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The guiding principle of locksmith August
Bremicker, who founded ABUS together
with his four sons in 1924, was: “Making life
a little bit safer”. The company name is an ac-
ronym of “August Bremicker und Sohne”
(August Bremicker and Sons). By the end of
the 1920s, ABUS manufactured padlocks
made of steel under the name of “The Iron
Rock” in a forge located in a basement with
more than 30 employees. The company has
been relying on its brand from the inception
in order to invoke associations with quality
in its customers. Today, the global ABUS

brand is synonymous with security.

The global group of companies with world-
wide operations is active in the fields of me-
chanical and electronic security and operates
several production sites in Germany and
more than 20 overseas subsidiaries in Eu-
rope, the USA and China with approximately
3,000 employees. ABUS is divided into three
business units dealing with security at home,
commercial security and mobile security un-
der a common claim: Security Tech Ger-

many.

In the “security at home” segment, the com-
pany focuses especially on door and window
locks. The “mobile security” segment focuses
on bicycle locks and helmets, motorcycle
locks and load security. In addition, the
product range includes smoke detectors,
video surveillance systems as well as alarm

and (electronic) locking systems.

ABUS has received numerous prizes for its
efforts in the fields of intangible assets and
innovation. In 2012, ABUS was awarded the
title of “Brand of the Century” in the Security
Technology category. In 2013, the brand was
honoured with the “Most Innovative Brand
Award” in the category of Electrical and Me-
dia Technology. In 2015, ABUS received the
“Red Dot Award: Product Design” for three

products from its cycling range.

Wholly owned by members of the founding
family, ABUS is now managed by the fourth
generation of Bremickers. Its positioning
shows how important innovation is to the
company: “ABUS: Providing people with in-
novative security technologies since 1924”.
The company's mission statement reflects
both its strong roots in Christian principles
and traditional values and its focus on fu-

ture-oriented action.

Its innovative products are based on effective
development processes at the ABUS Re-
search and Development Centre in
Rehe/Westerwald, the think-tank of the com-



pany. This is where impulses are set and in-
telligent security solutions for different mar-
kets are developed. Within the scope of its
Inovation strategy, ABUS relies on the con-
sistent use and further development of its in-
tangible assets. This includes the develop-
ment of a targeted IP strategy that fits the

context of the business model.

ABUS currently holds a portfolio of 370 ac-
tive patents, approx. 125 trademark applica-
tions and approx. 240 designs, both in Ger-
many and abroad. On average, the company
submits between 12 and 15 priority applica-

tions every year.

ABUS Patent Applications perYear

12

10

o N &~ O

P M PPN D DL NS
B R I - R SR S e

Figure 1: The ABUS patenting propensity

Trends in home security

Due to work commitments and leisure activ-
ities, people are spending an increasing
amount of time away from home. Simultane-
ously, the number of burglaries has increased
dramatically in recent years. An increase of
13% has been reported for Europe between
2007 and 2012. As a result, demand for secu-
rity technology for private homes and com-

mercial property has also increased. Accord-
ing to the General Association of German In-
surers (Gesamtverband der Deutschen Versi-
cherungswirtschaft), houses and flats are often
an easy target for burglars because they are

insufficiently secured.

The ABUS brand

Brand management is the responsibility of
the owners of the family business and the
senior management. The ABUS brand knows
its consumers well. The company is keen to
identify and understand the factors that mo-
tivate people when it comes to security, their
latent needs and the underlying cultural
backgrounds of these needs. ABUS wants to
increase brand awareness and become syn-
onymous with home security, mobile secu-
rity and commercial security in international
markets. As far as its brand tonality is con-
cerned, ABUS focuses on clarity and con-
sistency, and on promoting clear and con-
sistent ideas. There is a strong focus on the
visibility of the ABUS brand across all chan-
nels (from packaging and advertising to re-
tail stores, the Internet and distribution). In
order to stand out from the competition and
to protect and increase its existing competi-
tive edge, ABUS relies on differentiation.
Continuity is an important value in this re-
spect. The company intends to keep its brand
identity evolving at all times, updating both
its content and its form, and to react
promptly to social and cultural change. In
addition, ABUS aims to increase the brand
loyalty of its employees, customers and sup-

pliers even further. The company sees its



brand as an active ambassador which in-
creases the willingness of people to recom-
mend ABUS for its excellent products and

services and for keeping its promises.

