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What makesa product

" successful?

» Productrepresentafunctional improvement
comparedo otherexistingproducts

« Advantageousrice
* Productor its packagénasanattractive design

 Thebrand of the producthasa goodreputation
(quarantedor guality) andhasbeenpromotedthrough
publicity

* Productcaneasilybefoundin themainretail places
andis distributedby the maindistributors

 Goodafter-saleservices




a Legal protection of IP
grants exclusiverights

* Innovation - improvement

of functionalaspect®r —> PatentsUtility
fabricationprocesf the Models
product

* Design- theproduct’s
appearance IndustrialDesigns

* Brand - commercializatiod — Trademarks
marketingof the product



Limits on Patents

« Limited in time: protectionfor max20 years After
that,theymaybecommercializedvithout authorization

— In Europelessthan25% of the patentsaareupheldfor
20years

* Limited in content apatentonly protectswhatis
specifiedin theclaims

» Geographical apatentis only valid in the
country/countriesvhereprotectionis granted



A rangeof IP canbe usedto
' protect the sameproduct

Example: Fountain pen

« Patent for thefountainpen y = - -
thatcouldstoreink

« Utility Model: for thegrip and
pipettefor injectionof ink @
e Industrial Design smart
designwith thegrip in the =) —,
shapeof anarrow
« Trademark: ontheproduct

and/orthe packagingo
distinguishit from otherpens

[

Source:Japanes@atentOffice



*
Regardlessof what product your enterprise
makesor what serviceit provides,
it is likely that it is regularly

using and creating
a great deal of intellectual property



@ P rights canbe acquired for

« Nameof thebusiness Trade Name

» Distinctivesigns Trademarks, Geographicallndications,
Certification Marks, Collective Marks

» Creativedesigngappearancer look of the products)
Industrial Design

* InnovativeproductsandprocessesPatents,Utility Models

» Cultural,artisticandliterary works,including (in most
countries)computersoftwareandcompilationof data
Copyright

» Confidentialbusinessnformation(custometists, sales
tactics,marketingstrategiesmanufacturingporocessetc.)
Trade Secrets



Example: Leqo

a
.

(“play well”)

4- Trademark: Leg Godt

L£GO

e 1958- Patent studandtube
couplingsystem(theway
brickshold together)

e 1974- Industrial Designs
legofigures:castlespirate
ships,Wild Westranches,
cavalryforts, spacestations,
people

« Copyright: artisticwork,
manuals
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(4)
(5)

(6)

How can IP ‘add value’
to your busines®
Increasingmarketvalueof thefirm
Marketing
Exportinggoodsandservices
Raisingfinances

Acquiring newtechnologyandfinding
suppliers

Commercializingnnovativeproducts



(1) IP canincreasethe market value
of a business

a
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* |P maygeneratean incomefor your SME

— Exclusiverightsto useandexploit (for limited time) +
preventothersfrom commerciallyusingyour creations

— Licensing sale(patentsirademarksindustrialdesigns,
know-how,copyright)

— Cross-licensingusinglP asa negotiatingtool to
obtainlicensedrom othercompanies




" (1) IP canincreasethe market value

 |P rightscanenhancehevalueof your SME in the
eyesof investorsandfinancing institutions

— IP rightsareoneof the5 maincriteriausedby European
venturecapitalistan theirdecisiongo fund SMEs

* In theeventof asale,merger or acquisition, IP
assetxanprovideanextremelyvaluablebargaining
tool

» |P assetareseparatelydentifiablebusinessassets
andhavea separatevalue

— E.g.Coca-Colébrandvalue:estimatecat US$ 69 billion



» Biobras: A Brazilianbiotechcompanyobtaineda
patenton humanrecombinantnsulin. While sales

haveremainedconstan{companyexploring
commercialization)the valueof shareshasgoneup

six-fold overthe pastb years. bl.OBRA S

Examples

 Amati Communications(US): Texaslnstrument
paid US$395million to acquirea smallcomputer
company(Amati Comm.).Thereasongor sucha
high pricewere25 key patents.



