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Success in the fight against counterfeiting

When Messe Frankfurt founded the “Messe Frankfurt against Copying” initiative
three years ago, we had three main objectives. We wanted to raise awareness, help
our exhibitors to be better prepared to act against counterfeiters at trade fairs and
thereby create a fair and inspiring business atmosphere. There were many sceptics
who questioned what a trade fair company could hope to accomplish in this area,
especially since our programme was unprecedented – Messe Frankfurt was the first
trade fair organiser to launch an information and service initiative of this kind.
This makes us all the more pleased that the initial results have been so positive.
Product counterfeiters have realised that there will be strict inspections before and
during trade fairs – which means that at our events, counterfeits will have a hard
time of it. At many of our trade fairs, this has resulted in a sharp reduction in the
number of products confiscated by customs. In addition, exhibitors – thanks to our
efforts in raising awareness – have significantly improved their product protection
measures. For example, since the launch of our initiative more intellectual property
rights have been registered with the German Patent and Trade Mark Office each
year. This makes it easy to act quickly and effectively should a problem arise.
In the future, Messe Frankfurt wishes to continue to help curb the harmful effects
of product piracy. For this reason, we plan to extend the scope of our initiative
to the international level and are making product piracy the central focus of our
customer magazine Galleria for the second time, having first addressed the issue
in January 2006.
In this edition we report on how the awareness of brand product piracy has
changed among manufacturers and buyers and the role Messe Frankfurt played
in raising their consciousness (pp. 4 – 7). In our Galleria Interview, Doris Möller of
the German Industry Action Group against Product and Trademark Counterfeiting
(APM) gives additional tips on how exhibitors can protect themselves even more
effectively (pp. 8 – 9).
In a guest article, Brigitte Zypries, Germany’s Minister of Justice, elaborates on
European and global activities against counterfeiting (pp. 14 – 15). This demonstrates
the sweeping dimensions that the fight against counterfeiters has assumed.
I hope that this edition will give you an interesting and informative look at this
highly relevant topic and that you will enjoy and profit from reading Galleria.

Detlef Braun
Board of Management of Messe Frankfurt GmbH

Editorial
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Anti-counterfeiting initiative successfully established

Sniffing out copies: Stopping
counterfeiters in their tracks
The “Messe Frankfurt against Copying” initiative was launched almost three years ago.
The sharp decrease in the number of confiscations at our events is proof of the success
of this initiative to combat brand and product piracy.

At first Markus Klambeck* thought it
was a bad joke. Someone on the phone
with a foreign accent asked if he would
be interested in selling counterfeits of
a famous textile brand, copies so good
that no one would know the difference.
Klambeck couldn’t believe his ears.
He knew the textile brand in question
all too well – after all, he is one of the
company’s licensed retailers, selling
genuine brand-name articles. When he
finally realised that the person on the
phone wasn’t kidding, he pretended he
might be interested in the deal. Klambeck answered that he needed time to
consider the matter. In reality, he called
the police just moments later, and the
shady caller was caught. Fortunately, his
career as a manufacturer of copies was
ended before it could even get off the
ground.
Klambeck is glad that the caller’s criminal intentions were not rewarded with
success. However, he knows all too
well that these stories don’t usually
have a happy ending and that most
counterfeiters possess greater cunning.
“If the perpetrators were always that
easy to catch, we would be spared a
lot of damage.” In his years of working
with well-known textile producers,

*Name changed by the editors

Not a very happy Christmas: These imitation nutcrackers might resemble the genuine article, but they are

Messe Frankfurt against Copying |
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this is not the first time Klambeck
has been confronted with imitations
brazenly bearing the label of famous
companies.
The trade in counterfeit articles results
in heavy financial losses for companies.
The Association of German Chambers
of Industry and Commerce (DIHK)
estimates that the economic damage
caused by brand and product piracy
totals 20 to 30 billion euros every year
in Germany – not to mention the risk
to health and safety that the cheap imitations can mean for those who purchase
them (see pp. 12 – 13).

Messe Frankfurt is the first trade fair
organiser to publicly take a stand on this
issue; the “Messe Frankfurt against
Copying” initiative was launched three
years ago. “Because our objective is to
meet the highest standards of quality,
we have a compelling interest in making
sure that exhibitors protect themselves
against brand and product piracy”, says
Detlef Braun, Member of the Board of
Management of Messe Frankfurt. For
this reason, the top priority of the initiative is to create a fair business climate
in which imitations don’t stand a chance.
Our events feature a centrally located
information booth at which experts from
our partner organisations and employees of Messe Frankfurt explain the
protective measures manufacturers
can employ to protect their brands and
products. In addition, they give tips on

“Before and during the
events, cooperations with our
partners at Messe Frankfurt
was always straightforward
and smooth.”
Claus-Peter Faul,
Attorney specialising in intellectual
property rights

the most effective ways to assert these
intellectual property rights. Messe
Frankfurt works closely with government offices such as the German Patent
and Trade Mark Office, the European
Office for Harmonisation in the Internal
Market (OHIM) and the Intellectual
Property Rights Protection Department
of German Customs. Other partners
include non-governmental organisations
such as Action Plagiarius, a private campaign against product piracy, and the
German Industry Action Group against
Product Piracy (APM).

significantly inferior in both workmanship and quality.

