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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
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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