@Y (2)IP is animportant marketing tool

“Marketingis everythingyoudo
to promoteyour business
sothat
customerdouyyour productsor services
andbeginto patronizeyour business
onaregularbasis”



‘., IP rights are crucial for (1)

Differentiating your productsikervicesandmaking
themeasilyrecognizable

— Industrialdesigns& trademarkareidentifiers?
customerslistinguish, ataglance betweenyour
productsor servicesandthoseof your competitors.
Theyestablishalink betweenyour productsor
servicesaandyour SME

* Promotingyour productsor servicesandcreatinga
loyal clientele

— Trademarksgeographicaindications collective
marks certificationmarks? customersssociatéghem

with certaindesiredqualities



IP rights are crucial for (2)

a
-»,

Creatingadistinctimagefor your businessn the
mindsof your customer&ndin positioningyour
businessn the market

— Trademarkstradenamesindustrialdesigngpatents

* Marketingyour productsor servicesn foreign
countries

e Marketingyour productsn thenew economy
— Useof domainnamesandtrademarksn e-commerce



" (3) Exporting Goodsand Services

 |IPrightsare‘territorial’

 SMEsthatintendto exporttheir productsshould
considerdegal protection of their IP in their
export markets in orderto haveexclusivity

* Whetheryoucommercializeyourselfor license

e |n time!



F N (4) Raising Funds

Two waysof raisingfunds:
— Debt - loanwhich theborrowermustrepay

— Venture - which givestheinvestora shareof the
actualbusines®f theinvesteeandis not
automaticallyrepaidby the investeebusinessbut
ratherrelieson theinvestorultimatelyrealizing
theequityheldin thebusiness



" 4.1 Debt Finance

« Debtfinanceis generally'secured’by achargeoverthe
businessassetsln principle,theseasset€anbeanyclaims
thathavereasonablpredictablecashflows, or evenfuture
receivableshatareexclusive.

e Securitization of IP assets anewtrend:collateralizing
commercialoansandbankfinancingby grantinga security
Interestin IP is agrowingpractice,esp.in music,Internet
andhightechnologysectors.

— E.g.,securitizatiorfor futureroyalty paymentgrom licensing
a patenttrademarkor tradesecretor from musical
compositionsor recordingrightsof amusician(D. Bowie).



F B 4.2 VVenture Capital

* Fortheventurecapitalist,returndependsipon
future profits.

[P ownerships importantto convinceinvestors
of the marketopportunitieopento theenterprise
for thecommercializatiorof the productsor
servicedn question



‘l’ ConvinceVenture Capitalist (1)

"— Strongtrademark@areaguarantedor aloyal
clientele

— Patentandindustrialdesigngprovideexclusivity
for thecommercializatiorof inventionsresp.
attractivedesigns? may beimportantto convince
Investordor thecommercializatiorof your product

— Patentsmayconvinceinvestorghatyour productis
Innovative unigue,or superiorto the offeringsof
competitors




ConvinceVenture Capitalist (2)

— Tradenamesgtrademarkanddomainnamedamay be
the prime elementghatdifferentiateyour product

from thoseof competitors

— Formanycompaniestradesecret{suchasdetailsof
production secretnventionsandtechnical financial
andmarketingknow-how)alonemaybethe sourceof
their competitiveadvantage




F N Therefore...

" v Ensurethatyour IP portfolio protectghoseaspects
of thebusinessvhich determingheventure’s
success

v'ReflectproprietarylP in your businessbooks,
balancesheetpusinesplan

v Any indicationthatconfirmsduediligenceon your
partin themanagementf IP assetss likely to play
animportantrole in convincinginvestorsof your
company'sotential
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(5) Acquiring New Technology&
Finding Suppliers

 SMEsseekingaccesdo innovative technologydeveloped
by othercompanieshouldconsultpatentdatabase®

Identify thenecessaryechnology.

 Theymayhaveto negotiatdicensingagreementsvith the
patentholderin orderto obtaintheright to usethe
technology.

 Informationin patentdocumentgnayalsoassist
entrepreneurm their searchfor alternative suppliers of
identicalor similartechnologies.



Patent Information:
F B Other Sideof the Coin

« Patent 7?1.“deedsecuringo apersomanexclusive
right grantedior aninvention”

? 2."“open,evident,manifest”’;“opento public
perusal’< Latin patens

(Collins Dictionary)

e Patentasaninterchangdetweersocietyandtheinventor
« All patentsaarepublishedandareopento public



What is Opento the Public?

o “Patentinformation”is thetechnicalandlegal
iInformationcontainedn patentdocumentshatare
publishedperiodicallyby patentoffices.

