
 

 

 

 

 

APEC IPR Public Education and Awareness 
Platform Workshop on Effective Strategies for IPR 

Public Education 
 

8-10 November 2006 
 
 

PRESENTATIONS 
  

 
 
 
 
 
 
 
 
 
 
 

APEC Intellectual Property Rights Experts’ Group 
 

November 2006 
 
 



 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
© 2006 APEC Secretariat 
 
 
 
 
Organisers: 
IP Australia (IP Aus) 
Intellectual Property Department, Hong Kong, China (HKIPD) 
Intellectual Property Office of Singapore (IPOS) 
CTI03/2006 
 
 
 
Produced for  
APEC Secretariat 
35 Heng Mui Keng Terrace Singapore 119616 
Tel: (65) 67756012 Fax: (65) 67756013 
Email: info@apec.org Website: www.apec.org 
 
Reproduced electronically in November 2006 
 
APEC#206-CT-04.9 



APEC IPR Public Education and Awareness Platform  
Workshop on Effective Strategies for IPR Public Education 

  
88tthh  ––  1100tthh  NNoovveemmbbeerr  22000066  

11//FF,,  GGrraanndd  BBaallllrroooomm  II,,  RReeggaall  AAiirrppoorrtt  HHootteell,,  HHoonngg  KKoonngg,,  CChhiinnaa  
Organisers: 

IP Australia (IP Aus) 
Intellectual Property Department, Hong Kong, China (HKIPD) 

Intellectual Property Office of Singapore (IPOS) 
 

PROGRAM RUNDOWN  
 

 

Wednesday, 8th November 2006 (Day 1) 

9:30 Registration 
 

 
10:00 

 
Opening Ceremony: 
 

Officiating Guests of Honour: 
 

(i) Ms CHOI Ying Pik, Yvonne, Permanent Secretary for 
Commerce, Industry and Technology (Commerce and 
Industry), Hong Kong, China  

(ii) Mr. Sivakant TIWARI, Chair of APEC Intellectual Property 
Rights Experts’ Group 

 
 

10:20 
 
Theme 1 : The Critical Role of IP Public Education in a Knowledge-Based Economy 
and in Developing Creative Industries – Challenges and Opportunities 
 
Moderator: Mr. Sivakant TIWARI, Chair of APEC Intellectual Property Rights 

Experts’ Group (5 mins)  
 

Speakers:  
1. Mr. Jeffrey HARDEE, Vice President, Business Software Alliance Asia (20 

mins)  
2. Mr. Stephen SELBY, Director of Intellectual Property, Intellectual 

Property Department, Hong Kong, China (20 mins) 
 

11:05 Questions & Answers 

11:15 Break (Coffee / Tea) 
 

 
11:35 

 
Theme 2 : Planning and Implementation of Effective IP Public Education / Awareness 
Campaigns 

 
Moderator: Mr. Ian GOSS, General Manager, Business Development and Strategy 

Group, IP Australia (5 mins)  
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Intellectual Property Office of Singapore (IPOS) 
 

PROGRAM RUNDOWN  
 

Part 1: Developing Strategies for IP Public Awareness Campaigns  
 
Speakers: 

1. Mr. Peter WILLIMOTT, Director of Marketing and Customer 
Engagement, IP Australia (25 mins) 

2. Ms. LEONG May Seey, Regional Director, IFPI Asian Regional Office (25 
mins) 

 
12:30 

 
Questions & Answers 
 

12:50 Lunch 
 

 
14:20 

 
Part  2:  Effective Use of Communication Tools for Public Awareness Programs 
 
Speaker: Mr. Royce YUEN, Chairman, the Association of Accredited Advertising Agents 

of Hong Kong (30mins) 
 

14:50 
 

Questions & Answers 
 

15:05 Break (Coffee / Tea) 
 

 
15:25 

 
Part  3 : Public-Private Partnership in Public Education Program – Sharing of Case 

Studies on Different Target Audiences  
 
(i) Focus: Small and Medium Enterprises 
 
Moderator: Ms. Kate NORRIS, Senior Project Manager of International Cooperation, 

IP Australia (5 mins) 
 
Speaker:  Mr. Stuart McLENNAN, Assistant Director of Marketing and Customer 

Engagement, IP Australia (30 mins) 
 
Panel Discussion: 
- Moderator + Speaker + 2 Panelists (30 mins) 

(Panelists) 
1. Mr. Robin CHIU, Director-General, Federation of Hong Kong Industries 
2. Mr. WONG Sheng Kwai, Assistant Director-General, Infrastructure 

Development Division, Intellectual Property Office of Singapore 
 

16:30 End of Day 1 Program 
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Thursday, 9th November 2006 (Day 2) 

 
9:30 

 
Theme 2 Part 3 : (Cont.) 
 
(ii) Focus: Youth 
 
Moderator: Ms. Pancy FUNG, Assistant Director, Intellectual Property Department, 

Hong Kong, China (5 mins) 
 
Speaker: Ms. Jenny WONG, Head of Marketing Division, Intellectual Property 

Department, Hong Kong, China (30 mins) 
 
Panel Discussion: 
- Moderator + Speaker + 2 Panelists (30 mins)  

(Panelists) 
1. Mr. Peter WILLIMOTT, Director of Marketing and Customer Engagement, IP 

Australia 
2. Ms. Jennifer CHEN, Deputy Director, Customer & Corporate 

Communications Department, Intellectual Property Office of Singapore 
 

10:35 Break (Coffee / Tea) 

 
10:55 

 
Theme 2 Part 3 : (Cont.) 
 
(iii) Focus: General Public 
 
Moderator: Mr. WONG Sheng Kwai, Assistant Director-General, Infrastructure 

Development Division, Intellectual Property Office of Singapore (5 mins) 
 
Speaker: Ms. Jennifer CHEN, Deputy Director, Customer & Corporate 

Communications Department, Intellectual Property Office of Singapore (30 
mins) 

 
Panel Discussion: 
- Moderator + Speaker + 2 Panelists (30 mins) 

(Panelists)  
1. Mr. Peter WILLIMOTT, Director of Marketing and Customer Engagement, IP 

Australia 
2. Mr. Michael C. ELLIS, Senior Vice President & Regional Director, Motion 

Picture Association-International 
 

12:00 Questions & Answers 
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12:15 Lunch 
 

13:30 
 

Transportation  

14:15 School Visit – Diocesan Girls’ School  
(for representatives of APEC Member Economies only) 

 
15:50 End of Day 2 Program 
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Friday, 10th November 2006 (Day 3) 

 
9:30 

 

 
Theme 3 : Measuring the Effectiveness of Public Education Programs 
 
Moderator: Mr. Sivakant TIWARI, Chair of APEC Intellectual Property Rights 

Experts’ Group (5 mins)  
 

Speaker: Mr. Marc NICHOLSON, Managing Director of Rocket-X Media Pte. Ltd. 
(30 mins) 

 
Panel Discussion:  
 
- Moderator + Speaker + 2 Panelists (25 mins) 

(Panelists): 
1. Mr. Peter WILLIMOTT, Director of Marketing and Customer Engagement, IP 

Australia  
2. Mr. Walter LEE, Vice President, Consulting & Partnering Research, IDC 

Asia/Pacific 
 

10:30 
 

Break (Coffee / Tea) 
  

 
10:45 

 
Theme 4 : Way Forward – Regional Cooperation on Setting Up Common IP Values and 
Best Practices as well as Sharing of Resources 
 
Moderator: Mr. Peter CHEUNG, Deputy Director of Intellectual Property, Intellectual 

Property Department, Hong Kong, China (5 mins) 
 
 
(i) Demonstration of Online Communication Platform  
 
Speaker: Ms. Kate NORRIS, Senior Project Manager of International Cooperation, IP 

Australia (20 mins) 
 
 
(ii) Project Way Forward  
 
Speaker: Ms. Jennifer CHEN, Deputy Director, Customer & Corporate 

Communications Department, Intellectual Property Office of Singapore (20 
mins) 
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 (iii) Panel Discussion (30 mins):  
  
- Moderator + All speakers  

(Panelists): 
 

1. Ms. Kate NORRIS, Senior Project Manager of International Cooperation, IP 
Australia 

2. Mr. Stephen SELBY, Director of Intellectual Property, Intellectual Property 
Department, Hong Kong, China  

3. Ms. Jennifer CHEN, Deputy Director, Customer & Corporate Communications 
Department, Intellectual Property Office of Singapore 

4. Mr. Jeffrey HARDEE, Vice President, Business Software Alliance Asia 
5. Mr. Robin CHIU, Director-General, Federation of Hong Kong Industries 
6. Mr. Michael C. ELLIS, Senior Vice President & Regional Director, Motion Picture 

Association-International 
 

12:00 Questions & Answers 
  

 
12:15 

 
Closing Ceremony 

 
Closing Speech:  

1. Mr. Stephen SELBY, Director of Intellectual Property, Intellectual Property 
Department, Hong Kong, China  

2. Mr. Ian GOSS, General Manger, Business Development and Strategy Group, IP 
Australia 

3. Ms. LIEW Woon Yin, Director-General, Intellectual Property Office of Singapore
 

12:30 Lunch 
 

14:00 
 

Transportation  

15:00 Visit to Customs & Excise Department, Hong Kong, China 
(for representatives of APEC member economies only) 

 
16:30 

 
Transportation to Regal Airport Hotel / End of Workshop 
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Welcoming Speech by Ms Yvonne Choi, JP. 

 
 
Mr. Sivakant TIWARI, Mr. Ian GOSS, Ms. LIEW Woon Yin,  
 

Honoured guests from the APEC economies! It is my great pleasure to 
welcome you all to Hong Kong.  

 
Hong Kong is Asia’s World City –We are a city that has carved out a niche 

through international trade in goods and services.  Hong Kong is also a vibrant place 
where creativity flourishes. 
 

Our songs, movies and TV dramas are popular not only in Hong Kong, but 
also in many Asian countries.  Our fashion and jewelry designs are gaining attention 
in an ever-widening market. We are also establishing ourselves in the fields of 
computer animation and movie post-production. 
 

Our trading and creative industries are making important contributions to our 
economy.  It is thus easy to see that intellectual property is one of Hong Kong’s 
cherished ‘rice bowls’. 
 

Like everyone else in the Asia Pacific Region, protecting intellectual property 
in Hong Kong is a challenge. Not even the most prosperous among our economies 
can eradicate piracy and counterfeiting. And if enforcement in our domestic markets 
is not enough of a challenge, we have to deal with global trading of pirated and 
counterfeit goods and piracy on the Internet. 
 

Being a small and relatively prosperous territory, Hong Kong has been able to 
carry out enforcement effectively. We have a large force of Customs Officers who 
are specialized in working together with rights owners to crack down intellectual 
property infringements on a commercial scale.  Hong Kong Customs also has 
dedicated teams to monitor Internet piracy activities round-the-clock.   
 

These enforcement efforts are backed up by a comprehensive legal 
framework for intellectual property protection.   We review our legislation from time to 
time to keep it in line with latest social and technological developments.  At present, 
we are undergoing a major legislative exercise to update our copyright law.   



Towards the end of this year, we will launch another public consultation exercise on 
how we could have more effective copyright protection in the digital environment.   
 

At the same time, we are mindful that just attacking the suppliers of pirated 
and counterfeit goods without addressing the demand side is not a sustainable policy. 
There was never a time or place where an activity could be eradicated, if there was 
an unlimited market demand for it.  
 

This has led us to develop an ongoing and sophisticated public education 
programme for Hong Kong.  Our Intellectual Property Department has built up close 
partnership with the right owners in Hong Kong on the public education front, with a 
view to cultivating a culture of respect for intellectual property rights in the community.  
Different activities are organized ranging from sector-specific programmes such as 
school-based visits and business-targeted events to territory-wide campaigns such 
as our recent series of programmes to educate our younger generation against 
Internet piracy.   
 

Faced with similar issues, Australia and Singapore have also spent many 
years and a lot of resources on designing and carrying out public education 
programmes.  In fact, all the economies represented here today have valuable 
achievements in public education that we could usefully learn from. Sharing will 
enrich us and provide us with new stimuli.  
 

Today’s event is particularly significant because APEC has generously 
supported a joint project sponsored by three economies: Singapore, Australia and 
Hong Kong.   

 
Speaking on behalf of Hong Kong, China, I want to express, through IPEG 

Chairman Mr. Tiwari, my warm gratitude to APEC for the support they have rendered 
to this symposium.   Indeed, it bears out APEC’s recognition of the importance of 
intellectual property protection to economic development in the region.   
 
 I wish this symposium the greatest success. 
 
 Thank You. 
 