“Three years ago there was a lot of doubt
as to whether a trade fair organiser could
take an effective part in the fight against
counterfeiting,” says Braun. However,
the current results prove the success of

Viewpoint

Important contacts
German Patent and Trade Mark Office
www.dpma.de
Telephone: +49 (0)89 21 95-0
European Office for Harmonisation in
the Internal Market (Alicante, Spain)
www.oami.eu
Telephone: + 34 96 513 91 00
European Patent Office
www.epo.org
Telephone: +49 (0)89 23 99-0
Additional useful links:
www.markenpiraterie-apm.de
www.stopfakes.gov
www.original-ist-genial.de

Messe Frankfurt’s sustained commitment. For example the number of items
confiscated by customs authorities at
the Tendence and Decorate Life events
sank by almost 95 percent between
2006 and 2008, from 907 to 49. Similar
results were achieved at Ambiente:
The number decreased from 877 to 219
within two years. This reduction is all
the more remarkable when one considers that the number of inspections
increased during the same period. At
the 2008 Ambiente, more than twice as
many stands were checked as in 2006.
“Counterfeiters have received a clear
warning,” says Barbara Weizsäcker,
Director of Public Affairs at Messe
Frankfurt. “They know that we do everything possible at our events to put
counterfeiters in their place.”
In addition, it has been possible to
increase exhibitors’ awareness of the
issue. The “Messe Frankfurt against
Copying” initiative runs an information
booth at all Frankfurt events, and lately
the demand for general consultations
has decreased noticeably. “This shows
that the large majority of our exhibitors
are now well informed on the various
ways to protect themselves against
brand and product piracy,” notes Barbara Weizsäcker. This is thanks not only
to the information booth at all exhibi-
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tions, but also to Messe Frankfurt’s
information brochure that is sent to all
exhibitors before each trade fair.
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Consultations on the topic of counterfeiting
1200

More protection wanted
In contrast, the number of requests for
in-depth consultations has increased –
at Ambiente, for example, by more than
27 percent compared to the previous
year. “We attribute this to the fact that
exhibitors are now interested in receiving detailed information on how to
enhance the protection, going above
and beyond the measures they already
have in place,” explains Braun.

Consultations
in 2006

1000

Consultations
in 2007

800

Consultations
in 2008

600

400

200

0
Heimtextil

The patent offices can also attest to an
increased level of awareness. Growing
numbers of manufacturers are concerned about industrial and intellectual
property rights and have also been
requesting more border seizures by the
customs authorities. As the “market” for
copies continues to grow, they are well
advised to do so. This is proven by a
recent study by Ernst & Young, the
international auditing and consulting
firm. A survey of 2,500 European consumers showed that one quarter of
them had bought counterfeit products.
This “market" appears to be socially
acceptable; however, it represents a

Paperworld/
Christmasworld/
Beautyworld

Ambiente

Musikmesse

Light+Building Tendence/
Decorate Life

Automechanika

Education works: At most events, the overall demand for consultations has decreased.

permanent threat to manufacturers of
genuine brand-name articles. Ninety
percent of the consumers surveyed did
not believe that their friends and family
would think less of them if they bought
counterfeit goods. Even more alarming
is the fact that many of them seem to
purchase the products without feeling
any guilt. Seventy-four percent of the
survey participants are aware that
criminal organisations are involved in
the manufacture and sales of counterfeit

products; 79 percent accept the fact
that danger to the health and safety of
workers and/or the environment may
result.
Christoph Kannengießer, head of the
German Brands Association, sees only
one way to master this problem.
“Educating consumers thoroughly on
the issue will give us the most effective
leverage in the battle against brand and
product piracy.”

International efforts intensified
The problem of brand and product

President for Textile Fairs at Messe Frank-

piracy cannot be overcome by national

furt. The support that Messe Frankfurt

efforts alone. “We can lay the foundation

offers its exhibitors both in Germany

at our events in Frankfurt,” says Messe

and abroad is highly appreciated. This is

Frankfurt Board Member Detlef Braun.

especially true of the guidance provided

In order to have further-reaching

on the differing legal requirements in

results, however, “Messe Frankfurt

different countries. The current objective

against Copying” must also be active

is to make the initiative’s brand name

on the international level. This has

better known internationally. “There are

already been the case at all Automechanika fairs held outside Germany
since the end of 2006. In 2008, the pro-

other initiatives directed against copying
Exhibitors and visitors at Heimtextil Russia
benefited from the “Messe Frankfurt against
Copying” initiative for the first time.

gramme's activities were expanded to
other trade fairs, including those for the

that are not yet under the umbrella of
’Messe Frankfurt against Copying’,” says
Schmidt. This is to change in the future.

made an appearance at Heimtextil Russia

In this way, a valuable service will be

textile industry. A “Messe Frankfurt

last September. “The feedback at the stand

established for exhibitors on the inter-

against Copying” information booth first

was excellent,” says Olaf Schmidt, Vice

national level.

Messe Frankfurt against Copying |
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Intellectual Property Rights
What type of registration is
appropriate?
In Germany, there are legal distinctions
between trademarks, patents, utility
models and design patents. Trademarks
are used to register business designations, including company and product
names as well as the titles of works.
Patents are granted for technical inventions provided they are new, represent an
inventive achievement and can be used in
industry. Utility models also protect technical inventions, but only the technical
device itself, for example appliances or
plants. A utility model differs from a
patent in that it cannot be used to regisThe information booth is always set up at events in Frankfurt.

ter a process, for example a production
process. Design patents are for the registration of the two or three-dimensional

Doris Möller, executive Board member
of the German Industry Action Group
Against Product and Trade Mark
Counterfeiting (APM), also calls for