« A patentdocumenincludesthefull descriptionof how
apatentednventionworksandthe claimswhich
determinghe scopeof protectionaswell asdetailson
who patentedheinvention,whenit waspatentedand
referenceo relevantiterature




Relevanceof PatentDocuments

Technologicalrelevance

Patentinformation

Legal relevance

Commercial relevance




a | |
" Using Patent Information

| egal relevance

« Avoid possibleinfringementproblems
« Assesgatentabilityof yourowninventions

* Opposarantof patentsvhereverthey
conflict with your own patent



Using Patent Information

[ echnologicalRelevance
« Keepabreastvith latesttechnologiesn your
field of expertise
e Avoid unnecessargxpenses researchingvhat

IS alreadyknown

— “Discoveryconsistin seeingwhateverybodyhasseenand
thinkingwhatnobodyhasthought (Albert Szent-Gyorgyi
von Nagyrapolt)

— In Europe morethanUS$30 mill. peryearis waistedin
unnessaryesearch 30%of thetotal investmenin R&D




Using Patent Information

a
£ 4

Technologicalrelevance

|dentify andevaluateaechnologyfor licensing
andtechnologyransfer

Getideasfor furtherinnovation
|dentify alternativetechnologies
Find readysolutionsto technicalproblems



%’. Using Patent Information

Commercial Relevance

e Locatebusinesgartners
Locatesuppliersandmaterials

Monitor activitiesof competitors
|dentify nichemarkets
Usewhatis allowedto use(limits of patents)



" Using Patent Information

Did you know?

« Theentiresetof patentdocumentsvorldwideincludes
approximately20 million items.

e Everyyearapproximatelyl million patentapplicationsare
published.

» Abouttwo-thirdsof thetechnicalinformationrevealedn
patentss neverpublishecelsewhere.




" Using Patent Information

Did you know?

* Mostof theinventionsaredisclosedo the public for the
first time whenthe patentis beingpublished.

* Theinformationcontainedn the patentdocumentsS
NOT SECRET!



a

ThomasEdison:

“| startwherethelast manstopped”



@I (6) Commercializing Innovative Products

 An inventiononits own haslittle valuefor an

SME ? How do you turn inventionsinto
profit-making assetsf your SME?

« Tradesecrews. Patent Theacquisitionof a
patent givesthe SME exclusivity overthe
commercializatiorof aninnovativeproductor
theinnovationproces®f fabrication

— either.commercializegheinventionyourself
— or: allowing its commercializatiorby others



Commercializing Innovative Products (2)

 If youchoosenotto exploitthe patentyourself? you may
- sellor

- license

therightsto otherfirms thathavethe capacityto
commercializéhe patentednventions

e A licensingagreementis apartnershigpetweeran|P rights
owner(licensor)andanothemwho is authorizedo usesuch
rights(licensee)n exchangdor anagreedpaymentfeeor

royalty)



Advantagesof Licensing Technology

* youcanensurea steadystreamof additional
iIncomefrom your invention(royalties)

e no needto investyourselfin thecommercialization
of theinvention

» your SME canexpandits businesdo the frontiers
of your partnersbusiness

e Cross-licensing




a
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Cross-licensing:example

» Dell (computercompanyhasnumberof patentan the
US onits uniquebusinessnodels

* In 1999,Dell usedits patentportfolio ascollateralin a
US$billion cross-licensinglealwith IBM with lower

costcomputercomponents

» ThisfreedDell from havingto pay|BM several
millions of dollarsin royalties



Attention !

v Internationalcontex® IP right you wish to

licensemustbe protectedn the countries
concerned.

v’ Licenseagreementwritten + recordin register

v Chooseheright partner



Commercializing innovative products

Example:ring-pull cans
« Theinventorlicensedhesystento Coca-Colaat1/100f a

pennypercan.Duringthe periodof validity of the patentthe
inventorobtainedl48,000UK poundsadayonroyalties.

CLASSIONE

_{J‘

i
I

L)




" Commercializing innovative products

Example: Post-it

» Theglueusedfor Post-itswasdiscoveredy chanceiy 3M.
Initially ignored,it wasthenpatentedPost-itssubsequently

broughthugeprofitsto thecompanythroughlicensing
agreements.

.ol
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Somekey strategies

|P_audit: takingstockof all IP (howis it
currentlyexploited?)

|P_valuation: like physicalassetslP assets
shouldbeidentifiedandvaluedindividually (asa
stand-alon@sset)

 importantfor licensing,duringM&As, for raising
funds,to reportto shareholderandinvestors

Licensing: may provideaconstantevenue
streamfrom royalties

Cross-licensing usinglP to obtainaccess
othercompaniestechnology




%’. SomeKey Strategies
5.

