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INTRODUCTION

1. Who are Richemont

2. Are the BRICS countries so different from the rest of the  IP world?

3. Generic challenges

1. Digitalisation

2. Economic Issues

3. Commodity IP Work vs. Value Add Work
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Vacheron Constantin 
Traditionnelle 14-days Tourbillon



THE GROUP AT A GLANCE

 Founded in 1988

 A leading luxury goods group

 20 Maisons

 29’400 employees

 1’911 boutiques

 Market capitalisation CHF 30 bn

 Sales € 11.1 bn

 Operating profit € 2.1 bn
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Barocco necklace,
Giampiero Bodino



1988-2016: A UNIQUE PORTFOLIO
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1990’s 12 2000 15 07-16 201988       6

Johann Rupert, Chairman

http://atmosphere.intranet.rcc/index.php?option=com_content&view=article&id=224&Itemid=195
http://atmosphere.intranet.rcc/index.php?option=com_content&view=article&id=224&Itemid=195


Jewellery Maisons

Specialist Watchmakers

Other Businesses

3 SEGMENTS AND 20 MAISONS
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3

9
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http://atmosphere.intranet.rcc/index.php?option=com_content&view=article&id=224&Itemid=195
http://atmosphere.intranet.rcc/index.php?option=com_content&view=article&id=224&Itemid=195


WE ARE A SWISS MULTINATIONAL
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VERSUSHeadquarters

50 chemin de la Chênaie, Bellevue, Geneva

Central Support Services

 Corporate Affairs

 Finance

 Group Public Relations

 Health and Safety

 Human Resources

 Intellectual Property

 Internal Audit

 IT

 Legal

 Manufacturing

 Marketing Services

 Real Estate

 Security

 Supply Chain

 Tax

 Treasury and Risk



HOW OUR BUSINESS OPERATES
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City of origin
Compagnie Financière Richemont SA

Board & CEO

Regional Support

Platforms
(Europe, Asia-Pacific, 

North America, Japan)

Central Support

Services

Guide the Maisons by verifying that 

decisions on Communication, 

Products and Distribution are 

appropriate and consistent with 

Maisons’ identity & strategy 

Regional distribution centres 
provide world-class support to 

Maisons’ local activities, including: 

Logistics, IT, HR, Finance, General 

Services, and After-Sale Services 

In addition to Group’s role of 

formulating policies & processes, 

specialist teams provide control 

and support, including: Market 

Intelligence, Manufacturing, 

Logistics, IP, HR, Real Estate, Legal & 

Finance

The Maisons

Each Maison run as an 
independent entity. This 

safeguards their heritage and 
allows individual creativity to 

flourish ensuring that each 
Maison remains distinctive and 

unique.

 Preserving DNA

 Creation

 Product Development

 Manufacturing

 Distribution Network

 Communication

 Marketing

 Commercial Sales

 Customer Services

The Headquarters

Strategic Product & 
Communication 

Committee



HOW OUR BUSINESS OPERATES

12

The individual heritage and identity of each 

Maison

Its DNA is rigorously guarded; 

The designers and craftsmen being 
constantly challenged to keep the heritage 

alive through a continuous process of 

reinvention and innovation. 

The Maisons

Each Maison run as an 
independent entity. This 

safeguards their heritage and 
allows individual creativity to 

flourish ensuring that each 
Maison remains distinctive and 

unique.

 Preserving DNA

 Creation

 Product Development

 Manufacturing

 Distribution Network

 Communication

 Marketing

 Commercial Sales

 Customer Services



MARCH 2016 FIGURES - HIGHLIGHTS
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 € 11.1 billion SALES up by 6%

 € 2.1 billion OPERATING PROFIT

 18.6% OPERATING MARGIN

 € 5.3 billion NET CASH POSITION

6,892

8,868

10,150

10,023

10,410

11,076

0 2,000 4,000 6,000 8,000 10,000 12,000

Group sales (€ m)

+ 4 %

- 1 % 

+ 14 %

+ 29 %

+ 33 % 1,355

2,048

2,426

2,427

2,670

2,061

0 500 1,000 1,500 2,000 2,500 3,000

Operating Profit (€ m)

25.6%

24.2%

23.9%

23.1%

19.7%

+ 6 %

18.6%



AMERICAS

€ 1 588 million

SALES BY REGION
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 Europe accounted for 31%  of sales, up by 10%

 With sales up by 16%, Middle East and Africa growth 

softened to 2%

 Mainland China continues to improve, posting 10% 

growth despite APAC slow decline

 Americas accounted for 16% of Group sales, with a 

strong domestic demand on jewellery, clothing and 

leather

 Sales up by 27% in Japan driven by increased tourism

31%

9%

35%

16%

9%

Europe

Middle East/Africa

Asia Pacific

Americas

Japan

Sales FY16
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ENFORCEMENT
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1. Registration

1. Time taken to get a registration

2. China -> issues protecting well known marks is very laborious -> so 

many oppositions

3. Time to get a registration certificate – critical for online takedowns

Master Calendar watch,
Jaeger-LeCoultre



ENFORCEMENT OBSTACLES
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1. Lack of interest

2. Prioritisation

3. One Belt One Road

Chloé boutique,  Paris St Honoré
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• In 2013, China proposed the strategic initiative of building “The

New Silk Road Economic Belt” and “The 21st Century Maritime

Silk Road.”, also known as “One Belt, One Road” (OBOR).

