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Exercises

Exercise 1

Which of your products can be subject to Intellectual Protection Rights Protection? Think of
the possibilities for their internal and external exploitation and write the instrument that can
be used for few products/items. Please write them down and describe them.

Exercise 2

Use the business model template within Unit 2. Sub-Unit 1. Analyse your organization from a
business aspect and define the following segments:
What are your key customers

Value Propositions

Channels

Customer Relationships

Revenue Streams

Key Resources

Key Activities

Key Partnerships

Cost Structure

Exercise 3

Analyse your products/services or your organizations offering to the audience in terms of
products/services as defined Unit 2. Sub-Unit 2. Try to define the usage of the three key
elements. How are they satisfying yo ur customer needs and wants?

Exercise 4

What are the items of your collection or your organizational collection that can be digitized
and how? Are there any obstacles for their digitization? Please write them down and
describe them.

Exercise 5

Read the good practices in the following module. Try to relate to each good practice and how
the activities/models/measures can be “replicated”/used in the case of your cultural heritage/
tourism organization or business.
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Good Practices

Good Practices 1 — Digitization and Business Model. The case of
Europeana and Rijksmuseum

Digitization, Culture, Heritage, Strategy, Business, Model, Art, Copyrights.
& europeana

Europeana (www.europeana.eu) represents a
web-portal funded by the European Union containing the
largest digitized museum collections of more than 3.000
European institutions archives, libraries and museums. Its
use is sharing cultural heritage for enjoyment, education
and research and it includes records of over 10 million
cultural and scientific artefacts, brought together on a Image. 1 Rijkmuseum Operation Night Watch

single platform and presented in a variety of ways relevant (ftesi//www.riiksmuseum.nl/en/nightwatch)

to modern users. Europeana believes a thriving public domain is essential and therefore
advocates that digital representations of public domain works should be freely accessible.

One might ask how can this work without infringing the IPR of the right holders or the museums
placing content on Europeana. First of all, Europeana collects contextual information (a meta-
data or information about information) about the items, including a small image. Once users
find a desired item, they can access its full content by clicking through to the original site that
holds the content. A similar question may have been asked by the Rijksmuseum RUKS MUSEUM
(Dutch National Museum), when they considered using Europeana. This was relevant,
especially because cultural institutions profit from selling those images. In 2011, the
Rijksmuseum started releasing images of public domain works online. In 2013, these were all
made available in the highest resolution possible, without any copyright restrictions. How has
this happened? It was not an easy decision but it backed up and grew the business model
Rijksmuseum has envisioned and established over the years.

When the process first started, Rijkmuseum was closed for renovation and exhibition space
was shortened to 800 square meters. Even when the renovation was finished, only 8.000
objects could be displayed on-site. Striving to show more of its valuable collection, it started
working with Europeana. In order to adequately label and avoid infringing rights on digital
reproductions of artwork/books/records held by cultural institutions, Europeana asked
Rijkmuseum to provide legal information about their collection. However, the information
available was limited. “It became clear that there was a need for this information to indicate
clearly to users what could and could not be done with the material provided by the museum”.
Digital collection department made separate rights tabs with details on copyright and other
relevant information such as third-party rights and copyright expiry date. This also raised
concerns of application of public domain mark to Rijkmuseum collections. After thorough
debates, the Rijkmuseum made wholesale adoption of the public domain mark and made shift
to a new and serious digitization business strategy. In the early stage, the content made
available was less famous and provided with lower gquality (ex. Images with lower resolution).
Some argued that increased presence through online channels, digitization and options for
digital reproductions would spike public interest for visiting the museum and getting the real
experience. As time passed by, the museum has made vast digitization of higher quality
content that was out of copyright, including famous ones from Van Gogh, Vermeer and
Rembrandt. The high quality, freely re-usable digital images resulted in the most used dataset
of one competition and with lot of public attention for the Rijksmuseum. This success has
initiated internal discussion about making digital images available with even higher quality and
establishing a digital strategy.
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Cultural institutions hold vast material that is public. However, that does not mean that they
also have to publish it for free. When Rijksmuseum started digitizing content and developing
its image bank it offered downloadable images in two sizes, medium and high quality. The
medium quality was for free and the high quality (a master file, tiff up to 200 mb.) cost €40
(with demanded attribution of Rijksmuseum as a courtesy). Note that this was possible due to
the vast collections which were not subject to copyrights.