KEYNOTE ADDRESS BY MR S TIWARI, CHAIRMAN APEC IPEG 

AT THE OPENING OF THE APEC IPEG WORKSHOP FOR 

EFFECTIVE STRATEGIES FOR IPR PUBLIC EDUCATION  

 

Ms CHOI Ying Pik, Yvonne, Permanent Secretary for Commerce, Industry 

and Technology (Commerce and Industry), Hong Kong, China 

 

IPEG colleagues, 

Distinguished guests,  

Ladies & Gentlemen, 

 

1. A very good morning to all of you. It is my pleasure and honour to be 

with all of you at this workshop hosted by the Hong Kong Intellectual 

Property Department (Hong Kong IPD) and co-organised with IP 

Australia, and the Intellectual Property Office of Singapore (IPOS). 

2. It is very often said that “Globalisation is a fact of life”.  I cannot 

agree more with this statement. IPEG colleagues will agree that the 

effects of globalisation are very keenly felt by all of us in the 

intellectual property area.  As we move towards a knowledge 

economy, we have our work cut out for us.  At the international level, 

while developing and reforming the different areas of intellectual 

property, we need to find an equitable balance between securing the 



rights of IP owners and maintaining appropriate fair use provisions in 

the public interest.  At the domestic level, intellectual property 

legislation has to be updated to keep abreast of international 

developments.  We also need to raise awareness and educate our 

stakeholders to enable them to compete in this new paradigm. 

3. The challenge does not end there.  The internet and technology 

advancements have fuelled an unprecedented expression of creativity 

and innovation around the world.  However, they have given rise to a 

borderless and expansive marketplace that has thrown up new 

challenges for the traditional, jurisdiction-based IP protection and 

enforcement systems.  Not only must we focus on crippling piracy 

syndicates dealing in physical goods and in traditional distribution 

channels, we also now need to deal with infringing intellectual 

property for themselves by misappropriating IP protected content over 

the Internet.  We need to find new strategies and solutions to deal with 

this and the work cannot be confined to our national context.  It needs 

to be dealt with at the international level.   

4. In November 2005, at Busan, Korea, during the seventeenth APEC 

Ministerial meeting, ministers from APEC economies agreed to the 

APEC Anti-Counterfeiting and Piracy Initiative.  They further 

instructed economies to take further steps to build on this Initiative in 

the coming years, so as to reduce trade in counterfeit and pirated 

goods, curtail online piracy, and increase cooperation and capacity 

building in this area. 



5. Following this, I have seen the emergence of IPR related initiatives 

being proposed by several Working Groups.  For example the Life 

Sciences Innovation Forum is conducting Anti-Counterfeiting of 

Pharmaceutical Products and Medical Devices Training Seminars for 

Government Officials and relevant stakeholders. 

6. At the IPEG, we have also witnessed the introduction of several 

guidelines to help implement the APEC Anti-Counterfeiting and 

Piracy Initiative.  

7. In the same vein, it is heartening to see this initiative by IP Australia, 

Hong Kong IPD and IPOS come to fruition.  Recognising that public 

awareness and education is a key step to rally a positive national 

response to an economy’s IP development agenda, this initiative aims 

to help bolster capabilities amongst the APEC economies on how to 

design and implement effective public outreach campaigns. 

8. For the IP agenda to take root, the public in general needs to take 

ownership of it.  A member of the public needs to know that he is a 

potential IP creator and it is in his own interest that he respects and 

rewards IPR.  To achieve this, economies need a strategic and holistic 

outreach and education programme to empower their constituents to 

fully exploit their creative potential and to derive both social and 

economic benefits. 

9. The experience of economies embarking on an IP development 

agenda has been to start with strengthened IPR protection and 

enforcement.  For sustainability, they have moved on to address the 

value that IPR brings to individuals and the economy.  Economies 



need to understand this developmental cycle and over time, deploy 

appropriate strategies and tactics in their public awareness and 

education campaigns.  You will also need to develop core professional 

competencies to carry on the work. 

10. Winning over the ground will not happen overnight.  It will require 

sustained efforts with consistent messaging and a keen sense of the 

ground in order to stay relevant.  I therefore applaud the efforts of IP 

Australia, Hong Kong IPD and IPOS in this regard.  I understand that 

the learning and exchange will not end at this workshop.  We can look 

forward to follow on activities that will build on this programme in 

the next few years.  The objective is to continue support for growing 

capacity in dealing with the challenges relating to IP awareness and 

education in our various economies. 

11. Finally, I must thank Mr Stephen Selby, Ms Pancy Fung and their able 

team for their warm hospitality and friendship.  I am told that 

November is the best month to visit Hong Kong as the weather is cool. 

I therefore urge IPEG colleagues to take this opportunity to take in 

sights and the beauty that is the “Pearl of the Orient”.  Not forgetting, 

of course, the glorious food.  

12. That will be the reward we can look forward to.  Before the shopping 

can begin, we must get some serious work done.  It gives me great 

pleasure therefore to declare the workshop officially open.  I wish you 

all, a very fruitful exchange over the next three days. Thank you. 

 



The Critical Role of IP Public Education in 
a Knowledge-Based Economy and in 

Developing Creative Industries –
Challenges and Opportunities

Jeff Hardee
Vice-President and Regional Director 

Asia



Who is the Business Software Alliance?
A non-profit organization promoting a safe and 
legal digital world
BSA educates consumers on software 
management and copyright protection, cyber 
security, trade, e-commerce and other Internet-
related issues
Founded in 1988
Presence in over 85countries worldwide



BSA Global Members



BSA Regional & Local Members in Asia



Critical Role of IP Public Education in a Knowledge-
Based Economy and in Developing Creative 
Industries – Challenges and Opportunities

Need to Communicate: 
Piracy is widespread and harmful
IP protection drives innovation 
What is IP?  

What is a copyright?
What does the law protect?
What are the penalties?

How to manage software 
Consequences of not respecting IP



Total PC software installed on computers US$94 billion 
Total PC software paid for US$60 billion

Total PC software loss US$34 billion
Up from US$33 billion in 2004

• In Developed World*
Legitimate market US$54 million
Pirated market US$22 million

• In Emerging Economies
Legitimate market US$6 million
Pirated market US$12 million

Piracy is Widespread:
2005 Global PC Software Piracy

* Assumed to include US, Canada, Western Europe, Australia, New Zealand, Japan, Hong Kong, Singapore, 
South Korea and Taiwan



PC Software Piracy By Region

2005 2004
Central/Eastern Europe 69% 71%
Latin America 68% 66%
Middle East/Africa 57% 58%
Asia Pacific 54% 53%
Western Europe 35% 34%
North America 22% 22%

Worldwide 35% 35%



Software Piracy in Asia Pacific

54%

23%

28%

31%
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43%
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$30
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$7,897Regional Average/Total

$25New Zealand

$1,787Japan

$409Australia

$96Singapore

$161Taiwan

$506South Korea

$116Hong Kong

$134Malaysia

$69Philippines

$519India

$63Other AP

$183Thailand

$26Pakistan

$183Indonesia

$3,565China

$55Vietnam

2004 Losses ($M)Country



Types of Software Piracy
Organizational end-user piracy

Businesses and organizations using pirate or unlicensed 
software in the office.

Hard disk loading
Loading of illegal copies of software onto the hard disk of 
computers by computer sellers

Retail Piracy
Sale of pirated software on a retail level

Software Counterfeiting
Illegal manufacture and distribution of software

Internet Piracy
Unauthorized downloading/uploading of software, Internet 
sites offering infringing software, unauthorized sharing of 
files



Regional Launch Piracy Study



Regional Launch Piracy Study
Summary of Press Coverage in Asia

Clips
Print 100
Online 330
TV/Radio 20
Total 450

Media Impressions
Print 58,841,952
Online 1,200,275,364
TV/Radio 18,738,930

Total 1,277,856,246



IP Protection Drives Innovation:
IDC Economic Impact of Software Piracy

2005 IDC economic impact study showed a 
lower software piracy rate will:

stimulate economic activity 
Create jobs
Generate tax revenue 
Increase software production, marketing, R&D and 
better products, which spurs increased demand

IT sector in countries with lower piracy rates 
contribute a larger proportion to the GDP



What a 10-point drop in piracy in AP 
could mean

Directly contribute an additional US$135 billion 
to Asia’s economies 
Create 2 million new jobs 
Generate another US$14 billion in taxes
Increase revenues to local vendors by US$106 
billion



Asia Pacific Summary

54%59.1%33.9%194,529Total
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40%24.5%18.5%3,713Singapore

43%17.8%13.4%6,175Taiwan

72%164.50136.6%7,377India

46%47.8%40.4%12,529Korea

31%38.8%30.0%19,053Australia

86%209.1%85.3%27,520China

28%19.7%13.0%103,401Japan

Piracy Ratew/ Piracy ReductionGrowthIT Sector (m)

20052004-2009 growth2004-20092004



Critical Role of IP Public 
Education

What is IP  
What is a copyright?
What does the law protect?
What are the penalties?

How to manage software
Consequences of not respecting IP



Success factors
• IP public education is an important part of our 

anti-piracy drive
• Successful campaigns have largely been as a 

result of joint efforts with key government 
agencies and partners

• Draw attention to new legislation
• Educate businesses on SAM
• Promote hotline 
• Publicize enforcement



Example from Singapore

In 2005…
Copyright Law changes took effect on January 1

Objective
Create awareness
Maintain pro-business and industry, pro-IPR stand

Coordinate publicity efforts with IPOS/government bodies 
and trade associations where goals align



Radio Clip –
Get Ready for New Law

Intellectual Property Office of Singapore 
and BSA SAM seminar in  Sept 2004



Radio Clip

Radio commercial for March 2005 SAM 
Seminars



Activities in Singapore
• BSA/IPOS/IP Task Force SAM seminars & licensing 

clinics 
– March 10 & 14, 2005
– November 14 & 15, 2005
– November 2, 2006

• BSA educational DM campaigns:
– June 22, 2005
– August 12, 2005

• BSA media roundtable: “How ready are Singapore 
businesses?”
– August 4, 2005



PR/Marketing Activities in               
Region

• 49 SAM seminars attracting 7,200 
participants in 2005  

• Lead generation campaigns launched in 10 
cities in China

• Direct Mailings to thousands of businesses 
• Examples of country campaigns

Philippines: Pilipinas Anti-Piracy Team 
Malaysia: “Ops Tulen Korporat”
Korea: “Talala” Campaign
Region: Right Click Campaigns 



Direct Mailer



• Government-driven campaign 
composed of NBI, OMB and PNP, in 
cooperation with IP Coalition and BSA

• Goal : To drive down software piracy in 
the Philippines and promote the use of 
licensed software

• 30-day countdown from Aug. 17 to 
Sept. 15, 2005

• Crackdown – Sept. 16, 2005

Example from Philippines



PRE-COUNTDOWN
• Held a Software Copyright Seminar for 

enforcement agencies
• Produced branded jackets, t-shirts, vests 

which the raiding team wore during 
enforcement actions and press 
conferences

30-DAY COUNTDOWN
• Aug. 17 – Sept. 15, 2005
• 30-day announcement ad in 3 major 

national dailies & 2 leading Cebu 
dailies

• Press conference & MOU signing on 
Aug. 24, 2005

PAPT



PAPT



PAPT



Example from Malaysia

Aimed at promoting the effective management of 
software in corporations, thereby ensuring the use 
of original and licensed software in the workplace.



Ops Tulen 2005 Korporat

Three key elements :
• Audit – Companies were encouraged to conduct a 

software audit of all computers and submit results to 
the BSA to receive a 2-year immunity from BSA 
initiated enforcement actions. 

• Legalize – Companies to obtain adequate and 
correct software licenses for all computers

• Crackdown – Nationwide crackdown against 
companies still using pirated or unlicensed software 
by the Ministry of Domestic Trade and Consumer 
Affairs







Example from Korea
“Talala” Campaign

• A Korean word, meaning “It may get you into 
trouble”

• Famous local comedian – MS Park 
designated BSA Ambassador

• Tactics
– Launch “Talala” song and music video
– Launch campaign poster
– Launch i*concert
– Launch “44” Day Anti-Piracy Day (with gov’t)



Poster

Campaign posters with the 
message, ‘Piracy will get you in 
trouble’ were distributed to 
media



i*concert
• i*Concert?

Korea’s largest and most famous public concert 
organized by the Korea Music Association, involving 
the top local singers. 

• What BSA Korea did:
– Organized the opening show, highlighting the importance of 

stopping piracy and using licensed software
– Distributed posters with photos of BSA Ambassador



i*Concert



“Talala” song and music video



Korea 44 (辭寫) Day Launching 
(“BSA Anti Piracy Day”)

• Title: 44 Day - Anti Piracy Day - Declaration
• Background – Declaration that April 4 of every year 

would be anti piracy day. Reason – April 4, or ‘44’
could mean ‘Rejection of Piracy’ in Korean and 
Chinese. ‘44(四四)’ => ‘辭寫’.