“We welcome Messe Frankfurt’s initiative to elimate
counterfeit products at Automechanika, which is a very
important trade fair for our
company.”
Erwin Steiner, Director of Development,
Aspöck Systems GmbH

more public awareness (see interview
pp. 8 – 10). “Only when we make the
harmful consequences of the counterfeit
product trade clearer and more tangible
to consumers will they start to distance
themselves from the purchase of copies.”
In the meantime, Messe Frankfurt is
doing everything in its power to further
curb the trade in counterfeits – so that
consumers won’t be led into temptation
in the first place. “We are pleased with
the positive results of our ’Messe Frankfurt against Copying’ initiative to date;

however, in the future we wish to
strengthen our commitment and reduce
the number of counterfeit products to
the lowest level possible,” says Board
member Detlef Braun. In the future, the
initiative will have a stronger presence
at Messe Frankfurt’s international trade
fairs in hopes of reigning in these
criminal activities on the global level
as well (see box p. 6). Another way to
accomplish this is the continuing ban
on cameras at all trade fairs, which was
first introduced in 2005. When products
can’t be photographed, it makes it significantly harder to copy them. In addition,
all exhibitors receive stickers for their
booth that state that photography is forbidden. Security staff enforce compliance
with this rule. Before every trade fair, all
exhibitors must also sign a declaration
certifying that they will not offer customers any unauthorised copies of
products at their stands and that they
accept the regulations for the protection
of intellectual property.

appearance of an entire product or part(s)
thereof. In this case, the focus is on the
design, contours and surface structure of
an object.

What does it cost to register
a product?
Manufacturers who want to register
a product under German law should
contact the German Patent and Trade
Mark Office. The following prices apply
(subject to change): patent 410 euros
(plus patent attorney fees), utility model
40 euros, design patent 70 euros and
trademark 300 euros. To register a
product in the European Union, manufactures must apply to the European
Office for Harmonisation in the Internal
Market or the European Patent Office.
The following prices apply (subject to
change): Community design patent 350
euros, Community trademark 2,050 euros
(150 euro discount for online applications)
and patent 1,100 euros (plus fees for

“Our exhibitions are platforms for the
presentation of innovations and trends
by the original producers – and it is going
to stay that way,” Braun summarises.

granting of patent in individual countries,
fees for patent attorney and costs of
maintaining the patent).
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Galleria Interview with Doris Möller

“It’s important
to take a stand.”
Doris Möller believes that counterfeits are “successful” because
many people don’t think it’s wrong to buy them. For this reason,
she wants to shed light on the shortcomings of the shadow industry.

Secrecy is the watchword: In order to copy
products, counterfeiters need an exact image
of the original.

It is true that the external appearance
of counterfeit products is often quite
impressive. Nevertheless, those who
knowingly buy copies are not giving
enough thought to the rights and wrongs
of the matter. The usual motivation
behind such purchases is a desire to
fool people into thinking the buyer can
afford expensive brand-name articles.
Vanity plays a significant role.

possible but relatively harmless consequences are that counterfeit products
have a shorter service life and are prone
to malfunctions. Much more serious is
the fact that cheap imitations can represent a danger to life and limb. Substandard textiles can cause skin irritation,
for example, and defective components
in vehicles can lead to serious accidents.

Ms. Möller, just between you and
me – have you ever been tempted to
purchase a fake?
I wouldn’t rule out that I might have
been fooled by an imitation at some
time, but I’ve never knowingly bought
one. I certainly wouldn’t want to support this criminal industry with my
money.
Many consumers don’t seem to take
the matter that seriously – they don’t
mind buying an imitation that is a
good copy of the original.

Doris Möller
An attorney, Ms. Möller has headed the
Department for the
Protection of Intellectual Property Rights
at the Association of
German Chambers of Industry and Commerce (DIHK) in Berlin since 1988. She

Not always. Some people have no
problem admitting they’ve bought
an imitation – they think it looks just
as good as the original and are happy
to have saved so much money.
That attitude is objectionable as well.
The buyers don’t recognise, or even
wilfully ignore, the fact that counterfeit
goods are produced and marketed en
masse by criminal organisations. They
aren’t acknowledging that they are
actively supporting a violation of the
law. The production of copies – and
purchasing them as well – is no mere
trifling offence.

is one of the founding members of the
Action Group against Product and Trade
Mark Counterfeiting (APM). Since the
APM was established in 1997, she has
served as an executive member of its
management board, and since 2001
has been Secretary of the Global AntiCounterfeiting Group (GACG), headquartered in Paris.

How can the public’s sense of right
and wrong be improved in this case?
It is a long and drawn-out process.
Bargain hunters have to be made aware
that price and external appearance are
not the most important criteria when
purchasing a product. For this reason,
we keep calling attention to the risks
inherent in the purchase of fakes. Two

In other words, the hazards of this
shadow economy must be brought
more clearly into the public eye.
Which markets are most tolerant
of copies?
Of course everyone always points a
finger at Asia, and it is true that many
counterfeit products originate there,
especially in China. Immense production
capacities have been developed in the
region, which make the widespread
distribution of the goods possible. However, when you look at the big picture,
you realise this is a global problem.
How can consumers make certain
that they are definitely purchasing
genuine products?
No one can provide one hundred percent certainty. However, as a general
rule, when you shop at specialist retailers you really do get genuine products
from the original manufacturer.
Unless of course the retailers themselves have been deceived.

Unfortunately this does happen. For this
reason it is important – for the retailer
as well as the end customer – that anyone who falls victim to a counterfeiter
takes a stand and fights back. You should
always take legal action, even if the
chances of success seem slim. It could
be that the police have already received
several complaints about the same
dubious manufacturer, and your information will assist their investigation.

What role does intellectual property
rights law play?
A very important one. Above all, it
is essential that a company’s most
important products be patented or
registered as utility models or design
patents. Brand names should also be
adequately protected. Unfortunately,
the necessary mentality is not yet sufficiently widespread. Manufacturers

Should the original manufacturer also
be notified?
Manufacturers are usually very grateful
for such information. They can try to
trace the path of the copy and gain
important insights into the origin of the
fake.

