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Day 1 - Wednesday, June 23, 2010
09:00 - 09:30 Registration
09:30 - 10:30 Opening Session
Welcome Remarks Soowon Lee / Commissioner, Korean

Intellectual Property Office
Yoon-dae Euh / Chairman, Presidential Council
on National Branding, Korea

Keynote Speeches  Jorge Amigo / Convenor of the APEC

Intellectual Property Rights

Experts’ Group

Binying Wang / Deputy Director General,
World Intellectual Property Organization
(WIPO)

10:30- 11:00 Coffee Break
11:00 - 12:30 Session 1 : Effective Branding and its Contribution to Local

Economic Development

Moderator Seung Hun Chun / President, Korea Institute for

Speakers

Development Strategy
Choong-Min Han / Professor, International Business
&Marketing School of Business, Hanyang University,
Korea

Charles A. Schwartz / Senior Commercial Law Reform
Advisor, USAID

Leslie Hendricks / President, Technological University of
Cancun, Mexico

12:30 - 14:00 Luncheon Hosted by Won Jung Kim
14:00 - 15:30 Session 2 : Comparative Outline of IPR Tools: Trademarks,

Certification Marks, Collective Marks, Geographical
Indications

Moderator Binying Wang / Deputy Director General, World

Speakers

Intellectual Property Organization (WIPO)

Marion Heathcote / International Trademark Association
(INTA)

Aitor Pomares / External Counsel, Organization for
International Geographical Indications Network (oriGIn)
Jeeyoun Shin / Associate Research Fellow, Korea Institute
of Intellectual Property
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15:30 - 16:00 Coffee Break
16:00 - 18:00 Session 3 : Case Studies of APEC Economies on Branding for
Local Products
Moderator Jorge Amigo / Director General, Mexican Institute of
Industrial Property
Speakers Wicha Promyong / President, Doi Chaang Fresh Roasted
Coffee Company, Thailand
Mauricio Gonzales / Head of Technical Cooperation and
International Affairs, National Institute for the Defense
of Competition and Protection of Intellectual Property,
Peru
Allan Gepty / Deputy Director General, Intellectual
Property Office, Philippines
Encarnacion N. Raralio / Adviser, Special Projects,
Philippine Women’s University , Philippines
Wenhui Huang / Deputy Director, Trademark Office,
State Administration for Industry and Commerce, China
Hyo Jin Kang / Deputy Director, Seoul Design
Headquarters, Seoul Metropolitan Government, Korea
18:30 - 20:00 Welcome Dinner Hosted by Soowon Lee

Day 2 - Thursday, June 24, 2010
09:00 - 10:15 Session 4 : Methodologies of Developing and Implementing Brand
Strategies for Local Products
Moderator Won-Kil Yoon / Director of International Trademark
Examination Division, Korean Intellectual Property
Office
Speakers  Ron Layton / CEO, Light Years IP
Kenneth Ka Ho LAW / Marketing Manager, Vegetable
Marketing Organization, Hong Kong, China
Hin Wai YIP / Assistant Manager, Fish Marketing
Organization, Hong Kong, China
Jeffrey Neilson / Lecturer, School of Geosciences,
University of Sydney
10:15 - 10:30 Coffee Break
10:30 - 11:30 Session 5 : Industry Perspective: Branding Needs and Concerns
Moderator Seong-joon Park / Director of International Application
Division, Korean Intellectual Property Office

22



Panelists Nguyen Thi Anh Hong / Director, Center for Tea Market
Research and Development, Vietnam Tea Association
Marianella Raygada / R&D Manager, Manka - Gourmet
Products, Chile Ishak Basiran / Managing Director,
Desaku Trading, Malaysia
Yoo-Jin Han / Professor, School of Global Service,
Sookmyung Women’s University, Korea
11:30 - 12:45 Session 6 : Supportive Framework for Branding and the Use of
IPRs for Local Products
Moderator Dorothy Tembo / Executive Director, Enhanced Integrated
Framework, WTO
Speakers Sunao Sato / Senior Trademark Examiner, Japan Patent
Office
Po-Huei Chen / Specialist, Agriculture & Food Agency,
Chinese Taipei
Violeta Arellano / Sub-coordinator of Fonart Chiapas
Team, The National Fund for the Development of Arts and
Crafts, Mexico
Panelists Shinta Damerys Sirait / Member of Indonesian Expert
Team of Geographical Indication, Directorate of
Intellectual Property Rights, Malaysia
Anis Sharmin Mohd. Sharif / Senior Manager, Business