Differentiation as a competitive strategy

In addition to its brand message, ABUS
drives sales by using the innovative character
of its products and emphasising their bene-
fits to the customer and their unique selling
points. Typical themes include “security”
and “ease of use” (“One handle for extra se-
curity”), as well as safety, quality and com-
fort. Although the market is receptive to
these customer benefits and ABUS competes
with other manufacturers in this respect,
they have enjoyed little protection by means
of IP, most notably by means of patents, in
the past.

ABUS is a world leader in many areas of its
product range and is perceived as a premium
supplier by customers. One of ABUS's
strengths is its ability to define performance
characteristics for new products. In order to
capitalize on this strength, ABUS would like
to bring the identified customer benefits to
the market in the most exclusive manner pos-
sible.

Against this backdrop, Dr. Thomas Becker,
Member of the Executive Board, has em-
barked on a mission to develop a new IP
strategy for ABUS. He has selected a specific
innovation project for this purpose: the elec-
tromechanical door lock (EMDL). An im-
portant goal of Dr. Becker's IP strategy pro-
ject is the definition of clear objectives which
contribute to the decision-making of all

stakeholders in the IP process, most notably

marketing, product management and R&D.

The IP environment

ABUS is facing competition from industry

players with very strong IP activities. In the

opinion of senior management at ABUS, this

increases both the pressure to innovate and
the need for an effective IP strategy oriented
at the business model and the company's
business objectives.
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Figure 2: Overview of IP activities within the industry

As a result of having insufficient resources,
ABUS is not in a position to respond to this
challenge by developing an extensive IP
portfolio oriented predominantly at proprie-
tary product developments which may not
even hit the market.

Instead, the new IP strategy should be aimed
at supporting ABUS in making sure that, in a
competitive environment based on differen-
tiation, the customer opts for the company's
own products rather than those of the com-
petition.

Senior management at ABUS has defined ob-
jectives for the new IP strategy in order to
provide the different departments with a sys-
tematic strategic approach that ensures con-
sistent decision-making and an optimized
company-wide IP performance. These objec-
tives consist of two sub-sets addressing the

effectiveness and efficiency of the company's

IP management. The effectiveness goal of IP
management at ABUS relates to strategic su-
periority. The managers in charge are to pur-
sue the following consistent sub-goals for
their products and the corresponding differ-

entiation-based competitive environments:

= Creation of an exclusive offer

= Achievement of an exclusive cus-
tomer perception in a competitive en-
vironment based on differentiation

= Leveraging of price premiums

= Prevention/slowing down of competi-
tors' activities

The efficiency goal of the company's IP man-
agement relates to operational excellence.
Achieving this goal requires an improved
predictability of results and controllability of
IP processes. This includes the following sub-
goals:

= Incorporation of IP into operational re-
ality (processes)

= Effective use of tools and information
sources

= Encouragement of product manage-
ment to define IP requirements

Overall, these sets of objectives are aimed at
preserving the sustainability of the business
model in an intense competitive environ-
ment, achieving exclusivity and profitability
for intangible key resources, and designing a
defensible competitive advantage.

The benefits for ABUS from its IP manage-
ment solution developed and implemented
by senior management are threefold. First of
all, it strengthens the robustness of ABUS's

business model. Markets are changing and IP



is increasingly becoming an instrument for
gaining competitive advantage globally. In
the past, ABUS's approach to adapting to
changing customer requirements and the
structure of the competitive environment
consisted in constantly extending its product
range. As a result, the company acquired the
Security Center for Alarm and Video Surveil-
lance Systems (established in June 1999) in
June 2001, SchliefSanlagen GmbH Pfaffen-
hain for locking systems in January 2003, and
SECCOR high security GmbH for electronic
locking systems and switching devices in
2010. Creating an IP culture which is firmly
anchored within the organization was a key
benefit of the adopted solution, allowing the
company to sustainably increase its competi-
tiveness and to generate competitive ad-

vantages.

This benefit is also linked to improving the
long-term sustainability of ABUS's business
model whilst focusing on the positive contri-
bution to the economic value added that can

be achieved by means of IP within an inno-

Part Il

At the core of the innovation is the idea of an
electromechanical door lock (EMDL), which
was developed as a retrofit solution to enable
customers to add remote control capabilities
to a simple mechanical door lock with very
little effort. A large number of customer re-

quirements had to be taken into account to

vation-focused environment. The effective-
ness of a company's IP management is be-
coming an increasingly decisive factor for
sustainable business success and the achieve-

ment of financial goals.