Announceyour IP: let potentialinvestors,
lenderspusinespartnersshareholders.etc.
know thatyou haveproprietaryiP.

» IncludelP assetsn accountPooks,balancesheet,
businesplan

0. IP search consultlP databaseena
regular basis.




e" Conclusion

By establishing cultureof
identifying, cultivatingandstrategicallyusing
its IP assets,
anenterprisecanincreasats revenue,
haveanedgeoverits competitors
and
positionitself well in the market.



A Trade Secrets

Definition: Any confidentialbusinessnformationwhich
providesanenterprisea competitiveedgemaybeconsidered
atradesecret

« Examples salesmethodsmarketingstrategiesinnovative
manufacturingrocesslists of suppliershewproductsor
servicesfinancialinformation

 Famousexamples Coca-Coldormula,Microsoft's source
codefor Windows

« Everycompanyhasits tradesecretsinformationthatit does
notwantcompetitorgso knowabout.

» Tradesecretsarealsointellectualproperty!



%’. How to protect trade secrets?

* No needfor registrationBut 3 essential
requirements:

— Theinformationmustbe secret

— It musthavecommercialaluebecausdat’s
secret

— It musthavebeensubjectto reasonabletepsby
theholderto keepit secret(e.g.confidentiality
agreements)




r'y Trade secretsvs. Patents

Advantagesof tradesecrets:

— No needto register

— Not limited in time

— No disclosure

— Canprotectunpatentablenformation

e Disadvantagesf tradesecrets:
— Costsof keepingit secretcanbehigh
— Othersmaydiscover/inventt independently
— Othersmay patentit (if patentable)

— If thesecrets embodiedn aproductit maybe
reverseengineered

— Moredifficult to enforce



@  Trade secretsor patents?

Suppose:

 An SME developsaprocesdor the manufacturingf its
productsthatallowsit to producets goodsin a more
cost-effectivemanner.

» Theprocesss notsufficiently inventiveto be protected
by a patentbutit providesthe enterprisea competitive
edgeoverits competitors.

« Theenterprisan questionmaythereforevalueits
know-howasa tradesecretandwould not want
competitordo learnaboutit.



@  Trade secretsor patents?

L£GO

e 1958: Patentfor studandtube hs
couplingsystem(theway bricks
hold together)

* But: Todaythe patentdhavelong
expiredandthe companytries
hardto keepout competitordoy
usingdesignsaandcopyright




@ Trade secretsor patents?

« Case-by-casbasis
 Tradesecrefprotectionmaybeadvisable

— Forinventionsor manufacturingprocessethatdo not
meetthe patentabilitycriteriaandthereforecanonly be
protectedastradesecretgthoughthey may qualify for
protectionasa utility model)

2. Whenthetradesecreis notconsideredo beof such
greatvalueto bedeemedvorth a patent(thoughutility
modelmay be goodalternative)




3. Whenit is likely thattheinformationcanbe
" kept secreffor aconsiderabl@eriodof time.

 |f thesecretinformationconsistf avaluablepatentable
invention,tradesecretprotectionwould only be convenient
If thesecretcanbekeptconfidentialfor over20years
(periodof protectionof a patent)andif othersarenotlikely
to comeup with thesamenventionin alegitimateway.

4. Whenthe secretrelateso a manufacturing
process ratherthanto a product,asproducts
would bemore likely to bereversesngineered.

5. Whenyou haveappliedfor a patentandare
waiting for the patentto begranted.



a
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However, bear in mind:
— Tradesecretprotectionis generallyweak

— Thecourtsmayrequirevery significantand
possiblycostlyeffortsto preservesecrecy

— Patent/utilitymodelprotectionwill providemuch
strongelprotection

— Patent/utilitymodelmayrevealalot of valuable
information,but atthe sametime, it provides
exclusivityin themarketplace



'y Strategiesfor Protecting
Trade Secrets

* Considemwhetherthe secrets patentablend,if so,
whethent would not be betterprotectedoy a patent

 Makesurethatalimited numberof peopleknowthe
secretandthatall thosewho do arewell awarethatit
IS confidentialinformation

 Includeconfidentiality agreementswithin
employeestcontracts

« Signconfidentialityagreementsvith business
partnersvheneveidisclosingconfidential
iInformation



ar IP and Marketing
"- How to makemy producteasilyrecognizable?