Sales throughiits digitized image bank have substantially increased in 2012 compared to 2011,
showing that distributing medium quality images does not affect the business model much.
Though the revenues from images have raised up to €181,000 in 2012, this represented only
0.2% of their total revenues. This is why, a decision was made in 2013 that all public domain
images that were already digitized and with highest quality to be provided to users for free.
This was a step made for creating goodwill and attract more people to visit the museum.
Finally, this was a strategic decision that would shape the business model of the museum
towards a new concept of digitization and engagement of the public.

Rijksmuseum has made serious digitization steps afterwards. They have introduced the
Rijksstudio, a platform giving visitors unprecedented access to high-quality artworks free from
copyright. Visitors are able to examine images in close details, which reveal materials and
techniques used with high resolution zoom function. Thus, amusing online experience is
offered with an option for reproduction (which is encouraged) and a sharing option for inducing
active user engagement. Another marketing tool is the Rijksstudio Award. It is a high profile
award competition, encouraging creative talents to create their own masterpiece inspired by
the museum collection. The winner gets a monetary prize and opportunity for her/his design
to be sold at the Rijksmuseum store. This event in 2017 had 2.600 entries from 62 countries.
In 2020, the competition was held in 3 categories: Design Award, Young Talent Award and
Public Award. Rijksmuseum mobile app is another element of the digitization strategy of the
museum. It follows the idea that the user should be able to enjoy the collection at any time
and place. It features the Rijksstudio, Multimedia Tours, Ticketing service. Additionally it offers
unique and personal “For you” section which allows browsing through tours made by other
visitors and creating your own. Finally, Restoration of “The Night Watch” has been made, an
open public event for high-end restoration of the museum’s most famous masterpieces.

2019 has been one of the most successful financial years for the museum. It has attracted 2.7
million on-site visitors, thus affecting higher museum admissions and merchandise. The self-
monitored audience satisfaction got an average 8.6 out of 10. The Rijksmuseum case shows
how adopting an open business model can be successful and it provides a blueprint for
effective development (and digital) strategies for related stakeholders.

References for Good Practices 1:

e Rijksmuseum announces 2019 is its most successful year ever. Retrieved from
https://www.rifksmuseum.nl/en/press/press-releases/rijksmuseum-announces-2019-
is-its-most-successful-year-ever on March 19", 2021.

¢ Rijksmuseum. Retrieved from https://medium.com/made-with-creative-
commons/rijksmuseum-2f8660f9c8dd on March 19", 2021.

e Alexandrou, E. (2020). Digital Strategy in Museums: A Case Study of the
Rijksmuseum, Amsterdam, Thessaloniki, Greece, International Hellenic University.

e Pekel, J. (2014). Democratizing the Rijksmuseum. Retrieved from
https://pro.europeana.eu/files/Europeana_Professional/P ublications/Democratising%
20the%20Rijksmuseum.pdf on March 19", 2021.
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Good Practices 2 — Ohrid Pearls, a cultural treasure worth protecting
Ohrid, pearl, protection, geographical indication, trademark, appellation of origin.

The city of Ohrid is one of the oldest p -
settlements in Europe. It is often called #
“Jerusalem of the Balkans” due to its large
number of churches and monasteries. This
cradle of culture and history is situated on the
shores of Lake Ohrid in North Macedonia which
is the oldest natural lake in Europe. The Lake
and the city of Ohrid with its cultural and historic
area are declared as World Heritage Site by

UNESCO. It is one of the main tourist TN Zais - anT e S
destinations in North Macedonia. Image 1. City of Ohrid (www. pi y.com) by Dimitris Vetsikas

If you ever visit the city of Ohrid, besides the
magnificent lake, you will immediately notice the
mesmerising beauty of its old town, traditional
architecture, the Church of St. John at Kaneo,
the Samuel's Fortress, and all the marvellous
small cobblestone streets with traditional craft
and artisan shops along the way. Many of them
are selling traditional products which are
handmade using old techniques passed from
one generation to another. They are one of the
substantial parts of the local tradition, culture,
and heritage.