• Organized by BSA Korea 
• Sponsored by National Assembly, Korea Music 

Association
• Media attendance: 60 journalists from 42 media



44 (辭寫) Day Declaration – Anti Piracy Day



TV Ad in Hong Kong





Example from India

BSA-Nasscom anti-piracy film clip



Right Click Campaigns

• To educate on responsible use of Internet
• Conducted in:

– China
– Hong Kong SAR
– Malaysia
– Philippines
– Singapore
– Taiwan  

• Partners – Government and other 3rd Parties 



Right Click Campaigns



ChinaChina Right Click  
Target Audience 
- Youth community
- Netizens

Tactics
- Children’s Drawing Competition
- Right Click micro-site
- Joint press conference with third party

Results
- Nearly 30,000 online game registrations
- 20,000 page views
- 278 media clippings monitored



Campaign micro-site





Indonesia Malaysia

India Thailand

Hotline, Reward & Enforcement Campaign Launches





Enforcement Coverage - Taiwan



Korea Tech Summit



Regional Innovation Forum



Thank you
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APEC Workshop

The Critical Role of IP Public Education in 
a Knowledge-Based Economy and in 

Developing Creative Industries

Stephen Selby



Intellectual Property Department, Hong Kong SAR Government 2

Knowledge: a Natural Resource

• Hong Kong has little in the way of natural resources 
other than our people.

• Strategically, Hong Kong has to exploit our unique 
position as a gateway to China.

• Historically, Hong Kong has built up an international  
reputation in entertainment (music and movies.)

• Our fashion and accessory, jewelry and software 
sectors are gaining more and more attention in 
international markets.

• Our knowledge is our strongest natural resource.



Intellectual Property Department, Hong Kong SAR Government 3

Challenges

• Having a production base in the Mainland, Hong Kong’s 
creative industries face the challenge of ‘one country 
three IP systems’.

• With a huge flow of goods through Hong Kong’s port, 
many economies expect the Hong Kong SAR 
Government to act as ‘gate keeper’ in preventing the flow 
of counterfeit goods.



Intellectual Property Department, Hong Kong SAR Government 4

Core Objectives

• Compliance
– Stakeholders need to understand IP issues before they can comply.
– They need a good understanding of local and overseas IP protection 

requirements so that they can compete in foreign markets.
• Intellectual Asset Management

– Enterprises need guidance so that they can identify their intellectual 
assets, extract value from them and protect their intellectual property.

• Public Support
– It is impossible to control piracy and counterfeiting activities if there is an 

insatiable market demand for fake products. 
– Public support for the fight against piracy and counterfeiting is vital.
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Core Approaches

• Compliance
– Explaining IP concepts in simple, layman’s language.
– Coverage of issues related to both domestic and overseas markets.

• Intellectual Asset Management
– Exhortation to ‘be creative and invent’ is often not enough: many 

SME’s need to be led through the creative process and understand 
IAM tools.

• Public Support
– Need to understand public attitudes and behavior through surveys, 

and identify target audiences.
– Need to build public support by presenting IP protection in a positive 

light.
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The Carrot and the Stick

• Education needs to focus on the positive value to 
society from good IP protection (e.g. job and 
wealth-creation)

• But there must always be credible and visible 
enforcement against IP infringement, so that the 
public understands that there is always a risk 
involved in IP infringement.
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Role-models

• The Government and leading politicians can’t 
afford to be caught out infringing IP, otherwise 
education efforts will lack credibility. All 
education must start ‘at home’ and be endorsed 
at the highest levels of government and politics.

• The use of media idols in marketing is very 
valuable. Film and music stars have a vested 
interest in helping us to spread the message.
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IP Systems and their Use

• Creative enterprises need to know how to use IP 
registration systems and how to make cost-
effective choices when selecting the method and 
scope of IP protection.

• IP protection can be expensive for SMEs: we 
should be sensitive to the way that the 
businessman thinks and perceives business risk.
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Conclusions

• Governments should be good role-models.
• We need to understand that creative industries are high-risk. 

Our role is to help lead enterprises through the minefield.
• We all have limited resources, so we should make objective 

judgements about where the greatest needs exist, and use 
resources in the most effective way.

• All enterprises have the potential to be inventive; but many 
don’t know how to go about it.

• If every enterprise could increase it’s value by 10% by 
realizing its creative potential...
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END



Developing Strategies for IP 
Public Awareness Campaigns

Peter Willimott
Director

Marketing & Customer Engagement
IP Australia



Where does strategy fit?

• Strategy Implementation Evaluation 

Evaluation Implementation Strategy 



Why have a Strategy?

“What`s the use of running
if you are not on the right road.”

German proverb



Why have a PE&A Strategy?

• Gives your PE&A efforts direction
• Enables communication of the direction
• Enables efficient use of scarce resources
• Prioritise effort
• Measurement



Components of a Strategy

• Goals and objectives 
• Research and analysis (SWOT) findings
• How – implementation:

• Target markets (market segmentation)
• Key messages (part of a separate plan)
• Activities (part of a separate plan)

• Evaluation



Goals and Objectives

• Goals provide direction to your overall efforts
• Objectives are more specific and measurable, undertaken 

to achieve your goal
• For example:
• Goal = to increase awareness amongst SMEs of the way 

the trade mark system operates 
• Objective = attract an audience of over 100 SMEs to an IP 

seminar on trade marks



• Be realistic!
• Take account of your budget, staffing 

and previous experience
• Failure damages morale
• Consult when setting goals
• Make sure the objectives you set are 

measurable

Take This Home

“I would rather have a good strategy today than 
a perfect strategy two weeks from now.”

Gen. George S Patton (1885-1945) U.S. military leader



Research: The ice berg principle



Research

Allows you to ‘see’ the unknown

For example
• Where you are and information gaps 
• Identifies key messages for target markets
• Motivators
• Distribution channels
• Sector opinion leaders
• Benchmark to compare after activities



• Don’t guess, make informed decisions

• Market research can be as simple 
as a phone call to an SME 
association to assess their opinions

• Avoid reinventing the wheel

Take This Home



Analysis (SWOT)

• Strengths/Weaknesses/Opportunities/Threats 

• Constraints and Risks

• Governance
• How will the PE&A strategy be managed?



Targets (market segmentation)

• Breaking the public into groups with similar needs
and wants

• Eg SMEs, university researchers, school children, 
business advisers, government

• Benefits:
• Easier to develop and implement messages, activities 

and resource materials
• Tailored communications
• Allows for prioritisation between segments
• Cost effective



Key Messages

• Driven by market research
• Express key messages as benefits not features eg 

“Trade marks provide legal protection for a logo”
Vs

“Trade marks add value to your business and 
allow you to protect a valuable business asset”

• Tailored to each target market



Activities

• Driven by market research
• Can include:

• seminars;
• brochures, publications, newsletters;
• web sites;
• advertising;
• public relations (PR); and
• Editorial.



Create an overall PE&A strategy and 

then develop target market specific 

action plans that will specify the 

activities, timing and budget

Take This Home



Take This Home

PE&A Strategy

SME Plan

School Plan
General public

Plan

Judiciary Plan

Media Plan



Measuring Results 

“However beautiful the strategy, 
you should occasionally look 

at the results.”

Sir Winston Churchill 1874-1965, 
English statesman



Measuring Results 

• Provides evidence of success…
• which makes it an easier case to argue for 

more resources.
• Provides information on what worked and what 

didn’t so budget can be spent effectively in future
- Market research pre campaign and post campaign 

to test:
- awareness levels
- understanding
- Retention of information



• Celebrate success!!!

Take This Home



Thank you

Please contact me any time to discuss your public 
education and awareness strategy issues

Peter Willimott
Director, Marketing & Customer Engagement
PH: +61 2 6283 2282
EMAIL: peter.willimott@ipaustralia.gov.au



Developing Strategies for IP Public 
Awareness Campaigns

APEC IPR Public Education and 
Awareness Platform 2006

Workshop on Effective Strategies 
for IP Public Awareness

Hong Kong, November 8, 2006

Leong May Seey
Regional Director, Asia

IFPI 
<LeongMayseey@ifpi.org>



International Federation of the 
Phonographic Industry, IFPI

• Non profit organisation representing the producers 
and distributors of sound recordings & music videos 
worldwide

• over 1500 members in 80 countries 
• registered in Zurich Switzerland, in 1934
• IFPI Secretariat located in London
• Regional offices in Miami (Latin America) Brussels 

(EU and Eastern Europe Affairs) Moscow (CIS) and 
Hong Kong (Asia and the Pacific)

• Affiliated with RIAA (USA)
• Consultative status with UNESCO, ILO, WIPO, WTO, 

Council of Europe, WCO, Interpol



IFPI Affiliated Local Groups in 
APEC Economies 

• Recording Industry Assc of Japan (RIAJ)
• Indian Music Industry (I M I )
• IFPI Hong Kong Group
• Recording Industry Assc of Malaysia (RIM)
• Philippine Association of  the Recording Industry(PARI)
• Recording Industry Assc of Singapore (RIAS)
• IFPI Members’ Foundation in Taiwan (IFPI Taiwan)
• Thai Entertainment Content Association (TECA) 
• Australia Recording Industry Association (ARIA)
• Recording Industry Assc of New Zealand (RIANZ)
• Canadian Recording Industry Association (CRIA)
• South American recording industry association (FLAPF)



Role of IFPI

• To help develop and improve legal rights of 
members

• Enforcement of those rights
– Anti-Piracy enforcement actions, both physical 

and online environment
– Collective Licensing of members’ broadcasting & 

public performance rights
• Assist in the development & co-ordination 

of industry standards for new technologies 
• Public awareness, education, training 



IFPI’s Approach To Public Awareness 
Campaigns

• A combination of international campaigns that 
can be tailored for various markets and local 
campaigns developed by national groups

• A combination of awareness through “soft 
sell/persuasive” messages and 
“direct/deterrent” messages

• Aim
– Educating about the value of music and the economic 

importance of the  music industry
– Educating about intellectual property rights and respect 

for IP and creators
– Contributing to a better understanding of how the music 

industry works and which jobs are involved



International Campaigns



www.pro-music.org



www.pro-music.org

• www.pro-music.org is a cross-sector campaign 
branded “everything you need to know about 
music online”

• The website, launched in six languages, is the 
most comprehensive international education 
resource on legitimate digital services and 
copyright issues

• It is supported by an international alliance of 
musicians, performers, artists, retailers as well as 
major and independent record labels 



www.pro-music.org

• Artists explain how they feel about having their 
music taken without permission

• Music online is the largest international listing of 
online digital music services and retailers

• ‘Free music?’ confronts some of the myths about 
online music piracy 

• ‘On copyright’ explains why copyright is needed 
and what the laws mean   



Parents’ Guide



Parents’ Guide
• IFPI and its pro-music partners linked with 

internet charity Childnet International to educate 
parents about music online 

• They produce a guide, ‘Young People, Music and 
the Internet’ that helps parents give advice to 
their children on how to stay safe, secure and 
legal online

• Many parents were struggling to understand how 
new “peer-to-peer” technology works

• The guide explains what p2p services are, 
outlines the security and legal risks to children 
and the family computer 



Parents’ Guide

• The campaign was initially launched in the US, 
UK, Germany, Italy and Spain. In Asia, it extended 
to Hong Kong and Singapore, supported by the 
respective governments 

• The guide has been translated into eight 
languages and is available in more than 20 
countries worldwide

• A number of charities and NGOs have also 
backed the parents’ guide

• The guide is available in hard copy format or at 
www.pro-music.org



Digital File Check 



Digital File Check

• Digital File Check is a simple educational tool that 
shows how computer users can enjoy music and 
film legally online, developed by IFPI & MPA

• It is free, voluntary and for private use only and it 
does not tip-off any anti-piracy groups 

• It can identify what file-sharing software is on a 
users’ computer 

• If a user finds file-sharing software DFC offers to 
delete it so that they are no longer file-sharing 
with others 



Digital File Check

Strictly Privileged & Confidential



Digital File Check

Strictly Privileged & Confidential



Digital File Check

Strictly Privileged & Confidential



Digital File Check

Strictly Privileged & Confidential



Copyright & Security Guide for 
Companies  & Governments 

• Developed by IFPI 
jointly with IVF, MPA 



Copyright & Security Guide for 
Companies  & Governments

• Guide makes employers aware of their 
responsibilities to clean their networks from 
copyright infringement

• It explains how illegal p2p file-sharing wastes 
their time and money as well as putting them at 
risk of legal action 

• It was backed by the International Chamber of 
Commerce 

• The guide was translated into several languages 
and sent to thousands of businesses around the 
world



National Campaigns 



National Campaigns – Messages from 
Local Artistes



UK – National Music Week



UK – National Music Week



USA – Music Rules



USA – Music Rules!



