Prevention of Counterfeilts
through Non-legislative Tools

BEAEEZT ARG IEBRE M

Seth Hays
International Trademark Association

E3[UNGEaNTIES
Chief Representative, Asia Pacific

XX EFARR

Int ti I =
INTA ;cztionat INTA g
Association ®

i ®




* Promote the value of brands
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* Reinforce consumer trust
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INTA Is a global association of trademark owners and

professionals dedicated to supporting trademarks and
related intellectual property to foster consumer confidence,

economic growth and innovation.
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INTA’s Global Presence
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INTA Membership

‘2. 7,246 total members

HB7,2468pk&R
q Represents 31,000+

professionals—corporate,
associate, government,
emeritus, academics
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Promote
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Protection of trademarks and related |PFFHRFIFE AR FEARURIA
Harmonization of laws and convergence of practices ;&{E1E
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Enforcement ;%
Business value of brands SahEBIR AN E
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* Reinforce trademarks as sources of information and brands as promises of
delivery INs&mETENEEFKIRF G EA AT EEHIER

« Communicate the contribution of brands to economies and society {Z1XGRhEXY
2255 0+ =HISI A

« Build bridges with consumer organizations, other associations, and academia
to be part of the brand equity conversation 5;8%&4HA . HittihSFIEAFE
VERR, B AmBEMEXER—EBD




2018-2021 Strategic Plan

2018-2021 SFERAZ LI

ﬁarace Innovationand Change
BSFeIFhtiEE

« Evaluate changes as a result of technology, innovation, and evolving

consumer needs and values THERIR, CIFTLANR AT LAY B E KAl

IMENFRAVZE

« Educate members on the impact of innovation, technology, and change on

brands XJpk R TEIHET. FARFIZAXT RSS20 TH

e Provide innovative, valuable services to members Ak RIZ(HCIET. 7
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Growing
Demand for
TMs
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WIPO
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Trademarks
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Trademark applications
filed worldwide

7 million

1996
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Contribution to economic growth

38% 10%-21%

USA Latin America

ASEAN
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TAnemaional \/alue of IP to Job Growth
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L IP-intensive industries
Employment: Contribution to (includes trademark-intensive industries) Trademark-intensive industries

job growth across sectors

30%

USA4

45.5 million jobs

8%-26%

Latin America

Chile, Colombia, Mexico, Panama, and Peru
18.5 million jobs

28%-38%

Europe?

46 million jobs

13%-29%

ASEAN

Indonesia, Malaysia, the Philippines,
Singapore, and Thailand




THE ECONOMIC IMPACTS OF COUNTERFEITING AND P’l‘
2013 2022 (forecast)

,f"; Value of counterfeit and US $1.13 trillion US $2.81 trillion
~@ia  pirated goods. €882.6 billion €2,194.7 billion

II Displacement of legitimate US $597 billion US $1,244 billion
f l economic activity. €449.6 billion €936.8 billion

US $898 billion US $1,870 billion
£676.2 billion £1,408.2 billion

2.6 million 5.4 million




Expansion of the Internet makes it easy for online
counterfeiting to grow.
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Criminals can hide behind the anonymity of the Internet

JLSED FALUBE BEAMER RS0

The Internet gives criminals the reach to sell to consumers
globally — outside of the national limits of law enforcement

HEXMEIRTES FRemfKESBEHERL—BH TE
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Counterfeiters can display genuine goods on their site but
ship counterfeit goods. This makes it more difficult to identify

infringing activities {RE& I LAEE MG FRBRIEm, (B&15
HNEEEER. XHERNEBCENTEENNFEME

When a site is shutdown, another site can quickly be
opened, making it a struggle for brand owners to effectively

a counterfeiter —N\ub#EXAfE, ALARIRITAS—1
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Addressing the Sale of Counterfeits on the Internet

RREEEM EHERE A

Key Stakeholders ST IRSZIR(ERE
EEHIBXE 4. Trademark owners
e =k

1. Search engines 5. Social media sites
JEESIE T3S g

2. Online trading 6. Registrars and
platforms registries
ZER25¥Ea iEAARSS =R ER R

3. Payment service /. Logistics companies
providers ) YN

“Best Practices for Addressing the Sale of Counterfeits on the Internet”