Image 2. Ohrid old town (www. pixabay.com) by Dimitris Vetsikas

One such product is the famous Ohrid pearl. It is a
handmade pearl using all natural ingredients and
almost a century old technique. There is a saying:
“Natural pearls last for up to 150 years, but Ohrid
pearls last forever”. One may hear different stories
of how the famous Ohrid pearl is made, however,
only one of them is true. The pearlis fully hand-made
by using scrubbed shell structure as a basis of the
pearl, covered with emulsion made from the scales
of an Ohrid common bleak fish. However, the rest of
the “recipe” remains a secret. This century-old
production technique was carried over from one
generation to another. Mainly used for production of Ll
jewellery, Ohrid pearlis an item possessed by many Image 3. Production technique of Ohrid Pearl.
world famous persons including presidents, queens, (http://ohridskibiser.com.mk/en/)

kings, and others.

The quality of the Ohrid pearl, its cultural value, and the memories it brings are the most
important reasons why the demand is very high for it, both from locals and from tourists coming
to Ohrid. This high demand has stimulated many original but also counterfeited Ohrid pearl
sellers. There are numerous street sellers and street shops claiming that they are selling the
“Original Ohrid Pearls”, but instead of the original, buyers are often receiving counterfeited or
imitation products that do not have anything related to the Ohrid pearls. They are not genuine
and the quality is lower.

www.learn-ip.eu
sy 4


http://www.learn-ip.eu/
http://www.pixabay.com/
http://ohridskibiser.com.mk/en/
http://www.pixabay.com/

v/

LEARNIP

- Erasmus+

This problem especially affected the local
Ohrid craftsmen but also the reputation of the
famous Ohrid Pearl itself. Two families that
carried the century-old tradition have decided
to take action so they can stop the selling of
counterfeited products and protect the name
and the product itself. Family Filevi and
Talevi have decided to make a deep
elaboration of the process of production of
the Ohrid Pearl with help of the experts from
the Faculty for Technology and Metallurgy in
Skopje, Macedonia. They applied to the
State office of industrial property for image 4. Ohrid pearl jewelry. (https://ohridpearl.com/ohrid-
registration of a  Trademark  and pearl-amblems/)

Geographical Indication for the Ohrid pearl.

ﬂ.

They have also registered an Appellation of Origin for the Ohrid pearl (Ohridski biser) under
the Lisbon International System of Appellations of Origin and Geographical Indications. An
appellation of origin is a special kind of geographical indication generally consisting of a
geographical name or a traditional designation used on products which have a specific quality
or characteristics that are essentially due to the geographical environment in which they are
produced.

As they say, this was initiated to protect the
name and the brand of Ohrid pearls. Every
seller should provide the certificate linked to
the pearls they are selling. By providing this
IPR certificates local buyers and touriss will
know for sure they are buying the true original
Ohrid pearls. It has helped them distinguish
from the other sellers and may positively
affect their sales.

Image 5. Museum of Ohrid Pearls, Ohrid (https://ohridpearl.com/wp-
content/uploads/2017/05/4.jpg by Stojan Stojanovski)

These families have continued to sell Ohrid pearl 5’ :
jewellery successfully throughout the years. They
have numerous retail shops in Ohrid, carrying out
the trademark they have protected. With this, they
can easily be noticed and reached by domestic
and foreign tourists. One of these families have
also promoted and opened a Museum of Ohrid
Pearls where they present the tools used for
production, old photographs of how the Ohrid
pearl was made, celebrities that own this product
etc. The owner said that this is a new model of v—— P ——

H H H mage oS. useum O rn earis, r
pror_notmg the Macedon|an cultural he”tage and ((httgps://ohridpearI.com/museum—of—ohrid-pearl—filevi/ by Stojan
Ohrid Pearls which are a cultural treasure worth  sojanovski)
protecting.

References for Good Practices 2:
e “Ohrid Pearl”. Retrieved from https://ohridpearl.com/awards-honors/ on 30.06.2021,
e “Ohridski Biser”. Retrieved from http://ohridskibiser.com.mk/en/ on 30.06.2021,
e Ohrid Pearl Webshop. Retrieved from https://ohridpearlwebshop.com/en/home-2/ on

June 30" 2021.
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e Ohrid Pearl. Retrieved from https://ohridpearl.com/ on June 30" 2021.