USA – Music Rules!



USA – Music United – illegality of 
downloading 



New Zealand  – BRN & GTBRNT awareness 
campaign – It’s a crime



UK Press 

The Times

Strictly Privileged & Confidential



Singapore Press

Strictly Privileged & Confidential

The Straits Times
18 February 2006



Malaysia 



Hong Kong

MTR Station



Conclusions

• IP campaigns need to be targeted at different 
audiences: employers, parents, teenagers, 
etc. 

• Some campaigns can benefit from economies 
of scale if run internationally

• Others need a stronger local angle, such as 
artist participation, to make them engaging 

• Some campaigns may have broader 
messages

• All campaigns need to clearly set out the 
legal situation and the penalties for breaking 
the law 



representing the 
recording industry 

worldwide

Thank You



““ Effective Use of Communication Effective Use of Communication 
Tools for Public Awareness Tools for Public Awareness 

Program Program ““
-- Royce YuenRoyce Yuen

Group Managing Director, Ogilvy Southern ChinaGroup Managing Director, Ogilvy Southern China
Chairman, HK4AsChairman, HK4As

8 November, 20068 November, 2006



Agenda

•• Getting startedGetting started
–– Define the goalsDefine the goals
–– Identify target audiencesIdentify target audiences
–– Key message developmentKey message development

•• Introduce communication channelsIntroduce communication channels
•• Case studiesCase studies



Define The GoalsDefine The Goals



Define The Goals

•• Assess the current outreach situationAssess the current outreach situation
•• Goal settingGoal setting
•• Behavioral and attitudinal changesBehavioral and attitudinal changes



Target AudiencesTarget Audiences



Target Audiences

Demographic 
and 

psychological 
profile

Demographic Demographic 
and and 

psychological psychological 
profileprofile

Divided by their 
characteristics, 

gender, 
information of 

age group, 
profession, 

interests, etc.

Divided by their Divided by their 
characteristics, characteristics, 

gender, gender, 
information of information of 

age group, age group, 
profession, profession, 

interests, etc.interests, etc.
How they obtain 
daily information
How they obtain How they obtain 
daily informationdaily information

What are their 
current perceptions, 
needs, knowledge, 
wants, preferences, 

and behavior 

What are their What are their 
current perceptions, current perceptions, 
needs, knowledge, needs, knowledge, 
wants, preferences, wants, preferences, 

and behavior and behavior 

What would 
motivate them
What would What would 

motivate themmotivate them
What matters 
they concern 

most

What matters What matters 
they concern they concern 

mostmost



Key MessagesKey Messages



Key Messages

•• ObjectiveObjective--orientedoriented
•• ConsistencyConsistency
•• Less is moreLess is more
•• EngagementEngagement
•• Counteract oppositionsCounteract oppositions



Communication ChannelsCommunication Channels



Communication Channels

Interactive/                  

One-to-one

Third Party 
Endorsements

Media Relations

Internal Communications

Advertisements

Events



Case StudiesCase Studies





The Heart Truth Campaign

The IssueThe Issue
•• Heart disease is the leading cause Heart disease is the leading cause 

of death among women in the of death among women in the 
United States.United States.



The ChallengeThe Challenge

•• Heart disease was considered a manHeart disease was considered a man’’s s 
disease.disease.

•• Women believed they were at a higher risk Women believed they were at a higher risk 
of developing cancer, specifically breast of developing cancer, specifically breast 
cancer, than of dying from heart disease.cancer, than of dying from heart disease.

•• Heart disease kills more women than all Heart disease kills more women than all 
cancers combined.cancers combined.

The Heart Truth Campaign



The InsightThe Insight

•• Women needed to understand heart Women needed to understand heart 
disease is disease is ““an equal opportunity killeran equal opportunity killer””
that does not distinguish between sexes.that does not distinguish between sexes.

•• The heart disease public education The heart disease public education 
message needed to break through years message needed to break through years 
of undistinguished yet broadly of undistinguished yet broadly 
disseminated heart health messaging.disseminated heart health messaging.

The Heart Truth Campaign



The Tagline The Tagline -- ““Heart Disease DoesnHeart Disease Doesn’’t Care What t Care What 
You Wear You Wear –– ItIt’’s the Killer of Womens the Killer of Women””

•• RationaleRationale

•• Directly addresses the prevailing myth that Directly addresses the prevailing myth that 
women arenwomen aren’’t seriously affected by heart t seriously affected by heart 
diseasedisease

•• By echoing a common phrase, By echoing a common phrase, ““the hard the hard 
truthtruth””, it made women realize that this was an , it made women realize that this was an 
issue they had to faceissue they had to face

The Heart Truth Campaign



The Red Dress The Red Dress –– as the centerpiece as the centerpiece 
creative elementcreative element

•• RationaleRationale

•• Incorporates the color most Incorporates the color most 
associated with the idea of the associated with the idea of the ““heartheart””

•• Forge an emotional link between a Forge an emotional link between a 
womanwoman’’s focus on her outer self s focus on her outer self 
(appearance) and the need to focus (appearance) and the need to focus 
on her inner self (health in general on her inner self (health in general 
and heart health, in particular)and heart health, in particular)

The Heart Truth Campaign



The Heart Truth Campaign: Public 
Education Materials

•• Creative design using Creative design using 
compelling photos and compelling photos and 
stories of real womenstories of real women’’s s 
struggles with heart struggles with heart 
diseasedisease



The Heart Truth Campaign: Website



The Heart Truth Campaign: 
Red Dress Public Service 
Announcement



•• Heart disease awareness Heart disease awareness 
and women was chosen as and women was chosen as 
the cause 19 top designers the cause 19 top designers 
–– from Vera Wang to Donna from Vera Wang to Donna 
Karen to Oscar de la Karen to Oscar de la RentaRenta
–– contributed red dressescontributed red dresses

•• Collaborated with Federal Collaborated with Federal 
Government and fashion Government and fashion 
industryindustry

•• Engaged First Lady, Laura Engaged First Lady, Laura 
Bush, to champion the Bush, to champion the 
cause and introduce the cause and introduce the 
campaigncampaign

Fashion Week, Feb 2003



The Heart Truth Campaign: The 2003 Time Magazine Cover 
and Feature Article on the Heart Truth Campaign



The Heart Truth Campaign: 
Additional National Coverage on The Heart Truth 
Campaign



The Heart Truth Campaign

ResultsResults
•• Awareness of heart disease among Awareness of heart disease among 

women climbed from 33% to nearly women climbed from 33% to nearly 
50% in one year50% in one year

•• Media coverage and partnership Media coverage and partnership 
programs are unprecedented for a programs are unprecedented for a 
government public education government public education 
programprogram



Operation UniteOperation Unite



Operation UniteOperation Unite



BackgroundBackground

•• SARS attacked Hong Kong in 2003. It brought Hong SARS attacked Hong Kong in 2003. It brought Hong 
KongKong’’s economy to a complete halt and the morale in s economy to a complete halt and the morale in 
Hong Kong sank to bottom.Hong Kong sank to bottom.

•• Operation UNITE is a multiOperation UNITE is a multi--sector, actionsector, action--oriented oriented 
campaign driven by a Steering Committee with Mrs. campaign driven by a Steering Committee with Mrs. 
Betty Tung as the Honorary Advisor and Dr. Rosanna Betty Tung as the Honorary Advisor and Dr. Rosanna 
Wong as the Wong as the ConvenorConvenor

•• Operation UNITE was conceived as an Action Operation UNITE was conceived as an Action 
Campaign to boost solidarity and morale in Hong Campaign to boost solidarity and morale in Hong 
Kong during this anxious time. Kong during this anxious time. 

Operation Unite



ObjectivesObjectives
•• Instill hygiene best practices (both personal Instill hygiene best practices (both personal 

and public) in the community through the and public) in the community through the 
Hygiene CharterHygiene Charter

•• Galvanize the public and influencers to Galvanize the public and influencers to 
support the Hygiene Chartersupport the Hygiene Charter

•• Bolster Hong Kong peopleBolster Hong Kong people’’s confidences confidence
•• Rebuild Hong KongRebuild Hong Kong’’s image in the eyes of s image in the eyes of 

worldworld

Operation Unite



Target Audience Target Audience 
•• The Hong Kong communityThe Hong Kong community
•• Divided into three segments: senior Divided into three segments: senior 

management, employees, and the general management, employees, and the general 
public public 

•• Media (local and international media)Media (local and international media)
•• Influencers (Industry associations, trade Influencers (Industry associations, trade 

bodies, consumer council, influential media) bodies, consumer council, influential media) 

Operation Unite



Operation Unite: Hygiene Charter signature 
campaign press launch

•• Driving hygiene best Driving hygiene best 
practice across different practice across different 
sectors for Hong Kongsectors for Hong Kong

•• Key goals of the Hygiene Key goals of the Hygiene 
Charter:Charter:

•• To further unite the To further unite the 
communitycommunity

•• To enhance the To enhance the 
environment and public environment and public 
healthhealth



Operation Unite: “Taking off with Hong Kong 
in Unity” campaign at the airport

•• Nurture local and Nurture local and 
international confidence in international confidence in 
the rebound of Hong Kongthe rebound of Hong Kong

•• Mobilized Hong Kong Mobilized Hong Kong 
youths to form a giant youths to form a giant ““Heart Heart 
of Hong Kongof Hong Kong”” at the Hong at the Hong 
Kong International AirportKong International Airport



Operation Unite: Advertisements



ResultResult
•• The campaign generated a good level of media The campaign generated a good level of media 

interest. interest. 
•• Coverage in the media was multiCoverage in the media was multi--faceted, ranging faceted, ranging 

from the objectives of Operation UNITE, the from the objectives of Operation UNITE, the 
importance of hygiene, to its impact of the entire importance of hygiene, to its impact of the entire 
community. community. 

•• Operation UNITE was highly regarded as a Operation UNITE was highly regarded as a 
thought leader in the fight against SARS. thought leader in the fight against SARS. 

Operation Unite



•• Identify the goals  Identify the goals  
•• Simple messages Simple messages 
•• DonDon’’t be limited by one channelt be limited by one channel
•• Build relevance to audiencesBuild relevance to audiences

Key Learnings



THE ENDTHE END



© Copyright, FHKI 2006. All rights reserved  

PublicPublic--Private Partnership in Public Education Private Partnership in Public Education 
Sharing of case studies on different Sharing of case studies on different 

target audiencetarget audience

Mr. Robin ChiuMr. Robin Chiu
DirectorDirector--GeneralGeneral

Federation of Hong Kong IndustriesFederation of Hong Kong Industries
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What is FHKI ?What is FHKI ?

• A fully independent, statutory trade association with 
3,000 industrialists as members.

• Established by legislation in 1960.
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FHKI Objectives:FHKI Objectives:

• Promotes and fosters the interests of HK’s industrial and 
business communities

• Promotes trade, investment, technological advancement 
in Hong Kong

• Represents industry’s views and advises Government on 
policies and legislations which affect industry
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Intellectual Property Centre, FHKIIntellectual Property Centre, FHKI

• Over 20 years experience

• Helping HK companies to protect their IP

• Counselling on IP related disputes

• Promoting awareness of and respect for IPR
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Hong Kong Coalition for Intellectual Hong Kong Coalition for Intellectual 
Property Rights (HKCIPR)Property Rights (HKCIPR)

• Established under the umbrella of the FHKI in March 
2005

• To promote awareness of IPR in the business 
community 

• To facilitate protection of IPR and educate members on 
protection strategy & methodology

• To serve as communication platform for members with 
government authorities
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IP Education PartnershipIP Education Partnership

Government entities:Government entities:--
• HKSAR Intellectual Property Dept
• HKSAR Customs and Excise Dept
• HKSAR Trade and Industry Dept
• HKTDC
Private sectors:-
• FHKI
• Other NGOs, e.g.

– HK Intellectual Property Society
– HK Intellectual Property Association Ltd
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Education ObjectivesEducation Objectives

• To enhance respect for products of creativity and 
knowledge

• To promote awareness of IPR in the community

• To improve understanding of IP related laws & how to 
protect and respect IPR 
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Target AudiencesTarget Audiences

• Businessmen

• Consumers 

• Students

• Professional Institutions and Trade Associations
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ProgrammesProgrammes

• Free Consultation Sessions

• Seminars

• Workshops

• Luncheon Talks 
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- Provide one-on-one meetings with clients for counselling
and assessment of their IP problems   

•

• Case enquiry: Registability of a Trademark
• Client: An  SME manufacturer of stationery
• Advice: The trademark may be refused if there is no 

distinctiveness.