“SE RN _HEERE RIn R &{ESCi”



https://www.inta.org/Advocacy/Documents/2018/Addressing_the_Sale_of_Counterfeits_on_the_Internet_021518.pdf

Online Anticounterfeiting P& BH{k

e Trading Platforms3Z ¥ &

Strengthen and streamline procedures for taking action against recidivists
fnsaAnE L EIFIRICRIERF

Employ preventative measures, e.q. filters, ID verification and customer
screening XK ff I, 1§'Jﬂﬂi:‘l5)7§f\if% B IEIERE P if ik

Improve disclosure policies so TM owners and law enforcement can gain more
information EXEWEBR, UERIFMEENNENITRBRSESER

Add APIs to allow TM owners to conduct scanning 4 J0AP | LA 8 1F R FREr B & i
1T

Implement KYC S£4TKYC

Notice and takedown with strong provisions to prevent relisting RIEENTAEL
MIBFH T LUMIER, LARGIEEFHEE

A&I:,Je 7(_t copyright and design rights as basis for removal B3 iR FR& i #A4E 9 il
B/\ s (:E

M??_t EIfrequently with TM owners to share information 2 5EfrFiEE S @I
Fla&




Online Anticounterfeiting

P& B 1

 Payment Providers ¥ {127

Policies against use for sale of counterfeit goods, and chargeback reason code where goods have been determined to be
infringing by TM owners, law enforcement or neutral expert

NREIRAEE . PUEARBFUERAEFREN, BITEILHEEREBHRAOBERFIRFRIE R KA

Inform TM owners of websites using the PSP that infringe [8] 7 #5 Ef 75 2 18 &0 {5 F (R4 PSP A4 W i1

Join industry and law enforcement initiatives A1 N7 Fn#;E{TEN

Provide reasonable feedback within set timeframe; should not create onerous requirements such as test purchase
EAEFENREEENRIR; PRAEEDWENR, NG E

May allow for counter-notice A] §& % F& 2| iz 1B 1

If suo moto sees plain violation, PSP should terminate service ZA&Rsuo moto & IMRARiEM, PSPRI1ZZ% IEBR S N IEZINE N
TRIBFINBEZ R

« TM Owners S¥rEFBEE

Should educate other parties F1gSH b 751E

Actively monitor marketplace R isiEHhin

Provide keywords, assist other parties 2t %%, HEIEHMS

Take reasonable measures to verify and preserve evidence of infringement REL& B4 SEF IR FEHIER

Should identify alleged infringement, information about location, proof of ownership, authenticated statement
of good-faith complaint FIRAFRERITA. BRAEMNER. FIBALGER. f3 ARSIk ERR



Online Anticounterfeiting PIZ&B5{A

« Social Media
* Include IPR infringement in ToS
» Clear policy against sale of counterfeit products, and clear timelines for action
* Educate users
* More collaboration with TM owners

* Registrars and Registries

« Adopt IPR enforcement in ToS and other contracts

« Enforce those contracts

» Disclose information where possible

« Establish policies to identify infringers and bar recidivists

* Use technology such as APIs to allow brands to scan and retrieve listings and help in monitoring
» Logistics Companies

* Procure comprehensive identity and contact information

* Procedure to share information with law enforcement and TM owners where possible

» Blacklist consignees/consignors involved in counterfeiting

» Random checking for authenticity

+ Keep list of TM Owners contact (e.g. Recordal System)

» Cooperate with TM owners through training

« Consignors should mention brands or TMs on package or invoice for branded goodsc



Awareness:
Unreal Campaign
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The Unreal Campaign is INTA's public awareness initiative designed to
educate teenagers (ages 14-18) about the importance of trademarks
and intellectual property, and the dangers of counterfeit products. Since
its launch, the campaign has reached almost 10,000 students
directly in 29 countries through 110 events and over 120,000
through online engagement and exhibit events

FEmENZ INTANLAAXEIRIBN, SEHEFLFE (14F18%) FHfr
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