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AKTION PLAGIARIUS
A CAMPAIGN AGAINST
PRODUCT PIRACY

i Fﬂg'i_:'iiarius

(Annual) Negative Award ,Plagiarius”
« Initiator: Designer Prof. Rido Busse (1977)

« Key Figure: Black gnome with golden nose
to symbolize ,illicit earnings  from product
Imitations'

« Plagiarius’ publicly denounces the

unscrupulous business practices
by imitators

« Award Ceremony: Press Conference at
ZJAmbiente” Trade Fair, Frankfurt
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AKTION PLAGIARIUS
OBJECTIVES

i Fﬂkaﬂa'iarius
Target group: Everyone !

manufacturers, designers, politicians, legislators, tr ades + consumers

Information / Sensitization  of the public

« Advice and Support for affected companies (awareness for IPR)
* Platform / Multiplier for industry to address media and the public
 Lobbying - Improvement of laws etc.

* (Inter-)national Cooperation / Networking

Education‘ / Deterrence of imitators
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AKTION PLAGIARIUS
INTERNATIONAL PUBLICATIONS...

i BlSiarius

...of Plagiarius Prize-Winners / Museum Plagiarius
» Daily press / technical + trade press

TV reports/radio interviews

* Online portals / company websites / newsletters
* Information brochures / schoolbooks ...

* In-company training programs / professional training

The strong media presence...

m) deters (western) imitators - they abandon production + reveal suppliers
m) increases sensitivity among employees, agents, suppliers, customers
=) is a strong signal that imitations are not accepted but prosecuted
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AKTION PLAGIARIUS
INTERNATIONAL
EXHIBITS / LECTURES

i BlSiarius

* (Inter-)national Trade Fairs (e.g. ,Frankfurt Fair against copying®...)

Target Group: Industry
 Ministries / Patent Offices / Trade Associations

e Chambers of Commerce and Industry (CClI)

« Company events ...

Target Group: General Public
« Shopping centers / Malls
e Universities / Schools

« Museums / Design centers ...
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MUSEUM PLAGIARIUS
SOLINGEN (GERMANY)

i BlSiarius

The direct comparison of original products and their plagiari sm makes
the visit truly an experience and gives a first-hand-view of the problem !

Easy Sensitization / Education:

The exhibit shows more than 300
originals and their plagiarism of
all types of products as well as
fakes seized by customs

Guided tours, workshops, events,
information documents

International reach /
great variety of visitors

Innovation contra Imitation



Water Heater + Packaging Insulated container

left: original(s) - right: plagiarism(s) Innovation contra Imitation




BRAND- AND PRODUCT PIRACY
TOYS

Gameboy Furby-Dolls

left: original(s) - right: fake / plagiarism(s)



BRAND- AND PRODUCT PIRACY
BATHROOM FIXTURES

Shower Set

Three-hole Basin Mixer

left: original(s) - right: plagiarism(s)



BRAND- AND PRODUCT PIRACY
TECHNICAL DEVICES / TOOLS

Variable Corner Element for Square Truss Excess Voltage Conductor

left: original(s) - right: plagiarism(s)



BRAND- AND PRODUCT PIRACY
AUTOMOTIVE / MEDICAL PRODUCTS

Mockick-Bike

Knee Support

Left/above: original(s) - right/below: plagiarism(s)



BRAND- AND PRODUCT PIRACY
CHAIN SAW

Original

Plagiarism from China:
The break release lever was delivered broken !



BRAND- AND PRODUCT PIRACY
MANUFACTURING CONDITIONS

Copyright Photo:
Customs, Guangzhou (China)



BRAND- AND PRODUCT PIRACY
A COMPREHENSIVE PERSPECTIVE

Markets regulate themselves by supply and demand !

Problems:

e Many participants along the total value chain profit from counterfeits
 Where originate the commissions of fakes ?
 What role is played by wholesale and retail trade ?
 Who are the consumers ?

« High profits vs. low risks  (penalties so far have not deterred)

« Counterfeits are socially accepted



HOW TO COMMUNICATE
VALUE OF ORIGINAL / IPR

Problems:

e |P is very abstract

e Original products are also ,Made in ...low-wage-countries*
 Benefit of original (vs. fake) is not always obvious + clear
« Consumers are ,label-seekers” and ,bargain hunters”

Focus of communication:

 Damages / risks / manufacturing conditions of fakes + plagiarisms
 Value / advantages / benefit of original products

Responsibilty for more intense and concerted communic ation:

* Politics on (inter-)national and local levels
 Brand owners / affected companies
* Organisations / trade associations ...



CONTACT

Aktion Plagiarius e.V. Museum Plagiarius

Nersinger Str. 18 Bahnhofstr. 11

89275 Elchingen 42651 Solingen

Germany Germany

phone: +49 7308 — 922 422 phone: +49 212 - 22 10731

fax: +49 7308 — 922 423 fax: +49 212 - 22 10 732

E-Mail: info@plagiarius.com E-Mail: inffo@museum-plagiarius.de
www.plagiarius.com www.museum-plagiarius.de

www.designpublisher.com



