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DESK RESEARCH:
July 08 / Feb. 09

1. Analysed hundreds of
consumer surveys that have
been conducted worldwide
since 2000.

2. Conducted a first-ever global

review of consumer awarness
campaigns that have been
implemented over

the last 5 years.

3. Interviewed expert in the
anti-counterfeiting field to
collect best practices and learn
implementation lessons

for shaping an anti-counterfeiting

programme.

An ICC nbativg

BASCAP

Business Action o Stop
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QUALITATIVE RESEARCH:
March / July 09

Conducted focus groups to test
a series of previously identified
hyposes.

To identify the drivers of
counterfeit purchases,
deterrent messages and
communications tools.

To understand the linkage
between the drivers

of counterfeit purchase
and message effectiveness.

20 focus Groups coducted
in Capital cities (London,
Mexico, Moscow, Delhi,
Mumbai and Séoul).

QUANTITAVE RESEARCH:
April / July 09

Launched a series of quantitave
surveys in 5 key markets UK,
Russia, Korea, Mexico and India.

Built on the combined insights
from the global desk research and
the focus groups and validating the
hypotheses tested in the focus
groups .

Embraced development level
diversity and addressed all
product categories.

Nationnally representative samples
(1000 adults per country)







LS WHAT’S THE SOLUTION?  §
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> A surround sound approach needs to be engaged - combining awareness
and regulation

Industry and government must work in lock step

Purchasers must see there are real repercussions for purchasing CP
products

A personal connecion needs to be made with the purchaser with a call to

action
You have to make a personal connection with a call to action

The message needs to be supported by proof points - cost to health,
jobs, personal, property and the economy

It must be scalable across sectors and geographies and from global to
local




P e L N A LA it A il tArtng
11 MUST BE UNITED BY A THEME THAT EMPOWERS = ©
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- THF CONSUMFEFR TO MAKF THF RIGHT CHOICE = 4

Supplemented by a tagline
that weighs the consequences
of...

Prosecution
Incarceration
Loss of Reputation




Global North America =) Asia-Pacific Latin America BRIC

E139. Thinking about the role that business should play in helping to solve global issues such as energy costs, the financial credit crisis,
global warming, or access to affordable healthcare, which of these following three statements is closest to your view? Business has to
partner with governments and advocacy groups to solve these global issues, it cannot do it alone; OR Business should focus on what they
themselves can do on these global issues, whether or not governments or others partner with them ; OR Business should not play a part
in helping to solve these global issues (Informed publics 25-64 in 20 countries




National anti-counterfeiting associations
Industry sector associations
|ICC national committees

G8 governments
Regional government partners: EU Observatory




" BASCAP will provide canacitv to ‘slo-cal’ = ©
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messengers...

... Tools ... Creative ... Mission

1.Data - BASCAP, 1.Global theme 1.Point of sales
Eurobarometer 2.Core messages 2.Local markets
2.Guidance on how to 3.Prototype adverts 3.Airports
interpret and use 4.Model press releases, 4.Schools

speeches, etc. 5.Consumer days

BASCAP

Business Action o Stop
Counferipiting and Pimcy
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