— Createadistinct identity throughindustrial
designsaandtrademarks

 How to developtrustandconfidencan my
products?

— Referto reputation andcertainqualities in the
productthroughcollectivemarks,certification
marks,geographicaindications



F B Industrial Designs

‘. Industrialdesignsarecompositionf linesor
colorsor anythree-dimensiondbrmswhich give
aspecialappearanceto a product

e Theyprotecttheornamental or aestheti@aspect
of aproduct(notfunctional)

e EXxclusiverights: Rightto preventothersfrom
applying(making,sellingor importing)the
protecteddesignto commerciaproductsor a
periodof 10to 25 years(Estonia:25y)

« Requiremenof registration (newEU legislation
Includesunregisteredlesignprotection)



What is a Good Design?

egal point of view:

]
« appeato theeye(e.g.shapeof toothbrush)
« usefularticle

e newor original

« designshouldnot bedictatedby functionalor
technicalnecessityhandle+ brush)

* mustbereproduciblddy industrialmeans



What is a Good Design?(2)

Businesspoint of view:

a
E

— Makeyour productappealingo consumers

— Customizeproductan orderto target
differentcustomerge.g.Swatch)

— Developthebrandimage(e.g.Apple’s
"Think Different" strategy)




F N Trademarks

« A trademarks adistinctive signwhichidentifies
certaingoodsor servicesasthoseproducedor
providedby a specificpersonor enterprise

» EXxclusiverights: To preventothersfrom using
identicalor similar markson identicalor similar
goodsin respecbf which markis registered



What is a Good Trademark?

" Legal point of view:

 Distinctive : allow to distinguishgoodsand
servicedrom thoseof anothercompany

o Signseligible for registration:
— words(includingpersonahames)

— letters

— numerals

— figurativeelements

— colors

— anycombinationof thesignsmentioned



" « Barsfor Registration:

— Generic(too descriptive)
« E.g.“chair” for chairs;“sweet”for chocolate

— Contraryto morality or publicorder
— Misleading (asto the natureof goods,source,

characteristicgr suitability for the purpose)
« E.g.“wool”
— Stateemblems
» E.g.NationalFlag
— Existingthird partyrights? trademarksearch




& What is a Good Trademark?

" Businesspoint of view:

— sufficiently distinctive
— easyto read,spell,memorizeandpronounce

— suitablefor exportmarketsno adverse
meaningn foreignlanguagesie.g.Pajero)

— fit theproductor imageof thebusiness

— havenolegalrestrictions

— havea positiveconnotation




" PossibleCategories

1. l!anciful words: inventedwordswithoutanyrealmeaningn
anylanguagge.g.Kodakor Exxon)

Pos easyto protect(likely to beconsideredlistinct)
Neg difficult to remember? greatereffortsin advertising

2. Arbitrary marks: wordsthathavearealmeaningn agiven
languageThis meaning howeverhasno relationto the product
itself or to any of its qualities(e.g.Apple)

Pos levelandeaseof protectionis generallyhigh

Neg nodirectassociatiorbetweerthe markandtheproduct
? greatemarketingpowerto createsuchanassociation
In themind of theconsumer



3. Suggestivemarks: markswhich hint at oneor someof
the attributesof the product(e.g.Benecol Bonagua)

Pos actasaform of advertisingandmay createadirect
associationn the mind of theconsumer®etween
thetrademarkgcertaindesiredgualitiesandthe

product
Neg Risk too descriptiveor not sufficiently
distinctive to meetthelegalcriteriafor

trademarlprotection
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" How to Protecta Trademark?

» Registration is requiredin mostcountries
(exceptwell-knowntrademarks).

 Trademark search: To besurethatit is not
registeredy anothercompanyin the countryfor the
sameproducts(goodsor services).

. It is importantto registerearly, andin anycase
before launching a new producton the market



" How to Protecta Trademark?

o Territorial : only protectedn the countryin which
registrationhasbeenobtained

. Term : 10 years—renewablandefinitely !

. Somecountries:obligation to use(3 or 5y
non-use? invalid)

« Doesnot protectanyfeatureof the productitself



How to take full advantageof a trademark?

a
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. Registeryour trademarkassoonaspossible

Monitor the marketandbe surethatno one
infringesyour trademarkrights.

Useyour trademarkn publicity andmarketing
campaigns.