The third benefit relates to a greater focus of
IP activities by involving all relevant busi-
ness units. The chosen approach has led to
greater innovative strength as IP competence
is no longer limited to the R&D department.
Improved price penetration, brand loyalty
and innovation performance can now be
achieved with less administrative effort. Em-
ployee motivation and an increase in the
company's innovative strength  were
achieved by conducting a systematic tool-

based IP analysis.

In the context of ABUS, this means that the
company can now rely on an effective IP
management at the lowest possible cost and
with transparent risks, which allows the
company to use its intangible assets in an in-
telligent manner in order to optimize its po-

sitioning within the industry.

achieve this. The aim was to create a product
which is easy to install, can be completely
dismantled (e.g. in rented accommodation),
and which cannot be assembled incorrectly.
Since the technical solution consists of a
housing which completely surrounds the ex-

isting door lock, additional criteria such as


https://en.wikipedia.org/wiki/Jahnsdorf
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manual operation in the event of battery fail-
ure and the option of continued manual op-
erability had to be taken into account. It was
clear from the outset that the solution had to
be wireless. The closing and opening mecha-
nism is powered by batteries, and a special
circuit type ensures a very long battery life.
A central feature of the product is its remote
operability via electromagnetic signals. What
is more, the product comes with a time lock
function. It was important for the developers
to launch the most easy-to-assemble and
easy-to-use product of its class. Ease of use
was therefore a central exclusive capability
within the scope of the corresponding IP

strategy.

Beyond its elementary functions, joy of use
was another feature the product was to pro-
vide to consumers. To this end, mobile access

and an option to link the lock with a car key

were added to the actual remote control ca-
pability. Via a bi-directional radio link, the
status of the lock (locked, open) can be dis-
played on the remote control in order to give
the user a sense of security and control. The
product features and brand philosophy are
conveyed by the design language, the look
and feel of the product and the packaging.
Quality characteristics such as noise, rapid
closing and full opening of doors (features
which are not usually included in consumers'
evoked sets) were added to support the pre-

mium feel of the EMDL in everyday use.

The EMDL extends an ordinary mechanical
door lock by means of an electric remote con-
trol and a data interface. In addition to the
added remote control capability, this also
permits the integration of locks which are ret-
rofitted in this manner into an alarm or lock-
ing system. This also allows for optional ex-
tensions for access control and network inte-
gration. A tamper-proof radio link ensures
compliance with highest safety standards.
These product characteristics lead to a third

exclusive capability, i.e. systems integration.




IP Strategy

Applicability of IP as a competitive tool
for the EMDL

The use of IP can be limited by industry prac-
tice, the competitive position of ABUS, the
relevant technological field and the make-up
of the industrial value chain. This gives rise

to the following questions:

= Are there any fundamental limitations
in terms of the usability of IP for
EMDLs?

= Are there any ongoing IP activities
within the industry, among competi-
tors, for similar technologies or for
similar customer benefits?

= Do observable IP activities have a di-
rect or indirect impact on ABUS's abil-
ity to offer the intended customer ben-
efit of the EMDL in the actual market-
place.

ABUS came to a positive conclusion regard-
ing the questions on general applicability,
both with regard to potential intellectual
property rights (technical solutions, product
and communication design, and customer
communication) and to the company's com-
petitive position: IP can be actively used by
ABUS as a competitive tool for the EMDL.
What does this mean for the company's IP
strategy? The product competes on the basis
of differentiation. This means that, wherever
possible, its focus on exclusive properties
should be for those benefits which customers

are willing to pay a premium price for.

In line with the identified competitive activi-

ties, ABUS was given the recommendation to

use IP in order to enforce premium prices,

design cost positions and minimize risks.

Exclusive capabilities in the competitive
environment

Intellectual property rights as prohibitive
rights should be used in such a way that their
effect leads to concrete financial results for
ABUS. These results must be generated
through business activities of ABUS which
lead to a financial return on the IP invest-
ments made. The above considerations lead
to the following questions concerning the de-

tails of the IP strategy:

= What exclusive capabilities should
ABUS create in order to protect itself
from the competition?

=  What mechanisms lead to actual fi-
nancial results if exclusivity is
achieved?

=  Which types of exclusivity are im-
portant to what customer groups?

= Along which performance indica-
tors should ABUS attract the custom-
er's attention for EMDLs within its
competitive environment?
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The IP strategy must aim to create the strong-
est possible unique selling points along these
exclusive capabilities and maintain them in
the long run in order to keep the competition
at bay. In addition, where possible, costs po-
tentials and economies of scale should be de-
signed in a manner that is as exclusive to
ABUS as possible.