Free Consultation Sessions
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Seminars 

- An effective way to raise IP awareness/educate local SMEs

1.12/2005: “How to Protect your New Product Designs and 
Copyrights”

- • Participants: 200

• Focus:Design registration
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2. 9/2005: “Tips on Managing IP and Handling IPR 
Infringement”

• Jointly organised with the IPD & HKTDC to help local 
SMEs better understand the importance of IPR in 
business development.

• Participants: 430
• Focus: a review of Mainland 

trademark protection policy
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3. A series of IP Seminars to enhance the IP knowledge for 
professional institutions

• 05/2006: Chartered Institute of Marketing (UK),  Hong Kong

• Participants: 74

• Focus: legality of parallel 
imports
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Workshops
- Training/familiarization in latest developments on IPR matters

1. 03/2006: How to Protect your Brand Name and Trademark

• Participants: 38

• Focus: in-depth look at 
common law protection in 
IP infringement cases
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2. Anti-counterfeiting Technologies

• 11/2005: Jointly organised with HKSAR Depts to help 
local companies apply effective anti-counterfeiting 
technologies

• Participants: 91

• Focus: Application of anti-
counterfeiting technologies  
on product packaging
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Luncheon Talks 

- Cosy, small gatherings with IP professionals/experts to 
exchange expertise & experience 

- 05/2006: “Be Smart When Dealing with IP Lawsuits”

• Experienced lP lawyer 
talks about strategies & 
legal procedure when 
dealing with IP lawsuits

• Participants: 40
• Focus: Tactics for 

collecting evidence in IP 
lawsuits
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Some Relevant Facts
• 2005: Approx. 2,000 participants attended FHKI 

Education activities; 1,040 IP cases were assisted by 
FHKI

• IP infringement cases recorded by C&E:

-27.1%6285Trade descriptions

-14.9%768902Copyright 
infringement

DifferenceJune 06June 05

No. of cases
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• 2006 IPD survey on business attitude to IP: 77% felt 
raising IPR awareness through strengthened education 
is effective way to reduce IP infringement 
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Public-Private Partnership in 
Public Education Program

Small and Medium Enterprises
Presented by Stuart McLennan

Assistant Director Marketing and Customer 
Engagement, IP Australia



Presentation Overview

Small And Medium Enterprises in Australia
• Characteristics and Significance to the Australian 

Economy

• Understanding and trust of government by small 
business

• Understanding of Intellectual Property and how it can be 
used beneficially

• Research Findings



Presentation Overview - Continued

What approach has IP Australia Taken?
• Direct to SME’s
• Via Advisers
• Products
• Value of Case Studies
• Example of a Case Study
• How is it Working
• The Future? 



Characteristics of Australian Small and 
Medium Enterprises

• Australian Definitions:
• Micro Business – Less than 5 employees
• Small Business – More than 5 and less than 20 employees
• Medium Business – More than 20 and less than 200 

employees
* Source: Profile of SMEs and SME Issues in APEC 1990 - 2000

• Australian population – 20.7 million (October 2006)
* Source: Australian Bureau of Statistics Population Clock (www.abs.gov.au)

• Australia total SMEs – 1.27 million
• Representing 97% of all firms in Australia  and employing 47% 

of  workers (June 2004)
* Source: Australian Bureau of Statistics - Characteristics of Small Business 8127.0 2004



Small and Medium Enterprises -
Characteristics

• 56 % of small businesses are non-employing – single operators

• The majority of non-employing businesses, (36%), have been in 
business from one to less than 5 years

• 65 % of operators worked between 35 and 50 hours per week, 
30% between 51 and 75 hours and 5% more than 75 hours per 
week

• In June 2004, 72% of small businesses were using computers 
in their business operations and 62% had access to the 
internet

• Source: Australian Bureau of Statistics - Characteristics of Small Business 8127.0 2004



Understanding and Trust of Government 

• No hard data on this but anecdotally trust of 
government is fairly high but business would like 
less paperwork from government

• IP misunderstood as a regulatory burden

• Lots of “advisors to small business” out there



Research

Key findings:
• SME owners too busy managing other areas of the 

business (marketing, accounting etc.) to consider IP
• Lack of basic understanding of IP identification, 

commercialisation and protection
• Lack of awareness of where to go for assistance
• Fear that IP can be infringed and lack of knowledge on 

enforcement
• IP costs seen as too high or prohibitive
• Only considered IP when in trouble
• Obtained IP advice from accountants and lawyers, not 

from IP experts



Key IP Issues Identified for SME’s

Key awareness issues for SMEs:
• Treat IP the same as any other business asset
• Understand the different types of IP
• Keep new ideas confidential 
• If ideas have commercial potential, use IP protection
• Build a prototype to market the idea
• Keep track of development costs
• Research and understand the market
• Determine if the business has all the skills to develop, 

market and sell the idea
• Keep an open mind on financial returns
• IP is valuable, so protect it!



Key Messages

Key messages include:
• IP is not just for big business – Affordable strategies are 

available for SMEs
• Many SMEs possess IP but may not be aware that they do
• Understand the commercial potential of IP and develop 

appropriate strategies
• Unauthorised copying or misleading and deceptive 

conduct is against the law
• What constitutes an infringement and ensuring that SMEs 

are infringement ready
• Contacts for advice on all aspects of intellectual property 

identification, commercialisation, protection and 
enforcement

• IP is like any other asset – secure it and protect it!



Solutions

• A two pronged approach                                   

• Smart Start – targeted at the small business 
person

• IP Tool Box – targeted at Business Advisors 
(Accountants, Solicitors, Lawyers)



Products - Smart Start

• www.ipaustralia.gov.au/smartstart
• Integrated communication campaign and product for 

SMEs
• Objective is to raise level of awareness first and then 

understanding of IPRs within SME segment 
• Postcards and online advertising used to drive SMEs to 

the resource
• Program comprises:

• Brochure
• Website
• Seminar series and
• Editorial
• Information provided through a distributed system



Smart Start

• Smart Start booklet – comprehensive resource for 
SMEs starting out in business.

• Smart Start online resource – contains useful tools, 
such as business plan templates and a 
confidentiality 
agreement builder.

• Smart News – A bi-monthly e-newsletter sent to 
subscribers

• Seminars – recently participated in an Australia-wide 
Home-Based Business seminar series, coordinated 
by AusIndustry (sister government organisation).

• Media / editorial – targeted advertising and editorial 
placements in key small business magazines and 
online resources.



Value Of Case Studies 

• Research tells us that SME’s like reading about 
their peers

• Real Stories, Real People, Real Situations

• Able to relate the situations back to them

• May know some of the organisations – A mixed bag



Smart Start Case Study - Peter Anyon, AQT

• Developed air quality testing
equipment

• Uses patent databases and 
‘prior art’ as technical resources
and to ensure he is not infringing
the IP of others
• Former patent examiner, but 
relies on his patent attorney for advice
• Has several Australian and overseas 
granted patents for his invention



Smart Start Case Study – Coffee Club

• National Franchise – over 100 stores
• Recognised the significance of 

registering
their trade mark early on

• Brand for a range of products
• Advice from a trademark attorney
• Across a variety of classes
• Strategic registration in more than a

countries in preparation for global 
market

• Franchisees confident IP is secure



IP Toolbox

• Comprehensive IP guide for business 
and researchers. Developed in conjunction with 
leading industry experts

• Targeted at Business Advisers

• Recently launched as an on-line tool

• More accessible to all customers

• Will be part of our overall strategy for Business Advisers



How is it Going?

• Subscribers to Smart Start have doubled in the last 12 
months

• Click through rates are well above industry standard

• Publication orders are steady

• Very few unsubscribe



The Future

• Greater emphasis on regular contributions through the 
Smart Start newsletter

• Partnerships – embedding our educational resources 
such as Smart Start in to other organisations programs

• Technical education program – IP education to future 
small business operators

• Keep reviewing and adapting  



Thank You

Questions ???
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Public Education ProgramPublic Education Program

Working handWorking hand--inin--hand with the hand with the 
private sectorprivate sector

Jennifer ChenJennifer Chen
Deputy DirectorDeputy Director
Customer & Corporate Communications Dept Customer & Corporate Communications Dept 
Intellectual Property Office of SingaporeIntellectual Property Office of Singapore
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• Introducing IPOS

• How it all began

• The early HIP Alliance

• HIP Revolution

• Going forward

Overview
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About Singapore

Founded as a British trading post in 
1819 by Sir Stamford Raffles

Gained independence on 9 Aug 1965

Land Area: 682.7 sq km

Population: 4,492,150 (Jul 06 est)

Ethnic: Chinese 76.8% 

Malay 13.9% 

Indian 7.9% 

other 1.4% 

(2000 census) 
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About IPOS

• The Intellectual Property Office of Singapore (IPOS) 
was formed on 1 April 2001.

• Led by Director-General, Ms Liew Woon Yin

• IPOS is a statutory board under the Ministry of  Law
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Vision

To foster a creative Singapore where 
ideas and intellectual efforts are 
valued, developed and exploited.
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Mission

To provide the infrastructure, 
platform and environment for the 
greater creation, protection and 
exploitation of intellectual property.
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How It All Began How It All Began –– the Public the Public 
Education ExperienceEducation Experience

•• 2001 2001 –– Study on awareness, Study on awareness, 
perception of and attitude towards IP perception of and attitude towards IP 
rights rights 

Objectives:Objectives:
oo Determine the level of awareness towards the Determine the level of awareness towards the 

illegal nature of pirated materials; illegal nature of pirated materials; 

oo Understand driving factors behind consumersUnderstand driving factors behind consumers’’
buying buying behaviourbehaviour of pirated goods; andof pirated goods; and

oo Develop possible action lines.Develop possible action lines.
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Consumer StudyConsumer Study

•• MethodologyMethodology
FaceFace--toto--face interviews with face interviews with 
SingaporeSingapore’’s students and working s students and working 
population aged 15 to 55 years old.population aged 15 to 55 years old.
7 types of consumer goods tested:7 types of consumer goods tested:
oo Branded watchesBranded watches
oo Branded fashion clothingBranded fashion clothing
oo Music CDs Music CDs 
oo OS softwareOS software
oo Application softwareApplication software
oo PC gamesPC games
oo VCDsVCDs
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Consumer StudyConsumer Study

•• Findings:Findings:

Low awareness level of Low awareness level of ‘‘IPRIPR’’

There was widespread agreement that people There was widespread agreement that people 
deserve to have their creations protected by IPR.deserve to have their creations protected by IPR.

Although over half acknowledged that selling Although over half acknowledged that selling 
pirated goods was unethical and buying pirated pirated goods was unethical and buying pirated 
goods were wrong, few felt guilty for buying goods were wrong, few felt guilty for buying 
pirated goods.pirated goods.

Some acceptance of the impact of piracy on Some acceptance of the impact of piracy on 
economy.economy.
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FollowFollow--up action to findings up action to findings 

•• Based on findings from the IPR study, Based on findings from the IPR study, 
the immediate task was to raise IP the immediate task was to raise IP 
awareness among the general public awareness among the general public 
and to encourage respect for IP. and to encourage respect for IP. 

Introduction of public Introduction of public 
awareness initiative awareness initiative ––

The HIP Alliance The HIP Alliance 
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What is HIP?What is HIP?

•• HIP = Human + IPHIP = Human + IP

•• Established in 2002 as a Established in 2002 as a 
governmentgovernment--industry collaborative industry collaborative 
platformplatform

•• Make up of government Make up of government agencies, agencies, 
private private organisationsorganisations and industry and industry 
associations to promote IPassociations to promote IP

•• Champions IPOSChampions IPOS’’ public education public education 
initiatives and initiatives and programmesprogrammes on on 
‘‘Respect for IPRespect for IP’’

•• Key Message: Live For REAL!Key Message: Live For REAL!

•• Activities: Annual high profile Activities: Annual high profile 
public public roadshowsroadshows to promote IP to promote IP 
awareness and respectawareness and respect



Copyright © 2006 IPOS 
All Rights Reserved

The information stated herein is accurate as of 16 October 2006.
It is intended as a guide only and does not amount to legal advice. 
Professional advice must be sought prior to acting on any matter contained within this presentation. 

HIP ActivitiesHIP Activities

HIP concert poster banner

Members of the HIP Alliance 
and IPOS staff
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HIP ActivitiesHIP Activities

HIP Rally down Orchard HIP Rally down Orchard 
RoadRoad

DirectorDirector--General of IPOS, Ms General of IPOS, Ms LiewLiew
flagging off the HIP Rallyflagging off the HIP Rally
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HIP Alliance 2003 CampaignHIP Alliance 2003 Campaign

•• 20032003
•• HIP started to use media HIP started to use media 

to promote its antito promote its anti--piracy piracy 
messages. Television messages. Television 
commercials and posters commercials and posters 
were developed.were developed.

