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As a global company with a strong economic footprint in the EU in terms of employees, R&D, manufacturing, 
marketing, and sales operations, Panasonic strongly supports the EU Digital Single M arket Strategy, its 
objectives and its level of ambition.  
To illustrate our response to this public consultation on geoblocking, we would like to provide  the following 
observations which focus on the business reality fa ced by Panasonic in Europe .   
The key point is that there are differences in the products and the way they are marketed in different EU countries 
because of legal, regulatory and business reasons. 
 
 
1. Geo-differentiation is required by local legal c ompliance obligations:  
Technical, regulatory, legal and fiscal requirement s vary between the various EU Member States.   Since 
products placed on each market must be compliant with the applicable local rules, it is inevitable that there will be 
differences between those products depending on the country of sale (i.e. “geo-differentiation”). Such geo-
differentiation is and should 1) be recognised as necessary and so legitimate and 2) be understood as a 
consequence of existing fragmentation (i.e. they result from different rules in the different countries of sale), and 
are not the source of fragmentation.  
In practice, companies trading cross-border are required to comply with:  
 

• diverging legislation : language requirements for operating instructions (products are sold with different 
selected language versions in order to limit environmental and production costs of manuals in all 24 official 
languages in the EU, with the result that the language version(s) may not be the correct one(s)), format of 
product manuals (e.g. some countries require a hard copy (paper) and/or electronic versions), language 
on the box (e.g. it is mandatory to have the text on the box in French for products sold in France), 
consumer rights (e.g. guarantee regimes), copyright levies (e.g. the scope and amount to pay for copyright 
levies need to be adjusted to each EU country), etc.; 
 

• diverging fiscal requirements : VAT rates and rules across countries;  
 

• diverging technical requirements :  
o Power plugs for electrical goods are different in the UK - the Plug and Sockets Safety Regulations 

1994 require goods to be sold with a 3-pin plug to meet UK safety standards. As a result, it is 
unlawful to sell products with non-compliant plugs in the UK and similarly from the UK to 
continental Europe; 

o Broadcasting standards are different between EU countries and, therefore, TV sets and video 
recorders may differ across Europe. The differences not only relate to the different methods of TV 
reception (cable, satellite, and/or terrestrial), but - due to the fact that there is no unified European 
broadcast system - also within technologies and specifications in order to meet the local 
requirements of individual EU Member States. These are typically: 

� Compression systems: Audio Codecs, Video Codecs;  
� Reception systems: Tuner hardware (S/S2, T/T2, C, Analogue);  
� HbbTV vs. MHEG (UK) and MHP (Italy). 

As a result, not all features of TV sets and video players/recorders may function if a given product 
is sold in a country where it was not planned to be sold.  
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o French law (but no other EU country) requires that a sticker indicating the inside temperature be 
placed in all refrigerators.  

o Requirements for DECT phone connectors vary between different EU countries in order to ensure 
the physical connection of the base station to the fixed telecoms network, meaning that DECT 
phones designed and marketed for one country may not work in other countries. 

 
2. Geo-differentiation is necessary due to differen t product requirements / specifications: 
In addition to legal, regulatory and similar requirements, there are also legitimate technical and product-related 
reasons why there are differences in the products and the way they are marketed in different EU countries. 

• Depending on technical requirements, IPR licenses are only paid for the countries where the relevant 
technology is deployed. Not all technology is used in all EU Member States.  A universal generic pan-
European product would need IPR licences for all technologies used in all EU countries, which is 
unnecessary and would increase the price for those products. 

• Not all products (eg. shavers, small domestic appliances or certain high-end products where demand may 
be very low) are marketed in all EU countries, and in those countries where they are not, there will usually 
be no service or after-sales support available.  Just because a facial sauna is available in France, it does 
not mean that we should have to sell it in Slovakia as well, including making sure that after-sales support 
is available. 

 
3. Geo-differentiation justified by business’ vital  interests and consumer benefits:  
In addition to legal, regulatory, technical and product requirements, there are also legitimate business reasons why 
there are differences in the products and the way they are marketed in different EU countries.  
 
We are extremely concerned that a geoblocking initiative may create a duty to suppl y – which would :  
 
1. Go against Panasonic’s freedom of contract : Panasonic should remain in control of the commercial risk it 
takes when it decides to sell products in different EU countries - as well as to design marketing and distribution 
strategies that it deems appropriate for its commercial success.  
 
This includes the freedom to decide who to sell to – which is already covered by existing competition rules.  The 
current legal framework strictly covers vertical distribution practices against geoblocking. In that context, there is no 
need for stricter rules and/or a limitation of the exiisting manufacturers’ (limited and strictly defined) freedom.  
 