Development Division, SME Corp., Malaysia
12:45-14:00 Luncheon

14:00 - 17:35 Study Visit Design Seoul City Tour

Day 3 - Friday, June 25, 2010
09:00 - 10:20 Session 7 : International Development Assistance in the Use of
Intellectual Property
Moderator Biplove Choudhary / Policy Adviser, Asia Pacific Trade
and Investment Initiative, UNDP
Speakers Francesca Toso / Project Manager, Cooperation for
Development Sector, WIPO
Il Gyu Kim / Director of Multilateral Affairs Division,
Korean Intellectual Property Office
Kathleen Holland / Senior Associate, Trade Facilitation
Office Canada Dorothy Tembo / Executive Director,
Enhanced Integrated Framework, WTO
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10:20 - 10:30 Coffee Break
10:30 - 12:20 Session 8 : APEC Cooperation for the Branding of Local
Products in Developing Economies Group Discussion:
Developing ldeas
Advisers (Group A) Ron Layton / CEO, Light Years IP
(Group B) Thitinuntana Tonsrisakul / Senior Trade Officer,
Department of Intellectual Property, Thailand
(Group C) Mi Chung Ahn / Patent Attorney, Eruum Patent
Law Firm, Korea
Roundtable: Sharing Ideas
Moderator Mi Chung Ahn / Patent Attorney, Eruum Patent Law
Firm, Korea
12:20 - 12:40 Closing Ceremony

[ Exhibition ]
There will be an exhibition of well-branded local products of member economies to
show how branding and intellectual property can be used to promote local products.
Date: June 23(Wed) 09:00-18:00

June 24(Thu)  09:00-14:00

June 25(Fri) 09:00-13:00
Venue: Foyer of Cosmos Hall (3F)

[ Design Seoul City Tour ]

Experience how the city preserved the natural characteristics and cultural background
of the urban environment through ‘Design Seoul’ projects

Date: June 24(Thu) 14:00 — 17:30

Course: Dongdaemun Design Plaza & Park — Bukchon atelier gil — Gyeongbokgung —
Gwanghwamun Square
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Well-known Geographical Names of Agricultural

Products Protection in Chinese Taipei

— Geographical Certification Marks and Geographical
Collective Trademarks Approach

Hung-Hsi Lee !, Po-Huei Chen %, and Yen-Chien Tung *

! Council of Agriculture
2 Agriculture and Food Agency, Council of Agriculture

% Intellectual Property Office

I. Introduction

Chinese Taipei has excellent agricultural technology and high quality
agricultural products. Many well-known geographical names of
agricultural products are recognized internationally. In the past, most
agricultural products originated in well-known geographical territories
neither pursued the protection of registered trademarks or other marks nor
being marketed under those marks. After we joined the WTO, the
Intellectual Property Office (TIPO) and the Council of Agriculture (COA)
began to actively promote the concept of geographical indications (GIs)
and approach to GI protection in 2004 to be in line with the Gl

international development.

Some well-known geographical names of agricultural products were
registered in other economies by unauthorized persons. Well-known
geographical names were deceptively used on goods originating in
geographical areas other than the true place of origin. And consumers

concerned the food safety issue more seriously as imported agricultural
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products flooding on the market after market opening. In consequence
local farmers began to realize the importance and benefit of well-known
geographical names protection. More and more geographical certification
marks and geographical collective trademarks applications are filed to

protect the well-known geographical names of agricultural products.