•• Key message: Key message: ““The Real The Real 
Thing is the Right ThingThing is the Right Thing””

•• Signed on local celebrity, Signed on local celebrity, 
Adrian Pang, as the Adrian Pang, as the 
ambassador for the ambassador for the 
movement movement 

•• Selected for his character Selected for his character 
as a pirated VCD vendoras a pirated VCD vendor--
turnedturned--good in a popular good in a popular 
local sitcom. local sitcom. 
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HIP RevolutionHIP Revolution

• In 2004, HIP underwent a reIn 2004, HIP underwent a re--
branding and repositioning exercisebranding and repositioning exercise

••Focus of initiative = consumer Focus of initiative = consumer 
awareness. awareness. 

•• As the target audiences are mass As the target audiences are mass 
consumers aged 14consumers aged 14--35, the HIP logo 35, the HIP logo 
was revamped to project a cool and was revamped to project a cool and 
funky look to appeal to the group.funky look to appeal to the group.

••HIP = HIP = HonourHonour IPIP

Be CreativeBe Creative
Be OriginalBe Original
Be HIPBe HIP
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• From a roadshow a year, HIP 
shifted focus to leverage on mass 
media and embarked on an 
advertising and promotion (A&P) 
approach for greater target 
audience reach.

• We began to work closer with 
private sector partners in many 
these A&P efforts

HIP RevolutionHIP Revolution

The Straits Times ad

Carrier bag
Zo card
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HIP CollaborationsHIP Collaborations

With IP Owners (2004 – ongoing)
• HIP stickers have been distributed to major record labels, movie

distributors, gaming and software distributors since 2004.
• Latest album to adopt the stickers – Universal’s Fan Wei Qi “Our 

Anniversary”
• HIP messages are inserted into the promotional material (such as TVC/ 

posters/CD inserts) of the latest music albums by various recording   
labels.

Taiwanese starlet Fan Wei Qi’s latest album

HIP sticker

Punk band – Black Eye 
Pea’s album
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HIP CollaborationsHIP Collaborations

With Major Movie 
Studios (Sep 04 –
ongoing)

• Offered HIP Movie-of-the-
Month to reward HIPFriends
who have pledged to ‘Live For 
Real’

• Recent – Oct (The Guardian), 
Sep (Rob-B-Hood), Aug (Devil 
Wears Prada)

• Organised targeted school 
outreach programme with 
MPA to further spread the 
anti-movie piracy messages

HIP Movie-of-the-
Month

MPA-HIP School 
Outreach 
Programme
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HIP HIP CreativesCreatives

Print 
• The Straits Times, The New Paper & Today 

advertisements, Seventeen and Teenage 
magazines

• Software, music, movie advertorials

IN mag advertorials

Print 
advertisements
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HIP HIP CreativesCreatives

Piracy Kills Creativity

Change is good

Radio trailer
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HIP Website

•www.hipfriends.org.sg
•Launched on 19 Sep 05
•Multi-purpose lifestyle portal
•Encourage interaction with HIPFriends
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HIP AchievementsHIP Achievements

•• Successfully recruited 25 public and private Successfully recruited 25 public and private 
sector members who actively engage HIP sector members who actively engage HIP 
Friends with subFriends with sub--campaigns:campaigns:

•• Singapore Police ForceSingapore Police Force
•• Ministry of Education (Curriculum Planning & Ministry of Education (Curriculum Planning & 

Development Div) Development Div) 
•• Business Software Alliance (BSA)Business Software Alliance (BSA)
•• Recording Industry Association (Singapore)Recording Industry Association (Singapore)
•• Motion Picture Association (MPA)Motion Picture Association (MPA)
•• Business Software AllianceBusiness Software Alliance
•• Microsoft Singapore Microsoft Singapore PtePte LtdLtd
•• HewlettHewlett--Packard Far East Packard Far East PtePte LtdLtd
•• LEVIS StraussLEVIS Strauss
•• Electronic ArtsElectronic Arts

•• There are about 7,000 HIP Friends to date.There are about 7,000 HIP Friends to date.



Copyright © 2006 IPOS 
All Rights Reserved

The information stated herein is accurate as of 16 October 2006.
It is intended as a guide only and does not amount to legal advice. 
Professional advice must be sought prior to acting on any matter contained within this presentation. 

Looking AheadLooking Ahead

•• HIP Alliance will be undergoing another HIP Alliance will be undergoing another 
round of revamp in 2007 to keep up with round of revamp in 2007 to keep up with 
current trendscurrent trends

•• Continue to grow the number of HIP Alliance Continue to grow the number of HIP Alliance 
members and create more campaigns to members and create more campaigns to 
promote awareness and respect for IPpromote awareness and respect for IP

•• Engage regional and international public and Engage regional and international public and 
private sectors to share experiences on private sectors to share experiences on 
making HIP Alliance a more widely accepted making HIP Alliance a more widely accepted 
initiative for public awareness educationinitiative for public awareness education
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Thank you

www.ipos.gov.sgwww.ipos.gov.sg

The EndThe End
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PUBLIC-PRIVATE PARTNERSHIP
IN PUBLIC EDUCATION

MICHAEL C. ELLIS
SENIOR VICE PRESIDENT & REGIONAL DIRECTOR, ASIA-PACIFIC

MOTION PICTURE ASSOCIATION
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Buena Vista International, Inc. Paramount Pictures Corporation

Warner Bros. International Theatrical  Distribution, 
a division of Time Warner Entertainment Company, L.P.

Sony Pictures Releasing
International Corporation

Twentieth Century Fox International  
Corporation

MPA MEMBER COMPANIES

Universal International Films, Inc.

QuickTime?and a
TIFF (Uncompressed) decompressor

are needed to see this picture.
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MPA/MPAA HISTORY
• Motion Picture Association 

of America (MPAA) 
founded 1922 as U.S. film 
industry trade association

• Motion Picture Association 
(MPA) formed in 1945 as 
international arm of MPAA

• 14 Asia-Pacific programs

• MPAA member company 
films show in more than 
150 countries; MPAA 
member company TV 
shows air in more than 125 
countries
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“You’re going to have to trust me.”

– Tom Cruise as Ethan Hunt, Mission: Impossible 3

MANDATE
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• Fighting piracy and promoting and protecting intellectual property 
rights in 14 countries and territories throughout Asia-Pacific

• Developing and supporting the film industry worldwide

• Represent member companies to international, regional  and 
national authorities and in various forums

• Liaison with U.S. government agencies on trade issues

• Liaison with IP associations and organizations to develop cohesive 
strategic approaches to address issues

MANDATE
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ASIA-PACIFIC REGION • 2005

• OPS: 34,000+ investigations resulting in 10,500+ raids 

• SEIZURES: 34,000,000+ illegal optical discs
55 factory optical disc production lines           
3,362 optical disc burners seized

• LEGAL: 8,000+ legal actions initiated

• OUTREACH:  Anti-piracy trailers
Film production & screenwriting workshops in China
Reports issued on organized crime & drug 
involvement in  piracy
Education outreach (primary, secondary, tertiary)

OPERATIONS
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“Well, the way they make shows is, they make one show. 
That show's called a pilot. Then they show that show to the 
people who make shows, and on the strength of that one 
show they decide if they're going to make more shows. 

Some pilots get picked and become television programs. 
Some don't, become nothing. She starred in one of the 

ones that became nothing.”

– Samuel L. Jackson as Jules Winnfield, Pulp Fiction

A TOUGH BUSINESS
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• The average cost to 
make and market an 
MPAA film  was $96.2 
million in 2005. This 
includes $60 million in 
negative costs and $36.2 
million in marketing costs. 

• In 2005, the total of new 
films released increased 
by 5.6% from 2004, with 
549 new films versus 520 
in 2004. 

A TOUGH BUSINESS
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A TOUGH BUSINESS

• In U.S. theatrical 
release, only one in 
10 movies recovers 
its original 
investment

• Counting all 
revenues, including 
home video & 
television, only four 
in 10 movies recover 
their original 
investments
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A TOUGH BUSINESS
• In 2005, worldwide movie industry 

consumer spending losses
estimated at US$18.2 billion.

• MPA member company losses
estimated at US$6.1 billion.

• Industry-wide Asia-Pacific consumer 
spending losses estimated at 
US$5.5 billion.

• MPA member company losses in 
Asia-Pacific estimated at US$1.2 
billion.

• Global Internet piracy losses
estimated at US$7.1 billion.
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SYNERGISTIC APPROACH

GovernmentGovernment
WillWill

LegislationLegislation
DeterrentDeterrent
SentenceSentence

EnforcementEnforcementProsecutionProsecution

PR/OutreachPR/Outreach
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“What I'm selling and who I'm selling it to 
should be the least of your worries.”

– Philip Seymour Hoffmann as Owen Davian, Mission: Impossible 3

EDUCATION
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GOVERNMENT EDUCATION
Hong KongHong Kong Education budget, Youth Education budget, Youth 

Ambassador program, Scout IPR Ambassador program, Scout IPR 
badge, schools outreach, badge, schools outreach, 
educational materials (print, educational materials (print, 
comics, web)comics, web)

SingaporeSingapore MonthMonth--long IPR campaign long IPR campaign 
culminates in World IP Day, culminates in World IP Day, 
seminars, advertisingseminars, advertising

MalaysiaMalaysia Education budget, Education budget, 
road shows, seminars, IP daysroad shows, seminars, IP days

JapanJapan Numerous government Numerous government 
campaigns/initiatives (police, campaigns/initiatives (police, 
economic ministry, finance economic ministry, finance 
ministry) aimed at public/studentsministry) aimed at public/students

ThailandThailand IP Fair, seminars, public IPR IP Fair, seminars, public IPR 
campaignscampaigns

TaiwanTaiwan Trailer, advertising, IPRTrailer, advertising, IPR--related related 
exam questionsexam questions
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MPA EDUCATION INITIATIVES
•• Formation of MPA External Affairs & Formation of MPA External Affairs & 

Education department (2005)Education department (2005)

•• AntiAnti--piracy trailers (piracy trailers (““Street PeopleStreet People””, , 
““DownloaderDownloader””, , ““PelePele””, , ArnieArnie & Jackie& Jackie””, , 
MalaysiaMalaysia--produced)produced)

•• University University ““Best PracticesBest Practices”” roadmap roadmap 
(acceptable use policies)(acceptable use policies)

•• Comprehensive support of government Comprehensive support of government 
efforts efforts 

•• Campus speaking tours Campus speaking tours 

•• Production of educational materials for Production of educational materials for 
schoolsschools

•• IPR awareness video productionIPR awareness video production
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MPA EDUCATION INITIATIVES
Copyright or Copywrong will
support wide-ranging programs from
government, education and industry
groups delivered through schools,
workplaces and the Internet to: 
• explain new copyright laws
• guide the public on how to lawfully 

use or incorporate others 
copyright works

• guide workplaces on managing 
copyright risks

• give context to the consequences 
of  copyright theft in the 
community, and 

• to promote informed debate on 
copyright issues.
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MPA EDUCATION INITIATIVES
• MPAA partnership with Students in 

Free Enterprise (SIFE) to 
organize an anti-piracy public 
service announcement (PSA) 
contest for students in SIFE 
chapters in the U.S.A. 

• SIFE, an international non-profit 
organization with chapters on 
more than 900 U.S. college 
campuses, specializes in 
mobilizing university students to 
create economic opportunity for 
others while discovering their 
own potential. 

• Asia-Pacific rollout in 2007
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EDUCATION

Malaysia

Malaysia
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EDUCATION

Japan

Japan
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EDUCATION

Thailand

Hong Kong
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EDUCATION

India

India
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WINNING AGAINST PIRACY

ENFORCEMENT
Investigation, Raids, Seizures, C&D Letters, Arrests

LEGISLATIVE/JUDICIAL
Legislative reform, Criminal thresholds, Deterrent   
sentencing

EDUCATION
Social change (“intellectual property theft is wrong and 
damages society”)
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Compliance Matrix

EnforcementEnforcement
TPM & DRM implementationTPM & DRM implementation

Police & Customs Law EnforcementPolice & Customs Law Enforcement
Industry investigationsIndustry investigations & support& support

Civil enforcementCivil enforcement
Appropriate workplace sanctionsAppropriate workplace sanctions

Community supportCommunity support
ResourcingResourcing

EducationEducation
LawsLaws

Public awarenessPublic awareness
School curriculumSchool curriculum
Workplace trainingWorkplace training

Workplace Guidelines & AuditsWorkplace Guidelines & Audits
Institutional supportInstitutional support

ResourcingResourcing

Copyright Copyright 
ComplianceCompliance

Industry Partnership
Schools, Institutions and Workplaces
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Strategic Partnerships

ENFORCEMENT ENFORCEMENT 

INDUSTRYINDUSTRY

EDUCATIONEDUCATION

GOVERNMENTGOVERNMENT COPYRIGHT COPYRIGHT 
COMPLIANCECOMPLIANCE

Investigations, law 
enforcement support 
& civil litigation

Information 
campaigns for 
consumers, schools , 
institutions & 
workplaces

Effective & efficient 
criminal laws and law 
enforcement

Visible endorsement of IP 
rights and industry 
messaging. Unambiguous 
and consistent public 
statements and actions 
against piracy.
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THE MOUNTAIN IS HIGH …
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WORLD FIRST AS DOGS TRAINED TO DETECT DVDS
Partnership with Courier Companies and Enforcement Agencies
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“Don't you hate that?”
“What?”

