed overview of 
the most relevant local rules, methodolo-
gies, processes and timing requirements. 
The handbook is available as a hard copy 
and in electronic format. It is a helpful 
reference guide for transaction lawyers, 
merger control experts and in-house 
counsel involved in M&A activities.

The competition rules for merger control 
are highly relevant, and non compliance 
can lead to steep fines. In most jurisdic-
tions, notifiable transactions are subject 
to a standstill obligation, prohibiting the 
consummation of a transaction prior to 
its clearance. Breaches of this standstill 

obligation, usually referred to as jumping 
the gun, have been subject to significant 
enforcement actions by competition au-
thorities around the globe. In most cases, 
these breaches have consisted either 
of a deal without notification or a deal 
with notification that was consummated 
before having been cleared. The European 
Commission, for instance, imposed gun 
jumping fines amounting to 120 million 
in 2009 (Elactrabel) and again in 2014 
(Marine Harvest), as well as 1125 million 
in 2018 (Altice). In addition, procedural 
violations, such as supplying wrong, in-
correct or incomplete information during 
the merger review process, have recently 
been prosecuted more aggressively. In 
2017, for instance, the European Commis-
sion imposed a 1 110 million fine for the 
submission of wrongful information to 
the case team (Facebook/WhatsApp).

Successfully closing complex interna-
tional transactions can be challenging. 
A wide range of both predictable and 
unexpected factors can make life difficult 
for deal makers and transaction –>

“Global Merger Control Handbook”, published by Globe Law and Business in cooperation 
with German Law Publishers, is a comprehensive, three-volume handbook describing 
merger control rules in the 55 most relevant jurisdictions around the world.
© Canetti/iStock/Getty Images Plus
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A new era for trademarks in Germany
An initial assessment from a practitioner’s point of view
By Dr. Boris Uphoff 

The Trademark Law Moderniza-
tion Act (MaMoG) introduces 
new types of trademarks and 

expands protection for trademark 
owners. The new act has been in force 
for nearly nine months. This article 
represents a practitioner’s view of the 
act’s advantages and limitations.

Effective January 14, 2019, the MaMoG 
fundamentally reformed German 
trademark law, aligning it with European 
standards following the EU Trade Mark 
Directive 2015/2436. The MaMoG con-
tains a reaction to recent technological 
developments and strengthens the rights 
of trademark owners within the paral-
lel systems of national trademarks and 
European Union trademarks. A signifi-
cant change to section 8 of the German 
Trademark Act (MarkenG) has consider-
ably broadened the range of signs eligible 
for protection. The reform aims to provide 
protection for trademarkable content 
that previously failed to meet the strict 
standards of “graphical representability.” 
Now, video sequences, characteristic 

sounds and even scents can be protected 
(at least theoretically).

The origin of trademarks in the brewing 
industry

The first German trademarks in today’s 
sense developed with the increasing 
economic role of the brewing industry. 
The first German law regarding the 
protection of trademarks came into force 
on May 20, 1875, when the first trade-
mark, Meißner Porzellan, was registered. 
The best-known German trademark still 
is the Eau de Cologne with its flagship 
perfume 4711. Other well-known early 
trademarks are Coca-Cola (1896), Maggie 
(1897), Dr. Oetker Original Backin’ bak-
ing powder and Wrigley’s (both 1893), as 
well as the champagne Monopole (1895). 
The economic upswing in Germany after 
World War II set the foundation for a 
fast-growing range of branded products. 
When well-known brands became in-
creasingly associated with whole product 
groups and started to serve as synonyms 
for common products – such as Uhu for 
glue, Hansaplast for adhesive bandages 

and Tempo for tissues – the product 
labels increased in economic value for 
the trademark owners. A comprehensive 
protection of trademarks thus became 
essential.

Until now, the distinctiveness of a 
trademark that uses a logo to identify a 
product like a soft drink, a bag of chips 
or a pair of tennis shoes was assessed 
according to its graphical represent- –>

Trademarks will likely be slightly more diverse in the future; but in most cases, the objects 
of protection will still be represented graphically.
© Olivier Le Moal/iStock/Getty Images Plus
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Target readership

Since the publication of its first issue in 
June 2014, BusinessLawMagazine has 
 attracted roughly 1,500 subscribers who 
registered to receive regular copies (as of 
August 2019). In addition, the magazine 
is distributed within the networks of the 
Association of Chamber of Commerce 
Executives as well as of participating 
chambers of commerce in the United 

States, Canada, Brazil, Greater China, 
 Japan, India, the United Arab Emirates, 
Saudi Arabia, South Africa, France, the 
Netherlands and Poland. The online 
magazine is also available on the  
www.businesslaw-magazine.com,  
where you can access it directly with- 
out having to register.

Your selected target groups

à Corporate attorneys

à  Managing directors, executive boards, 
 owners

à Lawyers at law firms

Your positioning opportunity 

à  Advertisements in the online magazine  
(4 issues per year)

à  Cooperation at events/roundtables

à  Strategic partnership (ongoing  
presence in all magazine issues and on  
www.businesslaw-magazine.com)

Strategic Partners 
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Publication schedule 2020

 Issue  Publication date Advertising deadline Materials deadline
 01/2020 Feb. 27, 2020 Feb. 18, 2020 Feb. 20, 2020
 02/2020 Jun. 04, 2020 May 25, 2020 May 27, 2020
 03/2020 Sep. 03, 2020 Aug. 25, 2020 Aug. 27, 2020
 04/2020 Nov. 05, 2020 Oct. 27, 2020 Oct. 29, 2020

Advertising prices

à  Print-ready Adobe Acrobat PDF 
 (Version 1.4), use Euroscale to  
distill special colors, include fonts  
or  convert  into paths.

à	 If the PDF is created with Adobe 
InDesign, please check the PDF in 
Acrobat to see if the PDF includes 
Identity H fonts and, if applicable, 
convert these fonts into paths.

à		CMYK image data,  
300 dpi, scale 100%

 Format (W x H in mm)  Price 4c/bw in Euro* 
1/1 page 4c horizontal 297 x 210 2.000,00
1/2 page 4c vertical 148,5 x 210 1.000,00
1/4 page 4c vertical 74 x 210    650,00

1/1 page horizontal 1/2 page vertical

*  All prices plus German value added tax (currently 19%)

1/4 page vertical

Contact   

à Project coordination, advertising and events:
  Karin Gangl,  

FRANKFURT BUSINESS MEDIA GmbH 
Phone: +49 69 75 91-22 17 
karin.gangl@frankfurt-bm.com

à  Parties interested in a strategic partnership 
should contact Prof. Dr. Thomas Wegerich, 
German Law Publishers

 Phone: +49 69 95 64 95 59
  thomas.wegerich@germanlawpublishers.com

à  Printing data send to  
advertising@frankfurt-bm.com

Technical requirements