• The belt is the physical road, which runs from China all the way

through Europe to northern Scandinavia.

• The road is the maritime Silk Road, in other words, shipping

lanes, from China to Venice.

• This initiative will cover 60 countries about 65 percent of the

world’s population (approx. one-third of the world’s GDP)

and about a quarter of all the goods and services that the

world moves.

• The initiative is intended to promote connectivity and co-operation

amongst countries along these routes (primarily in Eurasia).

• ‘Neither ‘The Belt nor The Road’ follow any clear line

geographically speaking; they serve more as a roadmap for how

China wants to further integrate itself into the world economy and

strengthen its influence in these regions’. The initiative is still at

the planning stage.

PROPOSED ROUTES
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Our current offline anti-counterfeiting cover in these 

countries:

Well covered countries: China, Russia and the EU where we have

Customs Recordals and conduct Raid actions for most Maisons.

Partially covered countries: Turkey, Vietnam, Malaysia, Indonesia

where we have agents that do some surveillance and conduct raid

actions. We do not have Customs Recordals in these country except for

Turkey where we are in the process of finalizing our applications.

In preparation: Kazakhstan and Belarus, we are at the moment

finalizing Customs recordals filings for all Maisons that have

commercial activity in the countries.

On hold: Iran and India. We have conducted a survey for each Maison

in Iran that has revealed strong counterfeiting activities in the country.

We will communicate these results to the Maisons and proceed

depending on budget allowance. India, has been put on hold for budget

reasons.

To implement: Kyrgyzstan, Uzbekistan and Kenya

The countries that will be more involved are:

- in relation to the land route:

China, Russia, Kazakhstan, Kyrghyzstan, Uzbekistan, Pakistan,

Iran, Turkey and the EU countries;

-in relation to the maritime route:

China, Vietnam, Malaysia, Indonesia, India, Sri Lanka, Kenya,

Turkey and the EU

RICHEMONT’S CURRENT POSITION
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MAIN CONCERNS

• At present the question is whether OBOR would need a more 

formal agreement at some point — covering trade, investment 

and business climate issues — to maximize its benefits. For now, 

countries along the Belt and Road have highly diverse 

development conditions, and some have a challenging 

governance environment that has made investment in 

infrastructure hard.

• We will follow the development of the project and the countries 

that will be mostly involved. This being said, we should prepare 

ourselves to cover our Maisons IP rights in these countries, as 

commerce will increase in areas that at the moment have not yet 

been considered as a priority.

• China’s top planning body, the National Development and Reform 

Commission, has issued a document on its vision for OBOR that 

discusses strengthening bilateral cooperation and improving 

existing regional cooperation mechanisms. However the 

document stops short of “multilateralization” of the initiative, such 

as a formal treaty or partnership.

1. Will there still be Border control checks and if so, in which 

countries?

2. What will be the relevance of Customs recordals which 

lead to Customs Notifications of counterfeit goods?

3. Will we have adequate cover/IP assets in the relevant 

countries and how will this cover align with Richemont’s 

business activity in those countries?

Some of these issues are mentioned and possible 

solutions suggested in China’s General Administration 

of Customs (the China Customs) “One Belt, One Road 

Plan”, strategic plan.
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CHINA: GENERAL ADMINISTRATION OF CUSTOMS 
“ONE BELT, ONE ROAD PLAN”, STRATEGIC PLAN

On 29th May 2015, China’s General Administration of Customs (the China Customs) published its “One Belt, One Road Plan”, strategic plan.

Some of the main ideas from the plan were in relation to the strengthening of cross border co-operation:

• Form a cross-border transport corridor.

• Strengthen customs clearance cooperation between inland ports and ports in the coastal and border regions; apply a one-time declaration and inspection at 

destination (export) for multimodal transport).

• Introduce information exchange, mutual recognition of regulations, and mutual assistance in law enforcement.

• Create a Single Window System along the One Belt One Road corridors to normalize and simplify documents, data and systems together with a unified system.

• Continuously improve regional integration of customs clearance: Remove customs territory boundaries, give priority to the rules of logistics, and let the 

business participant have choices about the ports for declaration, tax payment and inspection to simplify clearance in China.

• Build up free trade zone with countries along ‘The Belt’.