2. Incur unsustainable costs –  which goes against the objective of removing barriers as it might increase prices 
for consumers, for example:  

• By increasing shipping costs (incl. environmental cost).   
• By serving unviable markets: businesses should remain free to determine the risk they take when 

introducing products and services in different EU countries. They should not be forced to serve markets 
where it has been calculated that there are no or few economic benefits (e.g. due to very low demand or 
low purchasing power). 

• By developing solutions to provide local after-sale s support (incl. ensuring staff training, making repair 
material available, developing partnerships, developing logistics solutions, etc.).  

   
3. Put at risk Panasonic’s investment into its brand a nd the development of products that meet the 
consumers’ local expectations , for example:   

• By limiting the ability to meet the local demand: t here is no Single Market of Europe . Consumers in 
each EU country have different preferences, expectations, consumption patterns, purchasing budgets and 
marketing preferences. Sometimes, different consumption patterns can even be observed within the same 
country (e.g. preferences for air conditioning products greatly vary between the north and south of France 
- in the south, air conditioners are used for short periods in summer for cooling purposes, whereas they 
are used in the north rather for long periods for heating purposes in winter).  
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• By disappointing consumers with the wrong product: as a matter of brand reputation and 
consumer satisfaction, it is essential to allow the geo-differentiation of products in order to meet 
consumers’ preferences. For example:  

� Video Recorders:  In the UK, Panasonic offers HDD-Recorders ("PVRs") without a Blu-ray 
drive, as consumers are not interested in the possibility to record or archive audiovisual 
content onto an external disc. On the other hand, German consumers do want video 
recorders to have a Blu-ray drive. Therefore, only video recorders with a disc drive are 
sold in Germany.  

� Audio Systems : soundbars are less popular in Eastern Europe and Greece than Home 
Cinema Systems with floor-standing speakers. As a result, the range of soundbars offered 
by Panasonic is much lower in these countries.    

� Washing machines: hardware, control panels and programme software are adapted to 
local demand. For instance, a “one touch” button exists for UK models, as local 
consumers demand a high level of automation and convenience. In France and Italy, 
however, consumers are more concerned with high performance, and so models in these 
countries need to offer a greater control of the settings (incl. temperatures, type of fabric, 
duration, etc.). The location of where the washing machine is used (mostly in the cellar in 
Germany, on the balcony in Spain or in the bathroom in Italy) also influences the design 
and noise-level of the product.  

� Built-in kitchens:  while these are most-wanted products in Germany, French consumers 
want their kitchens with a more individual and personal touch. As a result, these markets 
are approached differently from a marketing and channel point of view.  

� Beauty products : Skin care brushes sold in the UK would ideally offer shorter programme-
cycles that focus on nourishing and repairing the skin (as local consumers may have less 
time and a less healthy lifestyle), whereas in France, skin care brushes would ideally be 
adapted for longer programmes that provide a more relaxing effect. 

� Cooking:  software, labels, control panels (incl. language), and built-in menus in micro-
wave ovens are different for different EU countries, based on  local taste preferences 
about how food is cooked, as well as to the general expectations from consumers (where 
UK consumers prefer speed and convenience, Germans are more worried about safety 
and damage to food). For example, Panasonic products sold in the UK include a special 
“jacket potato button” option, while built-in menus from products sold in Germany include 
traditional German food recipes (in German).  

• By forcing the provision of special offers which ar e tailored to specific laws and/or market 
requirements.  For example, in the UK, end-of-year sales traditionally begin on 26 December, while in 
France, Belgium and other countries products can only be sold at heavily discounted prices during specific 
periods, such as in January and July.  Further, “Black Friday” sales are limited to those countries where 
they are recognised by consumers, such as Ireland and the UK. Many countries - but not all - also prohibit 
sales at a price below the cost price. 

 

4. Competitiveness against geoblocking:  
As a result, we are concerned that the forthcoming legislative initiative on geoblocking will:  

• affect the ability of consumer electronics companies to ensure that the products offered to consumers in a 
local market comply with local legislation and technical requirements; 

• cause consumer irritation in cases where there is not after-sales support or the expected functionality is not 
available;  

• restrict Panasonic’s freedom to distinguish between markets according to consumer expectations, 
preferences, and purchasing power;  

• restrict Panasonic’s freedom to choose its business partners and to determine its own commercial 
strategies (as opposed to being forced to serve unviable markets).  
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5. For a successful (Digital) Single Market:  
Therefore, Panasonic calls on the European Commission to:  

• continue promoting a competitive environment for businesses to operate in;  
• continue tackling the legal, fiscal, technical and regulatory barriers to the Single Market;  
• ensure that the legislative initiative on geoblocking does not unintentionally limit the competitiveness of 

companies operating in Europe by preventing them from differentiating between European markets and 
consumers;  

• strictly define what is considered as “unjustified” geoblocking;  
• prior to any legislative action, identify gaps that need to be addressed from the existing legislative 

framework (incl. Article 20.2 of the Services Directive, Rome I Regulation, Article 101 of the Treaty) and its 
enforcement.  
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