Consideticensingandfranchising

License? be surethatthe quality is maintained



ARTESANIA LATINA

Example “ ArtesaniaLatina”

word + figurative element
Spain? CTM (registeredwith the OHIM)

for toys,especially'maquettes”(sailing
woodencars,teddybearsetc.)
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" Collective Marks

« Signswhichdistinguishthe geographicabrigin,
material,modeof manufactureguality or other
commoncharacteristicef goodsor servicenf
differententerprisesisingthe collectivemark

e Typically,theowneris anassociatiorof which
thoseenterprisegaremembers



F N Collective Marks

 Theowneris responsibldor ensuringcompliance

with certainstandard$y its members.

e Thus,thefunctionof thecollectivemarkis to inform
thepublicaboutcertainparticularfeatureof the
productfor whichthecollectivemarkis used.

« Oftenusedto promoteproductswhichare
characteristiof agivenregion.In suchcases,
collectivemarksmay alsoprovidea frameworkfor
cooperatiorbetweenocal producers.




flowers
flower

It with

Example “Interflora”

Internationalchain; usedall overtheworld to
and sendflowers

morethan70.000flower shopsn 150 countries

theemblenof Interflora is Mercurius,baring
asa symbolof the servicethat the associated
shopsprovide

the sloganof the organizationis thefamous'Say
flowers"







%’. Certification Marks

 usuallygivenfor compliancewith certain
standards

e notconfinedto anymembership

* maybeusedby anyonewho cancertify that
the productanvolved meetcertainestablished

standards




" Example “Max Havelaar”

— ownedby the Max Havelaarfoundation

— eachproducer/importef coffee chocolatetea,
honey bananagr orangescanbeconsidereds
a potentiallicenseholder

— theyhaveto complywith certainconditionsof
trade




‘. Example “Tooth friendly”

— appearon the packagingof foodstuffs

— certifiesthatits ingredientsdo not produce
cavitiesandthusare notbadfor yourteeth

'/




‘. Example “Woolmark”

— registeredoy the WoolmarkCompany

— a quality assurancesymboldenotingthatthe
productsonwhichit is appliedare madefrom 100%
wool andcomplywith strict performance
specificationrsetdownby the WoolmarkCompany

— registeredn over140countries

®
REINE SCHURWOLLE

WOOLMARK
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" Geographicallndications

« A signusedongoodsthathaveaspecific
geographicabrigin andpossessgjualitiesor a
reputationthataredueto thatplaceof origin

 Mostcommonly,ageographicaindicationconsistsof
the nameof the placeof origin of thegoods
— E.g.Champagne

 In somecountrie§incl Estonia).canalsobefigurative

element
— E.g.Eiffel tower



a

» Agricultural productsypically havequalitiesthat

deriveform their placeof productionandare

Influencedby specificlocal factors,suchasclimate
andsoll (e.g.cheese)

* In Azerbaijan:
— noowners

— perpetuapprotection
— registration




Example *“ TalaveradePuebld
Consideredo beoneof thefinestceramican Mexico

- Handmadend paintedby hand
- Historical linkedwith Arabic culture

- Typicalare thegeometriadesignsn bluecolor paintedona
white background

- Thedesigneandcolorsof theartwork are createdfollowing
traditional rulesandknowhow




-
" Examples

— ChampagneSherry,Porto, Scotchwhisky
— Bulgarianyoghurt

— Pilsen,Budweis

— EgyptianCotton

— Tuscany (oliveoil < Italy)

— Roquefort(cheese France)



a

" Geographicallndications

* Inherentin certainproductsrom a particularregion
arecharacteristicthataredueto thesoil, climateor
particularexpertiseof the peopleof thatareawhich
consumergxpectandhaveconfidencan

o Capitalizingonthatreputatiorfor your productghat
emanatdrom suchareaor benefitfrom suchskills in
your marketingstrategymakessoundbusinessense
In differentiatingyour productsfrom thoseof others.

 But! You SME mustmaintainthe standardsind
guality expected



a Messagdor SMES:
"If you can’t beatthem,join them

e Oneof thegreatesthallengegor SMEsis notso
muchtheir size,buttheirisolation.

 Difficulties facedby SMEsactingindividually to
gainrecognitionfor their goodsor servicesn the
marketplace.

» Working collectively, SMEscanbenefitfrom the
advantagesf collectivestrengths.



WIPO’swebsite:
http://www.wipo.int

WIPQO’s websitefor SMESs:
http://www.wipo.int/sme