“Uncomfortable silences.”

– John Travolta and Uma Thurman
as Vincent Vega and Mia Wallace, Pulp Fiction

QUESTIONS/DISCUSSION
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Intellectual Property Department, Hong Kong SAR Government 1

APEC IPEG Workshop 2006APEC IPEG Workshop 2006
PublicPublic--Private Partnership in Public Education Private Partnership in Public Education 

Program Program -- Promoting Promoting IPRsIPRs to Youthto Youth

Jenny WONG
Head, Marketing Division

Intellectual Property Department, Hong Kong, China
9 November 2006



Intellectual Property Department, Hong Kong SAR Government 2

Agenda

• Background of public awareness programmes
• Demographic data for youth sector in Hong Kong
• Generational Marketing
• The importance of partnership marketing
• How to choose your effective partners and achieve 

synergies
• Various partnership programmes
• Independent Public Awareness Programmes
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Background of Public Awareness 
Programme

• Started in 1997
• Average annual budget US$1 million
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Background of Public Awareness 
Programme

StrategyStrategy
• Market research
• General background campaigns
• Focus group campaigns
• Partnering with related bodies - including stakeholders, 

government departments, IP professionals, Mainland China 
counterparts, international organisations etc.



Intellectual Property Department, Hong Kong SAR Government 5

Market Research
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Survey on Public Awareness of Protection 
of Intellectual Property Rights

Carried out annually since 1999Carried out annually since 1999

• Examine current level of public awareness of protection of IPRs
• Compare changing patterns of public attitudes toward IPRs over 

the past years
• Benchmark Intellectual Property Department’s (IPD) work on 

public education on IP
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Focus Group Campaigns

• General Public
• Students/Youth
• Retailers and Consumers
• SMEs
• Government Departments
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Focus Group Campaigns
Students/Youth
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Demographic Data for Youth 
Sector in Hong Kong

Youth population and age groupsYouth population and age groups
• Total population for aged 15 or above in Hong Kong: 5.9 million 

(as of Nov 2005)

• 43.3% of total population aged between 15 to 39

Number of primary and secondary schoolsNumber of primary and secondary schools
• 1,300 schools covering  youth aged between 6 to 17
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Survey on Public Awareness of 
Protection of Intellectual Property Rights

Findings of Public Awareness Survey 2005

Respondents aged below 30 more likely to visit 
newsgroups/unauthorised websites and download 

MP3/movies/ebooks/games and upload them to Internet for sharing 
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Generational Marketing

• Considers lifestyle, social values and culture
• More than demographic factors like age, education, 

income and gender
• What’s the implication for our youth programmes?

IPD is committed to promoting a culture among IPD is committed to promoting a culture among 
young people of respective creativity young people of respective creativity 

and fostering future economic growth and fostering future economic growth 
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The Importance of 
Partnership Marketing

Benefits:

• Brings together stakeholders with shared goals
• Accesses target groups more effectively
• Stakeholders have credibility with target groups 

which helps us get our message across more easily 
• Avoids duplication of efforts, helps focus resources 
• Facilitates practical and concrete results
• Synergies obtained 
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How to Choose Effective 
Partners and Achieve Synergies

Partners who:

• Share similar goals to your organisation
• Can access your target group effectively
• Establish credibility with the target  group 
• Are interested  in sponsorship of your programme
• Can help bring about practical and concrete results
• Provide resources that fill gaps in your organisations’

capabilities 
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Various Partnership Programmes
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“I Pledge” Campaign

• Launched in 1999
• Targeted mainly at young people
• Members pledge to buy and use 

only genuine goods
• Regular member activities
• Over 9,000 members
• Co-operate with the music 

industry in implementing the 
publicity programmes
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“I Pledge” Concerts
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I Pledge & Youth Ambassador Scheme

• An evening party to be 
organised at the Ocean Park 
on 6 January 2007

• Co-operate with Hong Kong 
Customs and 11 uniformed 
youth associations

• Membership drive programme
for “I Pledge Campaign”

• Promote the respect for IPR 
among young people 
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IP Tutor Programme in Schools

• Launched in Feb and Oct 2005

• Co-organised with the Hong Kong 
Professional Teachers’ Union

• Objectives:
• To promote awareness of and 

respect for IP among students
• To train up a pool of qualified 

teachers with broad understanding 
of IP

• Targets junior Secondary students

• Next phase starts in February 2007
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Anti-Internet Piracy Campaign

Co-operation with Hong Kong Customs and 
stakeholders in launching a series of publicity 
activities from May to September 2006 to
promote respect for IPRs in the digital 
environment

• Launching of two new TV Announcements
• Radio Partnership Programmes
• Launching of Youth Ambassador Scheme 

& I Pledge Campaign
• Promotion in search engine
• Publication of a Parental Guide
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Anti-Internet Piracy Campaign 
- Launching Ceremony on 29 May 2006
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Anti-Internet Piracy Campaign 
- New TV Announcements
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Anti-Internet Piracy Campaign 
Radio Partnership Programmes

– School Tour during May to Dec 2006
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Anti-Internet Piracy Campaign
- Launch of Youth Ambassador Scheme 
& I Pledge Campaign on 19 July 2006
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IPD Ad will be shown.  
Hyperlink to Comic Series

Users search on “online games”

Anti-Internet Piracy Campaign
- Promotion on Search Engines
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Anti-Internet Piracy Campaign 
- Publication of Parental Guide 

• Partnership with the 
music industry

• A guide for parents 
about P2P, file-sharing 
and downloading
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Scout Programme on 
Respect for IPRs

• Co-operation with the Scout Association of 
Hong Kong

• To promote awareness of and respect for IP 
among the younger generation 

• Aims to provide IPR training to various levels 
of Scouts, especially members from 7 to 65  
years old. 

• IPR Badge will be presented to those qualified 
scout members who have completed the 
programme

• Tutor training programme is also organised for 
scout leaders
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Scout Programme on 
Respect for IPR  

• Co-operation with the Scout 
Association of Hong Kong, 
Hong Kong Intellectual 
Property Society, Motion 
Picture Association, Hong 
Kong Customs & Excise 
Department

Respect for IPR Fun Fair organised
on 23 April 2006
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Comic Book Series I & II

Poster

Comic Book I

Comic Book II

Cooperation with Hong Kong Comics Federation
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Independent Public Awareness 
Programmes
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School Visit Programme

• Started in 1997
• Partnership with the 

education sector
• Targeting to secondary 

school students
• Visits to 650 secondary 

schools covering over 
220,000 students (as of  
Sept 2006)
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Web-based Teaching Kit 
“IP Interactive Zone”

www.ip-kids.gov.hk• Target groups: senior primary  
school students & secondary
school students; teachers & 
general public

• To create interest in and promote
understanding of  IP in an
interactive mode

• To provide teachers with easy-
to-use IP teaching materials
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Let’s Protect IP
- Learning Guidebook

• To complement the web 
page “IP Interactive Zone”

• To help students understand 
IPRs through interactive 
activities like role-play, 
workshops etc
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3-Dimensional Computer Game

• A.P.A.T. 

(Anti Piracy Action Team)

• Launched in August 2004 
• Target Group: Aged 10 or above 
• Game Developer: 

Hong Kong Polytechnic University

http://www.ipd.gov.hk

Main Character– Bruce Pak
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Participation in Public Exhibitions

• Hong Kong Comic Festival/Hong Kong Ani-com 
(2002-2006)

• Hong Kong  Computer and Communication 
Festival (2003-2006)

• Hong Kong Book Fair (2005-2006)



Intellectual Property Department, Hong Kong SAR Government 35

Participation in Public Exhibitions

Hong Kong Ani-Com 2006
Hong Kong 
Book Fair 2006
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Free Giveaways

“No Fakes＂
Key Chain

“No Fakes”
Card holder
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IPD Website

Youth can access 3-D game, 
comics, interactive teaching 
kit, publications and 
reference materials 

http://www.ipd.gov.hk
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THANK  YOU



Measuring the Effectiveness of Public Education Programs

Marc Nicholson
Rocket x

APEC IPR Public Education and Awareness Platform
November 10, 2006



Public Education Campaigns



Branding, 15%

Creative, 40%

PR, 15%

Media, 30%

Issue

Integrated Marketing Campaign

TV 8%
Radio 2%
Print 1%
Outdoor 4%
Online 3%
Direct Mail 1%
Events 2%
Roadshows 4%
Endorsement 4%
Concept 5%

Total 40%

Research, 0%

Limited budgets and a desire to maximize your impact. 
Inclined to spend all your money on content, production and media. 
But you leave out research at your peril.



Why should you conduct research?

1. Review your of advertising effectiveness (the reflective view)

2. Look for prescriptive insight into how advertising strategies 
and media placement can be improved in future campaigns

3. Collect and share data. Among yourselves. With other public 
education groups.



What are we trying to do?

Advertising, PR, Events, outreach..

“I saw an ad”

“I saw a great ad that made me act.”

Activity

Awareness

Effect

COMMUNICATIONS EFFECT

Communications Effect: degree to which consumers go beyond just 
recalling advertising and become influenced by it. It is more than just 
awareness

The advertising must engage consumers at an emotional level and 
encourage them to participate or interact with the product or message. 

If it does the result is Motivational Advertising:

– Advertising that creates positive change in behavior. 



Decision process

Objective Setting

a. Communications 
Objective

b. Sales Objective

Budget decisions

a. Affordable 
options 

b. achieve objective

Message decisions

Message strategy 
Message execution

Media decisions

Reach, frequency, 
impact, media type, 

Timing

Evaluation

A. Effective 

B . Insight



Setting research objectives
Is my advertising motivating my audience to change its behaviour?

Four step Process: 
Set macro goals
Set expectations for marketing activity
Test: What does the market think
Repeat from above



1. Set (realistic) goals

Where are we? Short term Medium term Long term

“Inter property… what?”

“It’s not a crime, no one’s getting hurt”

“I buy em cause its easy and cheap”

“I can’t afford the real one”

“I hate Bill Gates”. 

MACRO:



1. Set (realistic) goals

“It means intellectual property, right?”

“I like that ad where that funny guy sings that dumb song ”

“it might be a crime but seriously, who cares”

MACRO:

Where are we? Short term Medium term Long term

Short Term Goals: Have recall of the campaign, recognition of the issue 
(message take out), and likeability

Examine persuasiveness, involvement, relevance and entertainment
factor.



1. Set (realistic) goals

“Intellectual Property is kinda important”

“wow, I might get caught downloading”

“There are other options available to me other than stealing“

MACRO:

Where are we? Short term Medium term Long term

Medium Term Goals: Have a sense of accountability or responsibility for 
the issue. 
Measure the emotional effect created by the advertising
Examine whether the target audience identifies with the message in 
terms of values, tone, volume



1. Set (realistic) goals

“I respect the creative industry and pirating hurts”

“it’s a serious crime. People go to jail”

“There’s nothing like the real thing”

“but I still hate Bill Gates”. 

