
However, in early 2016 the business 
received a formal objection from a 
third party to its use of the name 
Mondo, based on a claim to prior 
trade mark rights.   Mondo’s CEO 
stated in the press that a trade mark 
check had initially been carried out 
to see whether the word Mondo 
was available but it had failed to 
locate the potential conflict.  He did 
not elaborate on the identity of the 
objector or the nature of the threat 
which was received but, under the 
circumstances, Mondo had taken the 
decision to re-brand.  At that time 
over 10,000 Mondo cards were in 
circulation and Mondo had been the 
customer-facing name for over a year.

In keeping with its self-professed 
policies of inclusivity and 
transparency, the prospective bank 
came clean online about its difficulty 
and in June 2016 it invited customers 
on its blog to suggest new names over 
a 48-hour period.  Three rules were 
set:

1. The new name should start with
the letter “M” so the business could

The Bank formerly 
known as Mondo and 
the Importance of 
Trade Mark Searches
This is the tale of a digital bank which failed to 
identify the owner of a prior trade mark right 
through trade mark searches, launched itself onto 
the market under its chosen name and was then 
subsequently forced to rebrand, whilst trading, 
following a trade mark challenge.

Mondo: the Business
In early 2015 a tech business started 
up with the aim of becoming a 
completely digital bank which was not 
allied to, or licensed by, an existing 
“traditional” bank.  Its customers 
would bank entirely through the use 
of technology, largely using smart 
phones and without the need for 
bricks and mortar.  Attracted by the 
global connotation of the word, the 
CEO and founder chose the name 
MONDO and forged ahead.  

Mondo received interest in the 
national, business and financial press 
and it was the subject of written 
articles both online and in print 
copy.  It devised a colourful “M” logo 
and, befitting the digital nature of its 
aims, promoted itself on its website 
and Facebook pages, on Linkedin, 
and by blog posts.  It had a Twitter 
account which adopted the hashtag 
#getmondo and there were live Q&A 
sessions on Twitter and Periscope. 

Mondo started to test its prototype 
technology and, in October 2015, 

it distributed its first five hundred 
“live” Mondo pre-paid debit cards 
to volunteer testers to use in 
conjunction with an iPhone app.  Its 
blog even promised to bump up the 
waiting list any users who helped 
spread the word about Mondo by 
tweeting or posting to Facebook.  In 
January 2016, Mondo indicated that 
its card had been used by the testers 
in over 50 countries over a period of 
2 months and that it was expanding 
the tests to include a further 2,500 
accounts.  

As the business grew, Mondo set up 
a crowdfunding platform in March 
2016 to supplement its initial funding 
from capital venture finance.  This 
apparently raised £1million from 
1,861 investors in 96 seconds, which 
naturally generated more publicity 
for the name.  Mondo was awarded 
a restricted banking licence and 
progress was tangible.  

Mondo: the Problem
So far, so good.  The Mondo name 
was starting to become noticed.  

The “M” Logo of Mondo/Monzo
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put into use.  The search will enable 
a business to gauge whether there 
are legal risks in adopting its chosen 
name and, if so, whether those risks 
are commercially acceptable ones.  
In certain circumstances, risks can 
be posed by registered trade marks 
even if they have not been used 
in commerce. It is therefore,  not 
sufficient to have a close knowledge 
of your own particular field and 
to be familiar with the brands of 
your competitors.  There is no safe 
substitute for a full search of the 
trade mark register.

Searches can be “identical” or “full”.  
An identical search only locates 
identical or very near identical trade 
marks on the register.  It is a useful 
tool to weed out any complete non-
starters, where the business has 
created a longlist of potential names.  
Once a shortlist has been finalised, a 
full search can be conducted against 
the preferred name or names.  The 
full search is far more comprehensive 
and will locate similar trade marks 
so it will identify, for example, GOLD 
SPARKLES in a search against GOLDEN 
SPARKLERS or SENT FROM HEAVEN in 
a search against HEAVEN SCENT.  

Once a full search has cleared the 
trade mark for use in your chosen 
field, it can be protected by trade 
mark registration so that the brand 
investment is safe and the positive 
reputation in the name accrues to 
the business uninterrupted from the 
outset.
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retain its branding investment in the 
“M” logo;

2. The new name should represent
the business and “work across
different languages and cultures” and;

3. In a nod to the perils of public
polls illustrated by the Boaty
McBoatface polar research vessel,
the new name should not be Banky
McBankface.

Rebrand
On 25 August 2016, the Mondo 
CEO announced the chosen name 
on a YouTube live stream.  And the 
winner was ...  MONZO.  A website 
blog on the same date indicated that 
everything was moving over to the 
new name.  There would be a new 
website address, Twitter handle and 
Facebook account.  Mondo bank 
cards, which by now numbered 
around 25,000, would become Monzo 
bank cards and the apps would also 
change name.

A rival digital bank had a sly dig by 
registering the domain name www.
getmonzo.co.uk which, for a while, left 
a congratulatory message from that 
rival bank on the rebrand, together 
with a promotional one for its own 

“There is no safe substitute for a full search
of the trade mark register

”
business just for good measure.
Monzo now continues on its way 
although, with so much previous 
online presence, any search of the 
Internet inevitably locates a hefty 
Mondo footprint.  A UK trade mark 
application was filed by the business 
for MONZO on 3 August 2016. 

Comment
On 25 August 2016, the Mondo CEO 
The purpose of a trade mark search is 
to identify potential infringement risks 
to a business, which could expose it 
to threats of cease and desist letters 
or worse.  It minimises the possibility 
of a Mondo/Monzo type of situation 
where you are forced to row back 
from your chosen name and have 
to engage in a damage limitation 
exercise; which deflects from the 
commercial focus of the business, 
incurs additional costs and garners 
questionable publicity.  

A full search should be conducted 
before financial commitment is made 
to a name and certainly before it is 
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