1. The approach to well-known geographical names of agricultural
products protection in Chinese Taipei

A well-known geographical name of products can be protected as a
certification mark or a collective trademark under the Trademark Act. The
applications and examination of those marks are specified in the
"Examination Guidelines on Certification Marks, Collective Trademarks,
and Collective Membership Marks", which was promulgated by TIPO
and took effect in 2007,

According to the examination guideline, a geographical certification mark
Is @ mark to certify that another person's goods or services coming from a
particular geographical region, and the certified goods or services shall
have a given quality, reputation, or other characteristics. The applicant is
limited to a juristic person, an organization, or a government agency
which is capable of certifying another person’s goods or services. Any
person whose goods or services comply with the conditions specified in
the “regulations governing use of the mark” may request to use the said

mark.

A business association, society or any other group that exists as a juristic
person and is a collective entity consisting of members can apply for
geographical collective trademark application. The mark is used by the
members of a collective group incorporated within the defined

geographical region to denote the source of goods or services they offer.
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And the goods have a given quality, reputation, or other characteristics.
The mark is capable of distinguishing members’ goods or services from

those of non-members.

According to the Trademark Act, certification mark applicants may not
engage in business in connection with the goods to be certified. Farmers'
associations, which are the most important group to promote local
agricultural affairs and engage in agricultural products selling activities,
cannot apply for certification mark registration. As a result, farmers’
associations pursue well-known geographical names of agricultural

products protection by way of collective trademarks registration.

I11. The promotion and achievements of well-known geographical

names of agricultural products protection in Chinese Taipei
a. Promotion measures

The first geographical certification mark was "Chihshang Rice,"” which
was registered by the Chihshang Township Office in Taitung County
immediately after the Trademark Act was revised in 2003 to include place
of origin within certification marks’ protection scope. Afterwards, the
main promoting measures of well-known geographical names of

agricultural products protection are as follows:

1. Initiating the importance of well-known agricultural names of
agricultural products being registered as geographical certification

marks or geographical collective trademarks

With the assistance of TIPO, the COA began introducing geographical
certification marks and geographical collective trademarks at
intellectual property related seminars in 2004, and communicated their
importance to the participants.
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2. Deciding the list of well-known geographical names with registration

priority

Firstly, the COA, TIPO, and all local governments cooperated to draw
up a list of 96 well-known geographical names of agricultural
products. After assessing the economic benefits, the willingness and
implementation ability of local governments and promoting groups,
and trademark examination practice, 34 of them were recommended to
be filed for registration. And the list of priority was decided in the
follow-up meetings. The items with first priority includes: Alishan tea,
Lugu tea, Shanlinhsi tea, Wenshan Pouchong tea, Siluo rice, and
Penghu seafood. The COA actively assists local governments or

appropriate groups to apply for registration.

3. Providing training courses to local governments, local producing

groups, and farmers

Since the main reason for the certification marks or collective
trademark registration not being taken good use is the importance of
intellectual property rights in the knowledge economy age not being
acknowledged. The very first step to promote those marks registration
is to help interested party grasp the related knowledge. The COA has
therefore held more than three training workshops on geographical
certification marks and geographical collective trademarks annually
for local governments and farmers' groups since 2006, and has invited
TIPO and mark owners with application experience to give lectures on
the subject. These workshops were held in local areas and agricultural
products’ places of origin to assist applicants with application-related

matters.

b. Achievements
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In recent years, under the active cooperation among the COA, TIPO,
related local governments, groups and organizations, the following

accomplishments have been achieved:
1. Assistance in mark registration

Currently seventeen geographical certification marks are registered in
Chinese Taipei, which covers fifteen geographical origins and ten of
which are domestic geographical origins: Chihshang Rice, Siluo
Chuoshui Rice, Lugu Tungting Oolong Tea, Chiayi County Alishan
High Mountain Tea, Wenshan Pouchong Tea, Shanlinhsi Tea, Jhushan
Sweet Potatoes, Kaohsiung Gangshan Goat Meat, Penghu Fresh
Seafood, and Penghu Hsiwei Hand-made Thin Noodles. And there are
three pending applications of domestic geographical origins. There are
also thirteen geographical origins registered as geographical collective
trademarks, which covers twelve geographical origins, ten of which
are domestic geographical origins: Kinmen Wine Beef, Sanwan Pear,
Lalashan Peach, Guanmiao Pineapple, Hegang Pomelo, Madou
Pomelo, Rueisuei Tianhe Tea, Gukeng Coffee, Douliou Pomelo, and
Yujing Mengo. And there are nine well-known domestic geographical

origins under examination.