“The production and purchase of copies is no trifling
offence.”

How can manufacturers of brandname articles prevent their products
from being copied?
First of all, they must have their entire
organisational structure under control –
from development to production, sales
and marketing and the legal department,
everyone has to work together. This is
the best way to prevent internal leaks.
In addition, products should be designed to make it difficult for counterfeiters
to accurately imitate the original. After
all, counterfeiters are also “businesspeople”. If it takes too much time and
money to make a copy, they are likely
to lose interest.

Doris Möller, head of the Department for the
Protection of Intellectual Property at the DIHK

need keep in mind that it is only possible to pursue effective legal action
and claim damages if their products
have been correctly registered before
a problem arises.
Do manufacturers take brand and
product piracy more seriously now
than they did in the past?
Without a doubt. A greater degree of
awareness has certainly developed.
Companies are much more willing to
admit that they have had to struggle
with the issue of copying. After all, an
enormous number of companies have
been affected. However, some still don't
want the public to find out about such

problems because they are afraid it will
hurt the sales of their genuine products
– that people will be afraid they're buying a fake.
But you discourage this sort of defensive approach?
Yes. The original manufacturers must
demonstrate to their customers that
they are leaving no stone unturned in
prosecuting the counterfeiters. This also
makes the company more trustworthy in
the eyes of the consumer. At the same
time, companies need to keep publicising the high quality of their genuine products and the stringent safety standards
they have to meet. That will make it
easier for consumers to understand why
they have to pay a higher price for the
original.
What other recommendations do
you have for companies?
It is very important that they share their
experiences. The German Industry
Action Group against Product and Trade
Mark Counterfeiting (APM) tries to
promote this aspect of the matter.
Companies can learn from each other’s
experiences in dealing with the counterfeiting problem – the wheel doesn’t
have to be reinvented every time. I am
optimistic that with the help of more
openness and publicity, we will be
better able to get a handle on these
criminal activities.

Fake brand-name articles land on the rubbish heap: Counterfeit trainers discovered at the Hamburg Port ended up in the shredding machine.

The work done by customs investigators is not always spectacular – but it is highly effective

A hard grind
In the past year alone, customs officers discovered counterfeit goods valued at a total of 425 million
euros. They have become more knowledgeable about the tricks used by counterfeiters – and are
therefore able to track them down with increasing frequency.

Many newspaper readers, TV viewers
and internet users will have seen the
pictures: trainers sliding off loading
platforms, dangling from the buckets of
backhoes, piling on top of each other on
conveyer belts – and finally landing in
shredding machines. In the end, only
snippets of shoes remain. A Belgian firm
later uses them to make rubber gymnastic mats. The catalyst for this high-profile
action: The Hamburg customs authorities were able to expose the trainers as

brand copies before they could be sold.
From late August to mid-November 2006
the Hamburg customs officials confiscated a total of 117 containers full of
counterfeit goods. This was a haul of
more than one million sports shoes:
945,384 Nike imitations, 71,864 Adidas
and 33,036 Puma. The value of the
genuine shoes would have been over 136
million euros. At the time, the regional
tax and customs office in Hamburg announced this as the world’s largest find.

The Hamburg customs authorities still
hold the record today. When Klaus
Hoffmeister is asked about remarkable
customs investigations, he always mentions this case first. But then the Head
of the Industrial Property Rights Protection Department of German Customs in
Munich admits: “Most of our assignments are not especially spectacular –
there are no car chases or shoot-outs
like one sees in films or on TV.” Not
even at international hubs like Frankfurt

Customs investigations |
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Airport do scenes of adventure and
daring unfold. “That doesn’t change the
fact that our job is a real hard grind.”
His own job description also looks
different than readers of thrillers might
imagine. “Our primary function is to
advise and inform. For example, we
show the holders of intellectual property
rights how their products can be better
labelled and identified. To this end, the
companies must specify what characterises their products and how they look.
Experience and intuition required
This information is essential, because if
companies want the customs authorities
to act, they have to commission them.
“In their request, the intellectual property rights holders have to specify the
identifying characteristics of their product,” explains Hoffmeister. “We have
to know what distinguishes the original
from the copy.” The department distributes this information, forwarding it to
European customs authorities in airports, ports, border posts and internal
customs inspection stations. Here the
officials can conduct targeted inspections, carry out risk analyses and stop
goods, all based on the documentation.
Now it comes down to intuition and
long experience. As Hoffmeister points
out, the officials on the ground have to
determine whether or not a shipment is

suspicious. Only when they can answer
this question in the affirmative are the
officers in the field allowed to open containers and boxes. At this point there is
sometimes a bit of excitement – even if
Hoffmeister tries to play it down. Now
the officials have to check whether there
are counterfeits hidden behind the three
rows of cheap trainers placed in the box
to disguise its contents. Or find the cartons of cigarettes between the colouring
books. When customs officials discover
suspicious packs, they need to have good
instincts. Is the plastic wrapper too tight?
Does the tobacco crumble finely enough?
Isn’t the entire shipment somehow
packed sloppily? In this way the smuggled goods are quickly identified as counterfeit products. The design of the packaging, the logotype and the company
colours are also important criteria.
In the past, customs officials often used
to investigate shipments with the help
of sniffer dogs. Today there are even
more reliable methods. For example, a
giant X-ray machine is used at the port
in Hamburg. For more than ten years,
the 60-metre-long machine has been
screening suspicious lorries and their
containers. The X-rays can even penetrate
steel that is centimetres thick, which is
useful for revealing even the cleverest
hiding places.