MACRO:

Where are we? Short term Medium term Long term

Long Term Goals: Target market is 
internalising the issue, making it a 
value system
Measure the degree to which people 
agree or disagree with the ads

Examine whether the target audience 
dissents with the messaging



2. Set expectations for each activity 

Provide un biased reporting on issue, 
reinforce the key message in non emotional 
way 

PR

Engage the consumer, promote, respond.BTL: Direct Mail

Draw people to educational resource, 
allow for interaction, fun, information 
resource, build CRM

Online

Create awareness. Teaser, launch, sustain, 
Provide emotional connection with the 
message

ATL: TV, Radio, Print, 
Outdoor

ExpectationActivity



3. Test

A. Qualitative Analysis:
What are the prevailing attitudes towards my brand? 
– Market surveys: measuring perception and understanding.
– Random Sampling – questionnaires (online, on the street, 

email) 
– One to one interviews
– Focus groups

B. Quantitative Benchmarking:
– sales, losses, volumes, market share
– Frequency of infractions
– Arrests, raids or otherwise



3. Testing – research companies

Tracking studies: Offer periodic examinations of consumer 
reactions to the brand and its advertising

Provides: 
– Measurement of Effectiveness
– Diagnostics necessary to improve

Measured progressively. Static data is not useful



3. Tracking vs Dipstick Approach 
.

It is only when you track through a campaign can determine the true effect of 
the activity - The TV activity drove up awareness of the campaign, the radio 
maintained the heightened levels, but the print failed to have any desired 
impact

Radio

Print
TV

20%

60%

80%

100%

40%

Time



3. Relationships: Tracking Vs. Dipstick3. Relationships: Tracking Vs. Dipstick

Time

Only regular tracking can identify true relationshipsOnly regular tracking can identify true relationships



3. Trends: Tracking Vs. Dipstick3. Trends: Tracking Vs. Dipstick

Time

Only regular tracking can reveal accurate trendsOnly regular tracking can reveal accurate trends



Data Collection

Data Processing
Analysis

Report

Jan. Feb. Mar
.

Apr
.

May
.

Jun.

Jan. Feb. Mar
.

Apr
.

May
.

Jun.

Report Report Report

Traditional 
Tracking 

Timeframe

Tracking 
Timeframe

Report
Analyze 
Process
Collect

3. Timeliness



3. Testing Effectiveness - Surveys

Recommended: use Statistically relevant random sampling of 
target groups

Bare Minimum: find a group of people from outside your office: 
go to the coffee shop. Ask friends. Use students.

Collect both Qualitative and Quantitative Data
– Do you know about this campaign?
– Do you like the ads you’ve seen?
– What percent of the market know what IPR is?

Use Open Ended and Close ended questions
– Is this a good ad?
– Why?



3. Testing Effectiveness – Focus Group

Excellent for pre market testing. 
Ask the question: Is this going to meet my expectation.
For education campaigns, focus groups are your best options. 
Can hire professionals, or conduct yourselves.
Group size 4 to 6 people
Typical session: Warm up Exercise, develop familiarity, testing,
discussion, debate, conclusion. 

Observe result. Fishbowl, Video,  
Issues to be aware of:
– Dominating personalities
– Group think



3. Testing – Online 

Great quantifiable data in terms of:
– Visits
– Page Views
– Registrations
– Entry points
– Exit points
– Time on site
– Repeat visits
– Cost of customer acquisition

Not so great in terms of evaluating emotional understanding



3. Evaluate Results

Aggregate data
Examine effectiveness of messaging
Examine effectiveness of media channel
Respond accordingly



4. Start Again

Four step Process: 
Set macro goals
Set expectations for marketing activity
Test: What does the market think
Repeat from above



Parting comment

If you’re not sure -Just go for it. 



Thank you



www.idc.com

Measuring the effectiveness 
of Public Education Programs

Walter Lee
Vice President

Consulting, SMB/Partnering Research



Who is IDC?Who is IDC?
• Over 850 IDC analysts in 50 countries provide global, regional, and local 
expertise on technology and industry opportunities and trends. 
• IDC maintains local presence in 14 major Asian markets, providing our 
clients with the local presence and knowledge combined with the worldwide 
focus that is necessary to completely understand the market. 

Australia
China
Hong Kong
Indonesia
India
Japan
Korea
Malaysia
New Zealand
Philippines
Singapore
Taiwan
Thailand
Vietnam



Who is IDC?Who is IDC?

• For more than 42 years, IDC has provided strategic insights to help our 
clients achieve their key business objectives. 
• IDC is a subsidiary of IDG, the world's leading technology media, research, 
and events company. 
• Founded in 1964, IDG had 2005 revenues of $2.68 billion and has 13,600 
employees worldwide. 
• IDG offers the widest range of media options which reach more than 120 
million technology buyers in 85 countries representing 95% of worldwide IT 
spending.
• IDG's diverse product and services portfolio spans six key areas including: 
print publishing, online publishing, events and conferences, market 
research, education and training, and global marketing solutions.



The IP ‘bermuda’ triangleThe IP ‘bermuda’ triangle

EducationEducation

Enabling TechnologiesEnabling TechnologiesEnforcementEnforcement

Copyright: IDC 2006

IntellectualIntellectual

PropertyProperty



The High-Tech eco-system:
where is value created?
The High-Tech eco-system:
where is value created?

Consulting



3 Hypotheses (or questions) regarding the 
current situation surrounding IP protection
3 Hypotheses (or questions) regarding the 
current situation surrounding IP protection

1. That the law and/or practices that have been enacted to protect IP have fallen a 
step or two behind the advances in technology.

• Ease and quality of ‘copying’ devices touted by hardware manufacturers
• Breadth of distribution versus value creation
• The birth of the ‘internet’ generation, where P2P interaction is everything

2.    That there is self-correction occurring in the industry to correct the instability 
(Innovation is the best protector of Intellectual Property):

• The Google Effect with Software as a Service (and change of business model)
• A return back to the days of ‘broadcasting’ and ‘telco’ services

• The Lenovo Effect and software becomes embedded
• In the past, software is embedded:

• Calculator (software is embedded)
• Japanese Wordprocessors (software is embedded)

• Is the disequilibrium that created ISVs and IHVs now creating a new set of value 
chain players?

3.    That ‘Education’ has to be both downstream to users of IP as well as upstream, 
to creators of IP, in-order to achieve equilibrium in a constant sea of change.



“Measuring Effectiveness”“Measuring Effectiveness”

• What is the end objective?
That there is protection of IP or that there is creation of 
wealth?

• If the end-objective is the creation of wealth
Measurements have to consider:

– Improvements in ‘value-add’ in the economy
– Acceleration of ‘innovation’
– Improvement in the overall economy and distribution of 

wealth
– Is wealth protected which would otherwise be lost due to 

piracy?



Tools in ‘Measurement’Tools in ‘Measurement’

- Focus groups are extremely relevant and useful to 
uncover issues, concerns and perceptions

- This tool is useful in fine-tuning strategies, plans and 
programs

- Surveys and Interviews
- To obtain actual data and facts to assist in making critical 

decisions that impact the economy
- Modeling

- A necessary alternative in cases whereby only the ‘tip of 
the ice-berg’ is visible 



For more information, please contact:

Walter Lee
Email: wlee@idc.com



Sharing public education and 
awareness resources online

demonstrated by

Kate Norris
International Cooperation, IP Australia



Growing need to share resources

• APEC Leaders and governments worldwide recognise PE&A is 
critical to strengthening IPR regimes

• Improving awareness and protection of IPR a critical role for 
IP offices

• Role for IP Offices with experience in PE&A to assist other IP 
Offices to build effective PE&A programs and resources

Introducing the…..Online Communications Platform
• a key output of a collaborative APEC IPEG project between 

Hong Kong, China; Singapore and Australia
• complements intent of this week’s workshop



What is the
‘Online Communications Platform’

• Online database – www.apecipeg.org/pear

• Provides access to a library of high quality IPR public PE&A 
tools/resources from IP Offices across the APEC region

• APEC economies can:
• upload own resources
• download resources from other IP offices

• order resources of another IP Office and adapt to suit 
own needs



Key Features

• Easy to access and use

• Downloadable printable resources

• Fully searchable and categorised for browsing purposes
• view the entire list of resources in the database; or
• search by category, target audience or by APEC economy

• Able to contact relevant APEC IP Office to ask permission to 
modify/reproduce PE&A materials



Benefits

• Provides a common online pool of IPR PE&A resources
• save time by searching one website rather individual 

websites of APEC IP Offices

• Promotes and enables sharing of best practices

• Helps to reduce costs for member economies

• Promotes networking among public education practitioners 
of APEC economies



What about copyright?

• All material available on website protected by copyright

• Users informed on entry to copyright conditions

• Download, print or copy copyright works in unaltered form 
only for personal non-commercial use and retaining 
copyright notice in its entirety

• Must seek permission of copyright owner to use materials 
for any other purpose

• able to contact copyright owner (ie. relevant APEC IP 
Office) from the website



Demonstration

Let’s see the Online Communications Platform live and in action
www.apecipeg.org/pear

Demonstration examples:
• Locating the APEC IPEG website and Online Platform
• Searching
• Downloading
• Seeking permission to reproduce materials
• Uploading content



Immediate Next Steps

• Invitation issued to each APEC IP Office to share resources 
through the online communications platform

• Login/administrative guidelines provided to APEC IP Offices 
that respond to this invitation

Before materials added to platform

IP Office should determine if they own the copyright or if materials are 

properly licensed to allow downloading/printing/copying from website for 

personal non-commercial use



Immediate Next Steps cont’d

• Promotion of website to other APEC working groups 
and industry associations in the region

• Update on the website and its use given at the APEC 
IPEG XXIV meeting in Australia in January 2007

• Ongoing updating and addition of resources by 
APEC IP Offices



The Future

• Presentations from workshop available through the resource

• Integral to supporting Phase Two – APEC IPEG Market 
Research Best Practice Guidelines and Survey Instrument, 
which will be developed in 2007.

• Potentially share PE&A strategies through this resource

• Other suggestions welcome



Thank you

Kate Norris
Senior Project Manager
International Cooperation
IP Australia

Email – kate.norris@ipaustralia.gov.au
Direct - +61 2 6283 2502

www.apecipeg.org/pear
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What’s Next?
Working Towards a Common 

Denominator

Jennifer Chen
Deputy Director
Customer & Corporate Communications Dept 
Intellectual Property Office of Singapore
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Background

• Lack of instruments to help APEC economies 
to assess level of IPR awareness within their 
economies

• Knowledge of the development of effective 
strategies for IPR public education throughout 
the APEC region is mixed
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APEC IPR Public Education & Awareness 
Market Research Best Practices

• To provide market research guidelines and a 
survey instrument to enable developing member 
economies to conduct effective surveys on IPR

• To develop human resource capabilities for the 
purpose of investigating current public attitudes 
to intellectual property protection in their 
economies 

• Project led by IP Australia, HKIPD and IPOS 
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Benefits of the Project

• Ready access to market research 
tool and guidelines 

• Cost efficiency
• Common denominators for sharing 

purposes
• Development of peer-to-peer 

networks
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Deliverables
• ‘How to’ guidelines for conducting market research

• Model survey instrument

• A two-part workshop focusing on: 
– Conducting effective market research on IPR awareness 

and sharing of best practices
– Using market research to develop effective IPR 

campaigns to address ongoing and emerging piracy 
activities

– Target audience: APEC economies and local / regional / 
international organisations interested in planning and/or 
implementing IP education on a local, regional or 
international basis
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Realising the Project

• Presented project proposal at APEC IPEG 
meeting at Mexico in Aug 2006

• Strong support from APEC member economies

• Countries participating in pilot testing: Canada, 
Chile, Mexico, Thailand, Vietnam and USA

• Approved by BMC in Oct 2006  
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Key Milestones

Data / Requirement Gathering
IPOS, IP Australia and HKIPD works with appointed 
research company to gather background information 
for market research guidelines and survey instrument

Background information gathered from pilot testing 
economies and their stakeholders through Phone, Fax 
Email and Face-to-face interviews

Pilot Economies to provide Project Leader to 
Singapore by 15 Dec 2006
Interviews will be conducted starting from Jan 2007
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Key Milestones

Development of market research 
guidelines and survey instrument
Appointed research company compiles information 
gathered and proceeds to develop pilot versions of 
guidelines and survey instrument for pilot testing in 6 
voluntary member economies, in close consultation 
with project leaders

Projected time taken: 1 Month
Projected phase commencement: Mar 2007
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Key Milestones

Pilot testing in 6 voluntary economies
Appointed research company to execute a pilot test in 
the pre-determined 6 APEC member economies:

► Canada ► Thailand
► Chile ► Vietnam
► Mexico ► USA

Projected time needed: 1 Month
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Key Milestones

Analysis
Research company to review results from pilot tests to 
identify areas for improvement and make necessary 
adjustments to both pilot guidelines and survey 
instrument according to feedback received from both 
pilot testing economies and project leaders

Final version of the guidelines and survey instrument 
will be developed at this stage

Projected time needed: 2 Months
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Key Milestones

Presentation
Model market research guidelines and survey 
instrument will be unveiled at the workshop with the 
following themes:

– “Conducting effective market research on IPR awareness 
and sharing of best practices”

– “Using market research to develop effective IPR 
campaigns to address ongoing and emerging piracy 
activities”

Workshops to be held in Singapore – Nov 2007
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See you in Singapore – Nov 2007
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