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In the mind of a copycat
How effective prevention can be achieved
Key points from presentation:

	1
	Original packaging is created by designers, often with little or no strategic direction to prevent copying. Copycat packaging is created by businesspeople with a deliberate intent to take market share.
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	2
	There are specific patterns of behaviour in copying. Certain patterns are more common within certain industries and product groups. An analysis of the client’s product and market will reveal likely patterns.


	

	3
	Example 1 of 5: consumers select regularly purchased, low priced, grocery items at distances based on certain visual cues. Often these cues, which are sometimes unprotected, are difficult to accurately identify, and competitors can confuse customers by adopting the same cues.
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	4
	Example 2 of 5: tradespeople select products by reference to model names or codes which may not always be registered (or registrable) as trade marks. Many will incorrectly assume that names or codes are representative of product specifications (ie an industry specific “tertiary meaning”), and copying of these is an obvious risk.


	[image: image3.jpg]




	5
	Problems can be minimised by conducting an analysis of the customer’s identity, attitude and knowledge, plotting the results on a matrix for each different market to identify the product’s position and risks. 


	

	6
	Then, the identifying elements of the product can be assessed and prioritised before trade mark applications are made or other preventive measures are taken.
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	7
	Assessments must be objective, not conducted internally. Proactive strategies can yield very good results. Generally, we see reduced risks and better enforcement results, increasing the longevity of brands. 
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