Ohrid Pearl. Retrieved from https://ohridpearl.com/museum-of-ohrid-pearl-filevi/ on
June 30" 2021.

e Ohrid Pearls — What to know when buying Pearls in Ohrid, Macedonia.” Retrieved
from https://medium.com/@ kiwisdesk/o hrid-pearls-what-to-know-when-buying-
52ba952¢913d on June 30" 2021.

o Oxpug nobn My3sej Ha OxpuackumoT oucep. Retrieved from
https://kanal5.com.mk/o hrid-dobi-muzej-na-ohridskiot-biser/a277284 on June 30
2021.

e Oxpuackmotr ©Oucep 3awTtuteH OpeHg Ha MakegoHnja. Retrieved  from
https://tvm.mk/vesti/ohrid/19744-ohridskiot-biser-zashtiten-brend-na-makedonija on
June 301 2021.
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Good Practices 3 — Intellectual property protection of one of the
greatest art of all time. The Case of Pablo Picasso’s art

Pablo, Picasso, Art, Intellectual Property, Rights, Foundation, Succession, Protection.
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influential artists in the 20th century. He was
a Spanish painter, sculptor, printmaker and a
founder of the Cubist movement. Among his
most famous works are the proto-Cubist Les |
Demoiselles d'Avignon (1907), and Guernica

il e

N NDYON
D' ADMIMSTRATEUR

(1937). His revolutionary artistic

accomplishments has made him world ! comene
renowned and one of the best-know figures in R o —

20th century art. Image. 1 Picasso Administration web-site (https://www.picasso.fr/)

His work and name are one of the most reproduced, used and copied for commercial and
promotional purposes. You can find Picasso’s art on souvenirs, t-shirts, postcards, web-pages
and many other different places where his name and work can be applied. In many cases
these users benefit from using his name and work for commercial gains, often without any
authorization or approval by the owners of the related intellectual property rights.

When Pablo Picasso died, he left five heirs: Maya Widmaier Picasso, Claude Ruiz Picasso,
Paloma Ruiz Picasso as well as Bernard Ruiz Picasso and Marina Ruiz Picasso (Paul's
children). These five heirs constitute an Indivision, a form of joint ownership (the property
consisting mainly of ,’Succession Picasso® or “Indivision Picasso”, established and regulated
under French law under provisions for joint ownership (art.815-1 and following of the Civil
Code and the provisions of article 1873). Succession Picasso is the sole owner of all IP rights
and interest of the work and the name of Pablo Picasso.

‘Succession Picasso’ is faced with all kinds of violations of IP issues. These include copyright
infringements, trademark infringements, unauthorized uses of Pablo Picasso’s name and
likeness for commercial purposes as well as parasitism. Each year they have to deal with
numerous illegal reproductions, unauthorized uses of the name or the trademark as well as
internet domain registrations. But how does the management of IPR work?

The ‘Succession Picasso’ is managed by a Legal Administrator. Pablo Picasso’s son Claude
Ruiz Picasso was appointed as Administrator of the Indivision for the monopoly of artistic
property attached to the Work of Pablo Picasso, the joint ownership attached to the
trademarks, the name, the likeness, the personality rights, and for all things linked to the
defence of his work and person. The Legal Administrator is the only one that has the capacity
to authorize or prohibit the use of the works, name and likeness of Pablo Picasso. For
completing its duties, the Administrator has established the Picasso Administration, a
company which can act for and on behalf of Succession Picasso. All requests for the use of
the works, the likeness, and/or the name of Picasso must be handled by PICASSO
ADMINISTRATION (either directly, or indirectly via its representatives abroad), which carries
out the administrative work (drafting of contracts, printer’s proofs, invoicing).

One thing that should be noted is that IP rights are distinct and separate from the ownership
of the works. ‘Succession Picasso’ is the sole owner of the IP rights attached to the works of
Pablo Picasso, whether those works belong to members of the family, to museums or to
private owners. One key issue is the prevention of forgeries. Many believe that 50% of the art
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available on the whole art market are actual fakes. That is why ‘Succession Picasso’ spends
a lot of time and money to secure its worldwide market for art, preventing fakes and fighting
them.

One thing associated with tackling forgery is the authentication process and usage of relevant
authentication services. Authentication is often costly but is the only way to secure the original
art work. The earnings from IPR exploitation is used to cover the high costs for securing the
art market, granting loans of original artworks for them to be seen in public exhibitions,
securing high quality reproduction materials, providing true information and sources, and
fighting counterfeited works and forgeries. Furthermore, the Succession also deals with
websites and art data banks that has offers for copies of original art work or art work presented
as original which is actually fake. Everyone that wants to use related IPR to the work of
Picasso can currently demand authorisation or permission from the Picasso Administration.
The practical examples are stated on their web-page including the whole procedure for
requesting permission https://www.picasso.fr/en/rights-a-few-practical-examples. The prior
written permission of the ‘Succession Picasso’ is mandatory. The rights are cleared only
through the contract of authorization delivered by Picasso Administration. All unauthorized
use constitutes a civil tort and a criminal offence according to the French Intellectual Property
Code.