Popular imitations: Watches are the classic example of brand-name copies.

Viewpoint

No smoking: Counterfeit cigarettes are often
confiscated by customs authorities.

Technical innovations such as this –
along with the increased cooperation
between manufacturers and customs
officials – are responsible for the
impressive numbers of copies that have
been uncovered. “The level has remained consistently high,” says Hoffmeister.
For quite some time, customs authorities have recorded a constant 7,000 to
10,000 seizures per year. Of course the
number of finds isn’t just the result of
improved technology and cooperation.
Hoffmeister points out: “We do have a
considerable number of gateways.”
Hamburg, Bremen, Frankfurt and, increasingly, Munich are the most important hubs in Germany – these are the
points of entry for counterfeits, especially
from Asia. Medications, cigarettes and
perfume, for example. What the customs
officers find often depends on the current fads. If there is a hot new film or
video game on the market, customs
officials on the borders and in the free
ports are sure to notice. Suddenly they
are flooded not only with copies, but
also with the corresponding merchandising products. “In addition, there are the
old favourites that we seem to find year
in and year out,” says Klaus Hoffmeister.
“The classics are fake designer-label
T-shirts, caps, watches and handbags.”
And trainers.
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Copies can pose a danger above
and beyond economic damage

A matter
of life
and death
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The consequences are often
underestimated. In many
industries, copies pose a genuine
risk to human life – for example
in the case of medications or
car parts. For this reason, it is
more important than ever to raise
awareness among buyers and
users.

The mechanic says the part just “felt
wrong”. Even though he couldn’t put a
finger on the exact problem, the replacement part he was supposed to install
aroused his suspicions. He called the
manufacturer and promptly found out
that he had a counterfeit on his hands.
The copy was so well made that it could
hardly be distinguished from the genuine
part using the naked eye – but it was
completely substandard from a technical
point of view. Only the alertness and
experience of the mechanic prevented
major damage from occurring.
“In every instance of product counterfeiting, we are thankful if no lives were
placed in danger,” says Ingrid Bichelmeir-Böhn. The lawyer coordinates the
global fight against brand and product
piracy at the Schaeffler Group, one of
Germany’s largest engineering firms and
a supplier to the automobile industry.
Her fears are certainly justified. Brake
pads made of compressed wood, cracked
clutches made of substandard materials
– in few other industries do fakes take
on such a frightening aspect, with the
risk to life and limb so apparent.

Counterfeits increase the risk of accidents: Cheap replacement parts often
conceal serious safety hazards.

Given the danger to the consumer, the
economic damage takes a back seat.
However, these figures are also alarming. “According to EU estimates, counterfeits cause a revenue loss of five to
ten percent among manufactures of
automobile replacement parts alone,”
says Bichelmeir-Böhn.
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The number of undetected and unreported cases can only be guessed at,
but one thing is clear: the problem is
growing.
“When we started handling the first
counterfeiting cases in the late 1990s,
they only occurred sporadically,” recalls
the Schaeffler legal expert. Furthermore,
in those early days it was usually possible
to tell a copy by simply looking at it; the
quality was poor and the appearance of
the parts, packaging and labelling was
inaccurate. “This has changed drastically
in recent years. Today counterfeiters
take great care with the external appearance of the products. Many copies are
indistinguishable from the original,
brightly polished to hide the inferior
materials and poor engineering,” says
Bichelmeir-Böhn. This makes things
all the worse, because the customer
doesn’t notice the difference until the
product malfunctions in a critical situation. And then it is often too late.
There is an additional problem associated with fake car parts. End customers
have great difficulty protecting themselves because they usually don’t see
what the mechanic has installed in their
cars. “For this reason our educational
outreach primarily focuses on workshops, car dealers and wholesalers,”
explains Bichelmeir-Böhn. “We point
out the dangers associated with
counterfeit parts to all potential purchasers and make instruments available
that can be used to test the authenticity
of parts.” This is often effective in
preventing harm to the
consumer.
Fake medications can
also have grievous
consequences. It is
entirely possible that the counterfeit drugs contain no active ingredients
– or at least not those listed on the
package. In other cases the medicines
do contain the correct active ingredient, but at a much too high or low
dosage.

According to the World Health Organization (WHO), developing countries have
been particularly hard hit. The cases
that have come to light are horrifying.
In 1995, 2,500 people who had been
immunised using a fake vaccine died in
a meningitis epidemic in Niger. In the
late 1990s, more than 100 children in
India and Haiti fell victim to a cough
syrup that had been adulterated with
anti-freeze. Counterfeit iron supplements appeared in stores in Argentina
almost three years ago. Two young
women died; another woman suffered
a preterm delivery in the 26th week of
pregnancy.
A growing problem
In Germany, counterfeit medications are
also a growing problem. Martin Fensch,
spokesperson for the pharmaceutical
company Pfizer, describes the situation:
“Whereas in developing countries it is
primarily life-saving medications to treat
malaria, tuberculosis and AIDS that are
counterfeited, in industrialised countries
counterfeiters have focused on medications to treat erectile dysfunction,
hormones, steroids and antihistamines,
for example. Fake potency pills are an
especially serious issue at Pfizer. The
company’s drug Viagra is the undisput-
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ed frontrunner among counterfeit medicines. “According to our figures, seven
million imitation Viagra tablets were
seized in Europe in 2006,” notes Fensch.
Pfizer is actively fighting counterfeiters
on a wide front. The company doesn't
just cooperate with WHO, the customs
authorities and other investigative
bodies. They also stress the importance
of safeguarding their own distribution
channels and developing foolproof
security features for their packaging.
“Pharmacists and patients should be
able to tell straightaway whether they
are holding a genuine medication in
their hands.”
Patients can best protect themselves by
not placing false trust in any vendor.
This especially applies to putatively
cheap offers encountered on the internet or when travelling abroad. When
buying online, Fensch recommends:
“Make certain that you only buy products
from authorised internet pharmacies.”
Another important clue is whether or
not the customer is asked to present a
prescription. “None of our medications
can be obtained without a prescription,”
says Fensch. “If no one asks to see
the prescription when you are purchasing a prescription drug, we strongly
advise you to buy your medication
elsewhere.”