• Focus on negotiations for efficient customs procedures and preferential tariffs, upgrade the Central America Free Trade Agreement (CAFTA) and Regional 

Comprehensive Economic Partnership (RCEP), and continually work on practical ways to expand deeper free trade relationships with countries along ‘The Belt’. 

Provide a database of Country of Origins (COO) and simplify procedures of customs clearance.

• Promote the policy advantages of customs special regions and bonded areas.

• Focus on development of free trade zones including China-Vietnam, China-Lao, China-Mongolia, and other cross-borders’ economic agreements. Implement relaxed 

controls on cargo transiting countries within ‘The Belt’, enhanced controls for cargo entering ‘The Belt’, and free trade within special areas.



ALAIA PARIS

COUNTERFEIT 
ISSUES IN RUSSIA

3
- -



COUNTERFEIT PERFUME
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• In January 2014, 20 months before the launch

of Alaia’s first fragrance, infringing fake

perfume was found on sale in Russia.

• Following investigations, it was established

that the company behind the fake perfume

was based in the same building as the

Russian Ministry of Finance.

• The police authorities were very unwilling to

carry out a raid or to proceed with a criminal

action. There were many delays with excuses

from internal revisions to retirements, requests

for additional documents etc.



COUNTERFEIT PERFUME
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• We commenced a civil action and sent letters

to all retailers stocking the infringing perfume,

asking them to remove the product from sale.

• We were successful in the civil action for trade

mark infringement but only granted US$5,000

in damages.

• We commenced enforcement proceedings

(which took over 2 months for the authorities

to process) but the bailiffs did not action our

requests. Given that the costs of following up

with the authorities cost more than we had

been awarded in damages, we closed our files

in the civil matter.



COUNTERFEIT PERFUME
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• The criminal case is still with the police. We

can not withdraw and the police will either

eventually action the case and pass to the

state prosecutor or they may terminate it.

• However, we did achieve the ultimate aim of

having the counterfeit perfume removed from

sale in Russia before the launch of the

genuine Alaia perfume.



IMPACT OF DIGITAL 
AND IMPORTANCE 

OF EFFECTIVE 
TAKEDOWN
SYSTEMS
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DIGITAL

 Counterfeiters have moved their 

markets to the virtual world, including 

e-commerce platforms, social media, 

and instant messaging tools

 To eliminate counterfeits online,  we 

continually monitor the internet 

worldwide to actively find counterfeit 

information and take actions

 We also welcome any kind of 

information provided by the Maisons -

your report may lead to fewer 

consumers suffering from counterfeits



ONLINE ENFORCEMENT AND TAKEDOWNS
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Quarterly Volumes

 Total number of takedowns 

on Chinese marketplaces for 

the period July-September 

2016 was 11,495



ONLINE ENFORCEMENT AND TAKEDOWNS

Takedown by Maison

 Cartier presents the largest 

challenge with a total of 5148 

issues

 The registration of Alhambra 3D 

trademarks in China has boosted 

Van Cleef & Arpels takedowns this 

quarter

 C2COffer and HC360 were 

cleaned of Montblanc 

infringements this quarter
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ONLINE ENFORCEMENT AND TAKEDOWNS

Focus on WeChat

 55 WeChat accounts have been 

enforced in the past quarter

 Cartier is the most commonly 

reported brand by WeChat users

 WeChat is the biggest social 

media app in China and a 

growing number of counterfeit 

sellers are operating through 

WeChat 

A. Lange & Söhne
5%

Cartier
62%

Piaget
9%

Officine Panerai
14%

Chloé
2%

IWC Schaffhausen
2%

Montblanc
4%

Roger Dubuis
2%

Wechat accounts enforcement  



COUNTERFEIT TRENDS

 The main counterfeit trends in the past quarter:

 Marketplace Trends

 Social media continues to represent a threat to our own digital presence, with WeChat being particular targets.

 We are continuing to negotiate with the Alibaba group, who operate Taobao, Aliexpress and Alipay, to ensure that 

they proactively monitor and remove counterfeit listings.

 We are working on new reporting tools to show the volume and value of products removed through our enforcement 

work.

 Product Trends

 Jewelry: more counterfeiters use “personalized” to advertise with the genuine brand logo hidden.

 Watches: the trend of large sales of obvious fake watches is now moving towards fewer sales of higher-quality items. 

Usually all social media posts and e-commerce listings will redirect consumers to a private conversation for the actual 

transaction.



BASCAP 25
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BASCAP 25

 BASCAP 25

 BASCAP Guidelines for Online Enforcement



NEW SOLUTIONS
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NEW SOLUTIONS

 Refocus on design rights

 Electronic monitoring/automated takedowns

 E commerce

 gTLD’s

Van Cleef & Arpels,
Via Montenapoleone,

Milan
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