The Legal Affairs staff at the Picasso Administration believes that the public deserves a right
to access a work which respects the moral right of the artist who created the work. The
reproductions must then respect the integrity of the original work.

References for Good Practices 3:

o Heike, M. (2020). Who are Picasso's heirs? Auction at Sotheby's reignites dispute.
Retrieved from https://p.dw.com/p/3dXJ8 on August 5th 2021.

e Picasso Administration website data. Retrieved from https://www.picasso.fr/en/ on
August 4", 2021.

e Stolz, G. (2013). Authenticating Picasso. ARTnews. Retreieved from
https://www.artnews.com/art-news/news/authenticating-picasso-2146/ on August 4,
2021.

o World Intellectual Property Review (2012). The art of IP protection. Retrieved from
https://www.trademarksandbrandsonline.com/article/the-art-of-ip-protection on
August 3rd, 2021.
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Good Practices 4 — Business Model Canvas usage by Western
Australian Museum

Business, Model, Canvas, Museum, Cultural, Heritage, Tourism.

The Western Australian Museum — WAM - is a cultural
organization, housing the most renowned cultural collectionin
Western Australia. For over 120 years it has been making
cultural and social heritage in Western Australia accessible to

the public by research, exhibitions and public programs.
Western Australian Museum's mission is to inspire and
challenge people to explore and share their identity, culture,

environment, sense of place, and to experience and
contribute to the diversity and creativity of our world. It has a
vision of becoming an excellent and vibrant museum service,
valued and used by all Western Australians and admired and
visited by the world.

WESTERM AUSTRALIAM

Image. 1 Logo of Western Australian Museum

WAM is comprised of 6 public sites, including a Collection and  (http://museum.wa.gov.au/)

Research Center. Several years ago, it has received

investment of more than $400M from the State Government and after 4 years of development
it has opened a new museum building in November 2020 (Boola Bardip). The new building is
3 times the size of the old museum. This was part of the Museums business strategy that will
allow it to “turn the museum inside out“, thus creating public spaces built around its Value
Proposition. Every visitor and user will be given a physical or virtual, a legitimate way (should
they choose) to contribute to the Museum and its content and impact, to share ideas and
knowledge, to connect with other people, and to feel like an engaged and respected
participant.’

WAM created a business model that brings together the unique set of Assets and Key
Resources including heritage, culture, science and the environment. It links these key areas
with the interests of a broad range of Customer Segments. The Museums value propositionis
based onthe premise “Of the people, by the people and for the people”. The Museum will be
a place where people will interact, explore, understand, present and share identity and culture.
This is a result of the new people-focused Value Proposition after the criticism of being too
inward-focused and oriented towards stewardship of assets, objects and knowledge. The
Business Model Canvas involves the community and social capital development aspect to
preservation and sharing of social, heritage and scientific knowledge. With the new approach
the Museum tries to promote their unique set of Key Resources, link them with their unique
Customer Segments, thus generating new revenue streams.

The Museum Key Resources identified are the Brand, The Museum sites and the new
Museum, collections, staff and IPR. Those resources have been offered to their different
Customer Segments through various channels, activities and offers including exhibitions,
public engagement and co-creation events, education and learning research and many others.
All activates must take into account the key values for building relationships with their
customers such as: community engagement, accessible and inclusive services, facilitating
partnership and many more. Visitor motivations are more social and emotional and the
audiences more diverse. These factors influence the business model in terms of making the
Value Proposition realistic and relevant to a range of Customer Segments. By adopting and
acting upon this business model the State Government and the Museum’s Foundation as the
governing body, will bring value to stakeholders and people of Western Australia.
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Image. 2 Business Model Canvas of Western Australian Museum (https://www.culturehive.co.uk/resources/wam-case-study/)

References for Good Practices 4:

e Robinson M. (2015). Western Australian Museum — Business Model Case Study.
Retrieved from https://www.culturehive.co.uk/resources/wam-case-study/ on August
314 2021.

All good practices have been written by using publicly available secondary data from
official online information and online databases.
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