Analysis of the foregoing registration cases of domestic geographical
origins reveals that, apart from Chihshang Rice, applications for mark
registration were approved from 2006. 80% of the said marks were
registered in the recent three years (i.e. 2008 to 2010). And this is the

achievement of promoting mark registration.

As to assistance farmers’ groups in pursuing mark registration in other
APEC economies, Chihshang Rice was registered as a geographical

certification mark in China on March 28, 2010. In the future, more
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products exported to the Chinese market will be protected.
2. International cooperation

To enhance trademark examination quality and efficiency, Chinese
Taipei began exchanging geographical name lists with Japan in 2009.
The lists can be updated as needed. The list is kept in a database
serving as a reference for trademark examination. Well-known
geographical names of agricultural products are included in the list, so
the list exchange benefits to the protection of well-known

geographical names of agricultural products.

V. Benefits of getting mark registration —Chihshang Rice as an

example

Chihshang Rice is the very first geographical certification mark to protect
the well-known geographical name of agricultural products. The
application was made by the Chihshang Township Office in Taitung
County, and the geographical certification mark was registered on
December 1, 2003. The mark is used to certify that the certified rice
originated from Chihshang Township, Taichung County, and its quality
meets "regulations of high-quality Chihshang Rice mark™ promulgated by
the mark owner. The benefit of the Chihshang Rice certification mark

registration is analyzed as follows:
a. The problems occurred before registration

Chihshang Township is encircled by rivers running north and south, and
the river water is abundant year-round. Plentiful organic substances
washed out of the Central Mountain Range and brought by the rivers
ensure the fertile soil. Thanks to the rich soil, large scale of day-night

temperature difference, low humidity, no industrial pollution, and local
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farmers’ hard working and their advanced farming technology,
high-quality rice is produced in this area. Before Chihshang Rice got
certification mark registration, Chihshang rice had already been awarded
first place in the 2001 and 2002 East Rift Valley Rice Quality
Competitions, and it was very well-known on the market. According to an
investigation conducted by the Chihshang Township Office, there were
about one hundred kinds of counterfeit Chihshang rice on the market. At
that time the market was flooded with counterfeit Chihshang rice, there
was no way to identify genuine Chihshang rice, which made customers
less willing to purchase Chihshang rice, and harmed its reputation. On the
other hand, superior rice produced in Chihshang Township had no means
to prove their origin. Farmers could not earn reasonable profit from rice

growing.
b. The benefit of getting certification mark registration

The Chihshang Rice geographical certification mark provides four

guarantees, namely:

1. Place of origin guarantee: every bag of Chihshang rice comes from

Chihshang Township;

2. Safety guarantee: rice produced on every plot of land must pass

pesticide residue testing before harvest;

3. Quality guarantee: every bag of Chihshang rice must comply with CNS
national standards and have a palatability value of at least 65 points;

and

4. Total quantity control guarantee: mark number and control of the
number of marks issued ensure that Chihshang rice on the market is

less than the total amount produced.
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After Chihshang Rice got certification mark registration, mark owner
actively claimed his right to the certification mark to attack on counterfeit
rice, and the counterfeit problem was finally solved. Through the quality
and origin guarantee function of Chihshang Rice certification mark, the
true Chihshang rice is distinguished from rice with other origin.
Consumers are willing to buy more Chihshang rice and even pay higher
price. And in consequence, farmers earn a profit on using the certification
mark. The benefit of adopting the Chihshang Rice certification mark is as

follows:

1. Protecting farmers’ legitimate interests by eliminating counterfeiting:
by attacking counterfeiting, the chaos of fake Chihshang rice flooding
on the market does not exist anymore. The registration of Chihshang
Rice brought back the order of the market. And the mark guarantees

genuine Chihshang rice to consumers;

2. Increasing Farmers' incomes: the average purchase price per kg of
paddy rice has risen from NT$16.7 to around NT$27.5. After

subtracting costs, farmers' profit has more than doubled;

3. Quality of rice improved: in order to sell rice of high price, farmers try
their best to produce rice meeting the quality standards set by rice

husking mills. In consequence, the quality of local rice is raised,;

4. Increasing local government revenue: since 2005, The Chihshang
Township Office has issued 4.65 million labels at a price of NT$2 per
label, which generated more than NT$9.3 million revenue for the

township;

5. Stimulating rural economy and tourism development: because of
farmers' incomes increasing, more population participate in

agricultural activities, less land lies fallow, and arable land’s price
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goes up. The preservation of local features encourages local tourism

development;

6. Sustaining the local industrial culture: the residents of Chihshang
Township can continue to earn their livelihoods by rice culturing. The
widespread fame of longstanding Chihshang lunch box culture is

maintained.

V. Conclusions

Via geographical certification marks and geographical collective
trademarks registration, the value and image of agricultural products
originating from well-known geographical areas are enhanced, products’
domestic and foreign market recognition and market access opportunities
are raised, producers’ and consumers’ rights and interests are protected,
local economy and industrial development are improved, the foundation
of being protected internationally is established, and products’ goodwill is
well protected. A geographical certification mark or a geographical
collective trademark is a collective intangible asset of all stakeholders
within a certain geographical area. It benefits rural economy
improvement. In conjunction with local tourism promotion, the employed
population is increased, the rural residents’ out-migration problem is

better solved, and the rural community development is sustainable.

Chinese Taipei has encouraged well-known geographical names of
agricultural products registered as geographical certification marks or
geographical collective trademarks for six years, and the benefit is
gradually appearing. There are still many well-known geographical
names of agricultural products with economy development potential.
Chinese Taipei will continue promoting the development of products with
local features as well as their registration of geographical certification
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marks or geographical collective trademarks to protect the well-known
geographical names. We believe our effort will ensure that the maximum

economic benefit is obtained in the future.
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it 3

Exhibition Description Form

Company/Organization

Chihshang Township Office

Department Agricultural Tourism Section

Address No0.101, Jhongshan Rd., Chihshang Township

City Taitung County State

Postal Code 95841 APEC Economy Chinese Taipei
Website http://www.cs.gov.tw/

Contact Person’s Information

Title oDr. oProf. mMr. oMs. 0Other

Name Chi-HSUING, Kao

Position Section Chief Department | Agricultural Tourism Section
Tel. +886-2-089-862041 ex.114 | Fax +886-2-089-864705

E-mail a39@mail.cs.gov.tw

» Brand Name: Chihshang Rice

> Product Name: Rice

» Association/Organization/Company: Chihshang Township Office

» Name of the representative: Wen-Tang, Lin

» Weight: 1kg / 1.5kg / 1.5kg x 2 / 2kg

> Features:

The products are certified by the Chihshang Township Office — the owner of Chihshang

Rice certification mark. Their quality, place of origin, and food safety are guaranteed.




Picture 1

Thanks to abundant river water, rich soil, large day-night temperature difference, low humidity, no
industrial pollution, farmers’ advanced technology and hard working, high-quality rice is produced in
Chihshang Township. Producers are farmers growing rice in the area and the owners of rice husking
mills husking rice originates in the area.

Picture 2

ith R

Product description 2 <50 words>

“Chihshang” is the name of the geographical area where the product is produced, and ‘“Rice”
is the name of the product. Chihshang Township Office is the certification mark owner. Chih Tan Origin
Development Association was involved in the development of the certification mark.

Picture 3

Product description 3 <50 words>

The average purchase price per kg of paddy rice has risen from NT$18.33 in 2003 to around NT$27.5 in
2010. The income increase of rice production in Chihshang Township for the said period

of time is about NT$110 million.
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