Is it really Viagra? Counterfeit drugs often
contain harmful ingredients.
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Initiatives to fight counterfeiting must operate on an international level

A challenge for
government and industry
Protecting intellectual property rights is a global mission. Ongoing activities must be harmonised to
improve efficiency and effectiveness. More efforts are being undertaken to ensure that this happens.

By Brigitte Zypries
Brand and product piracy represents
a danger to Germany as a manufacturing nation as well as a threat to the
global economy. It saps the innovative
strength of the industry and endangers
employment. Consumers are cheated
on many levels by the counterfeit
products.
The number of fakes that were caught
at the external borders of the European
Union increased tenfold between 1998
and 2005. According to an estimate by
the European Commission, the economic
damage caused by brand and product
piracy in Germany alone totals approximately 30 billion euros each year.
Roughly 70,000 German jobs are lost
every year as a result.

Brigitte Zypries
The author has been
Federal Minister of
Justice in Germany
since October 2002.
Her earlier positions
include Undersecretary
in the Lower Saxony Ministry for Women,
Labour and Social Affairs and in the
Federal Ministry of the Interior. She
serves as honorary patron of two competitions to promote the protection of
intellectual property rights.

The fight against intellectual property
theft is especially important to Germany
and its economy – after all, it is the
country that produces the most new
inventions in Europe. The first step is
getting companies to take full advantage
of existing laws and services related to
intellectual and industrial property rights.
According to recent studies, 48 percent
of the companies who were victims of
product piracy in China did not register
their products or trademarks there.
Goods should also be protected against
copying using technical innovations such
as holograms. However, it is clear that
companies cannot afford to do all this
alone. The government has to create a
favourable framework for the implementation and enforcement of intellectual
property rights protection.
Efficient system
An efficient system already exists on
the national level. In cases of brand and
product piracy, a preliminary injunction
filed with the court allows for a reaction
within hours. The inspections carried out
at Messe Frankfurt also show that criminal activity can be effectively combated –
when everyone works together. A new
law to improve the enforcement of
intellectual property rights took effect in
Germany at the beginning of September
2008. Now intellectual property rights
holders can demand information from
third parties under certain circumstances
in order to uncover the criminals who are
behind the counterfeits.

However, international strategies must
also aim to create a satisfactory level of
protection for intellectual and industrial
property rights and their enforcement
around the world. For this reason, the
protection of intellectual property was
one of the central issues addressed
during the German G8 presidency in
2007. Japan continued the work in the
following year. As industrial nations, the
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G8 countries have agreed to improve
cooperation – especially between
customs and law enforcement agencies –
to protect against brand and product
piracy. In addition, they plan to develop
concrete assistance plans for newly
industrialised and developing countries
that will make it possible for them to
fight brand and product piracy more
effectively.
The German G8 presidency also initiated
a dialogue with the G5 states, China,
India, Brazil, Mexico and South Africa,
known as the Heiligendamm Process.
One focal point is the protection of
intellectual property – strengthening
awareness within the individual countries
that the promotion of innovation that
they are striving for is only possible when
intellectual property rights are respected.
Multilateral agreements
The European Commission is currently
negotiating a multilateral agreement to

fight product piracy (ACTA – Anti-Counterfeiting Trade Agreement) with Japan,
the USA and other nations. Germany
welcomes these efforts to create a strong
and efficient legal framework for the
fight against brand and product piracy on
the international level. In addition, the
German Ministry of Justice has been
conducting a dialogue on rule of law
with China for several years, providing
assistance in establishing legal structures.
The protection of intellectual property
rights plays a central role in this dialogue.
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“Die Idee” (The Idea) competition
The goal of the competition known as
“Die Idee”, organised by Microsoft
Germany and Messe Frankfurt, is to promote widespread recognition of the value
of intellectual property in today’s knowledge society. All those who have made
outstanding contributions to the protection of intellectual property in their professional fields are invited to participate.
Entries will be accepted until spring
2009. You can register by e-mail at

A further important element in improving
the practical enforcement of intellectual
and industrial property rights is to make
certain that all parties involved are well
informed of their existing rights and enforcement options. This will also involve
raising public awareness of the dangers
of brand and product piracy. This goal is
supported by the German Ministry of
Justice’s “Kopien brauchen Originale”
(Copies Need Originals) information

the following addresses:
againstcopying@messefrankfurt.com and
dieidee@microsoft.com. You will also
find additional information there.
The winning entry will be announced on
26 April 2009, which is World Intellectual
Property Day. The winner will receive
The Idea’s rotating trophy, a bronze
sculpture by the artist Bertrand Freiesleben.

campaign as well as the International
Chamber of Commerce’s BASCAP
(Business Action to Stop Counterfeiting
and Piracy) initiative.
In this context I have also become the
honorary patron of two competitions.
The first is a school competition called
“Ideenliebe” (Love of Ideas), in which
students in the eighth to tenth grades are
invited to explore the idea of intellectual
property in a creative way. In addition,
Microsoft and Messe Frankfurt are running their competition entitled ”Die Idee”
(The Idea – see info box) for the second
time; institutions, companies and individuals are invited to present outstanding
ways to stand up for the protection of
intellectual property rights. I hope that
both competitions will draw a lot of attention and a large number of participants.
And of course, many great ideas!

Counterfeit CDs: Pirated copies are a monumental problem also for the music industry.
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Works by counterfeiters are presented to the public

The evil twin
One of the best methods of fighting intellectual property theft
is to expose it publicly. This is the strategy followed by the
Action Plagiarius campaign, whose primary goal is to educate
consumers. This objective is underscored by a museum dedicated to fakes.

At first glance one can hardly tell them
apart. Like twins, the two sets of salt
and pepper shakers stand next to each
other in the display case. Both appear to
have the same elegantly rounded shape,
the same matte metal surface, the same
black plastic base – even the number of
holes is identical. But when one looks
more closely, small differences become
apparent. The texture and colour of the
surfaces are not exactly the same, for
example, and there is also a slight variation in size. In addition, one piece exhibits defective workmanship – slight but
unattractive – where the plastic ring is
attached. And whereas the non-defective set displays the WMF trademark, the
slightly “off” items only bear Chinese
characters supplemented by the words
“Salt” and “Pepper”.
When one spots the missing company
logo, it finally becomes clear – an original and a copy have been placed next to

each other. And this is not the only such
pair. An evil twin can be found in every
display case at the Plagiarius Museum
in Solingen, Germany. A wide assortment of products is represented: watering cans and shoulder bags, hand
brooms and flasks, showerheads and
floor lamps, chairs and washbasin taps.
“Ideas are stolen in every industry,” explains Christine Lacroix. “The spectrum
of affected products is correspondingly
broad. We have two chainsaws in our
collection and even an entire motorcycle
and its copy.”
Lacroix is the director of Action Plagiarius. Since 1977, the private initiative
has awarded an annual prize, or, more
precisely, an anti-prize, to the most
shameless counterfeits that were discovered during the previous year.
“Over the past 30 years, quite a lot
has come together,” says Lacroix, who
has a degree in business administration.

Children’s toys, motorbikes and chainsaws – counterfeiters copy a wide variety of products.

A set of salt and pepper shakers received the 2008 Plagiarius.

“We see the museum as a good way to
present the prize winners to a broader
public.” And precisely that is the initiative’s highest priority: publicly exposing
the evildoers. This is a legitimate and
proven method in the fight against
product counterfeiters, who are out to
make some easy money at the expense
of the original manufacturer – and the
customer.
Located near Solingen train station, the
museum has attracted more than 18,000

Plagiarius Museum |
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defect could have had life-threatening
consequences.

These and other award winners are on exhibit at the Plagiarius Museum in Solingen.

visitors since its opening in early 2007.
The groups of visitors are almost as
diverse as the products on show.
Clubs and organisations are just as

“Ideas are stolen in
every industry.”
Christine Lacroix,
Director of Action Plagiarius

endanger their own jobs in the long run.
“The good thing about our collection is
that everyone finds products that they
recognise from their normal environment,” notes Lacroix. These aren’t the
expensive luxury items one might
expect, but rather everyday objects like
a kitchen scale or a water tap. “People
can identify with these products, which
makes it easier to sensitise them to the
problem of product piracy.”

Although many counterfeit products are
indeed manufactured in Asia, Lacroix
explicitly warns against one-sided judgements. “People want to place all the
blame on China, but this is an oversimplification of the problem.” It is not
unusual for the products to be commissioned in Germany, and it can’t be
ignored that German traders also bear
a share of the responsibility. In addition
to their work in the museum and the
annual award presentation, the Plagiarius organisation is kept busy year round
with lectures and travelling exhibitions.
“Our regular business is providing initial
consultations to affected designers and
companies,” says Christine Lacroix.
However, the museum and the prize
competition remain at the heart of the
initiative to raise consumer awareness.
“We hope that the visitors leave our
museum with a new attitude. Then we
will have succeeded in making a significant contribution to educating consumers on this issue.”
The Plagiarius
The golden nose on the face of
the black dwarf is a reference
to a German saying about earning money at the expense of
others. A symbol of intellectual
property theft, the Plagiarius is

likely to visit as students with professors, families and school groups.
“Children and teenagers are an especially important target audience for us,”
stresses Lacroix. “Many young people
have a very strongly developed awareness of brand names and are interested
in the subject. This represents an opportunity for us to get a head start in educating consumers.”
But ignorance isn’t just found among
the young. Many adults have also
failed to fully consider the negative
effects of copying – for example, that
the economic damage could even

Additionally, the museum offers impressive examples that bring home the
often flagrant safety risks caused by
counterfeit products. There is the
motorcycle, which might be extremely
close to the original in design, but
whose technical systems proved to be
seriously defective. “This would never
have passed a technical inspection
in Germany,” Lacroix assures us. The
chainsaws on exhibit, the original by
high-quality manufacturer Stihl, provide
another particularly dramatic example.
“In the case of the copy, the lever that
activates the chain brake had already
broken off in the box.” This quality

awarded every year at the
Ambiente fair in Frankfurt to
the most shameless counterfeiters. The recipients of the prize are
selected by a jury of experts that rotates
each year. The prize, like Action Plagiarius, is the brainchild of German designer
Rido Busse, who discovered a counterfeit
version of a letter scale he had designed
at Ambiente in 1977. The producer of that
copy was the first recipient of the Plagiarius award, created by Busse for the
occasion.
Competition information and registration
at www.plagiarius.com
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Protecting the genuine article: a forgery-proof
transmitter chip based on RFID technology.

How companies can protect themselves against counterfeiting

High-tech protection
against product piracy
In the fight against product piracy, law enforcement is not the only weapon available. Companies can
also deal a blow to product counterfeiters using advanced technology. Nowadays, the market offers
them numerous ways to protect their products against counterfeiting.

The World Cup champions’ football shirt
is in high demand. In many sporting
goods stores, the customer is greeted
by the Azzurri blue of the jerseys that
Additional information
A product database with a comprehensive
list of current suppliers can be found at
www.produktpiraterie.org. The initiative
ConImit (Contra Imitationen), supported
by the German Federal Ministry for Education, is a platform for innovations to fight
product counterfeiting: www.conimit.de.

the Italian national team wore in 2006
when they won the World Cup in Germany. But such monumental occasions
don’t just swell the coffers of the
sportswear manufactures that produce
genuine shirts, such as Puma, official
supplier to the Italian team. There are
also thousands of counterfeit jerseys in
circulation – bringing with them any
number of problems. First, the copies
deprive the firms that invest in research
and development of a great deal of
money. Second, the quality of counterfeit products is usually poor compared
to the original and therefore causes

damage to the brand image. And finally,
the customer wastes money on an inferior product.
Companies from all industries have long
been looking for ways to prevent counterfeiters from copying their products.
A study done by the German Engineering
Federation (VDMA) shows that 56 percent of German companies already take
advantage of a variety of technical protection methods, for example by labelling their products (33 percent) or
making use of protective software (20
percent). However, the study also shows

High-tech vs. Product Piracy |
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that many companies have not given
any attention at all to the problem.
“There is major unfulfilled potential,”
says Peter Früauf, Deputy Director of the
VDMA's Electrical Automation Association, calling attention to the 44 percent
of companies identified by the study.
Many of these companies simply state
that they are not aware of any effective
technology that could help them.
But there has long been a wide range
of methods available to protect products
from counterfeiting. One example is
the Secutag, which Puma and many
other companies use. Developed by 3S
Simons Security Systems GmbH, which
is headquartered in Nottuln in the west
of Germany, this method uses microscopic colour-coded particles to identify
products. Sized between five and 45
micrometres, they cannot be seen by
the naked eye – a micrometre is equivalent to one thousandth of a millimetre.
But a simple handheld microscope is all
that is needed to quickly expose the difference between an original and a copy.
“In addition, it isn’t cost-effective for
counterfeiters to copy the particles,
which are made up of several variably
coloured layers – it’s too expensive to
make it worth their effort,” points out
Angelina Rayak, Sales Manager at 3S.
Secutag has been used in the labels of
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products such as Puma sportswear for
the past 14 years, “and has never been
copied,” says Rayak. “The particles are
even admissible as evidence in court,”
notes Thomas Ehmer, Global Head of
Industrial Property Rights at Puma AG.
Nowadays Secutag is also used to authenticate medications due to the high consumer risks associated with fake drugs.
Tags that store data
There are countless additional examples.
Siemens recently developed a forgeryproof transmitter chip based on RFID
technology that can be used to identify
and authenticate a wide spectrum of
goods. “The advantage of RFID is that
additional data such as the manufacturing location or serial number can also
be stored on the tag,” explains Früauf.
However, he is quick to point out the
disadvantage: “The chips are still quite
expensive.”
Then there are the holograms developed
by 3M, the American technology conglomerate. The company’s Confirm
security label, for example, looks like
an ordinary tag at first glance. However,
a hidden graphic becomes visible when
it is viewed with a special light, proving
the authenticity of the product. The
Holospot developed by German company tesa has a similar effect.

A World Cup champion football shirt – but not
the genuine one

Software is often used for product security as well, for example in the operation
of machines. Purchasers of a device
receive passwords that must be used to
activate the control mechanism before
the machines can be operated.
Counterfeiters have long since recognised that merely copying the products
won’t get them very far. They are therefore working on ways to copy the security features as well. For this reason,
Früauf expects that a race will develop
between counterfeiters and developers
of new security technologies in the
coming years, “like the one between the
tortoise and the hare”. We can only
hope that technology developers are
successful in the role of the persistent
tortoise.

The world premiere of LOPE-C
The first LOPE-C (Large-area, Organic &

PolyIC, a company based in Fürth, Ger-

Printed Electronics Convention), which will

many. Organic electronics can, for example,

be held from 23 to 25 June 2009 in the

be used in flexible solar cells, as printable

Messe Frankfurt Congress Center, will

RFID labels, for rollable displays or as ener-

focus on new products and current trends

gy-efficient lighting. One important area in

in organic and printed electronics.

which this technology is applied is product

Organised by the Organic Electronics

security. Numerous companies will present

Association (OEA), it will feature renowned

their innovations in this field at LOPE-C.

experts from the business and scientific

“In the future, LOPE-C will be held annually

communities. “Organic and printed elec-

in order to cover the growing demand for

tronics will emerge as one of the most

information among users, producers and

important technologies of the coming

developers,” says Barbara Kaelberer, Project

decades,” predicts Wolfgang Mildner,
OEA Chairman and Managing Director of

Manager at Messe Frankfurt Ausstellungen
Special labels to protect good wine.

GmbH, who is organising the event.
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Protection against brand
and product piracy

Product piracy and counterfeiting are constantly increasing and already
account for an estimated 8% of world trade. Against this backdrop, the
initiative “Messe Frankfurt against Copying” aims at informing about the
possibility to register Trade Marks and Designs and how to enforce these
rights through i.e. investigations of EU customs administrations. We offer
a prominent information platform in partnership with the national and
European bodies for protection of intellectual property rights as well as
the main private and industry initiatives in this field.

Visit our information booth during our trade fairs
or contact us at againstcopying@messefrankfurt.com
or phone +49 69 75 75-12 73