Benefits of the brand personality

A distinction must be made between regis-
tered trademarks and the anchoring of a cer-
tain brand personality in the customer's
mind. The latter is indeed frequently associ-
ated with registered trademarks. In most
cases, however, it does not come about
through registration per se, but requires a

long-term experience and learning process.

In order for the innovation to benefit from
positive associations with the company itself
or other products of the company after its
launch, brand personalities should largely

overlap:

= What factors must be regarded as rel-
evant to the company's brand person-
ality?

=  Which brand personality should be
adopted for the innovation?

= How much overlap is there between
brand personalities?

= Which of the overlapping features
(slogans, colours, shapes, sounds,
etc.) are signalled/represented by
specific, repeatedly used design ele-
ments?

Due to the extensive overlap of personality
traits and their proactive communication, the
innovation has already benefited from exist-
ing positive associations with the brand.
Those additional personality traits of the
EMDL which were not already anchored in
the corporate brand were communicated to
the customer by making them apparent in

the product design.

Objectives in competing for customers

In order to optimise the competitive effect of
IP, it is important to understand IP as a pro-
hibitive right. IP can be used as a strategic
tool to convert innovation into USPs that lead
to a sustainable differentiation from the com-
petition. USPs backed up by IP will only de-
velop their maximum effect for the company
if they are based on product features which
are relevant to the customer. It is therefore
crucial to specifically protect those product
features against imitation by the competition
which are essential and which the customer
finds desirable, so that the largest possible
part of customer value can solely be pro-
vided by the company's own products in the
future.

As experience shows, this cannot be guaran-
teed by taking the “traditional approach”, i.e.
registering patents for high-quality technical
solutions. Rather, it is necessary to specify
those features and properties within the
scope of the development of an IP strategy
for which IP protection is both useful and

meaningful.



Strategic prohibition means to deliberately
prevent the competition from using cus-
tomer-relevant inventions and technologies.
The aim of strategic prohibition is to be able
to offer the customer an attractive package of
customer benefits in comparison with com-

petitive offers.

The aim is to achieve an exclusive position-
ing in the mind of the customer which will
result in their willingness to pay a certain
price. Premium prices and premium market
shares therefore become a reality through the

use of IP.

The implementation of the strategy was initi-
ated and monitored by senior management.
The parties involved in the implementa-
tion/organization process were R&D, the
product managers in charge of the product,
sales, marketing and IP management. Espe-
cially the integration of a market perspective
was unfamiliar territory for the parties in-
volved in implementing the IP strategy. In
order to reach acceptance and conviction of
the usefulness of the IP strategy, the parties
in charge were sensitized during training
sessions and through integration of the new
perspective in workshops for developing

market-relevant objectives.

In order to ensure achievement of the above-
mentioned project objectives and consistent
decision-making across the different depart-

ments, it was essential to create a uniform da-

tabase. Intellectual-Property-Function-De-
ployment, the tool that was used for this pur-
pose, is derived from quality management
and was adapted to the requirements of IP
strategy development (see Figure 3). The sys-
tem components of the product were com-
pared to the customer benefits in moderated
workshops. The discussions during these
workshops were used in order to identify
which technical components were truly rele-
vant for producing and delivering the cus-
tomer benefit. By assigning priorities to the
customer benefits and the system compo-
nents, an overview of the truly relevant fields
of IP can be achieved. The figure below, the
areas highlighted in red represent the over-
laps between important customer benefits
(market perspective) and equally important
system components (competitive and re-

source perspective).

This provides the different departments with
a uniform information base in order to reach
decisions. The two perspectives were then
complemented with competitive infor-
mation, e.g. from patent databases, in order
to evaluate the options for the company's

own exclusivity potentials.

Using the IP-FD added transparency to the
complex relationships between the market
perspective and the associated customer re-
quirements, the company's own technical re-
sources and competitive activities. Uniform
ranking criteria led all parties involved to a

better understanding of budgetary con-



straints, but also of the necessities and oppor-
tunities that can be derived from the applica-
tion of IP.
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Figure 3: Model IP-FD. The ranking scale used en-
sures prioritization of important combinations of sys-
tem components and important customer benefits.

Senior management decided to implement

the strategy as part of the product launch

process introduced in 2010. This means that
product management is essentially in charge
of implementing the IP strategy from an or-
ganizational point of view. The need for IP
for the product was described during the
concept design stage and is therefore part of
the requirement specifications. This ap-
proach ensures greater transparency in IP
management and enables the exertion of re-
sults-oriented control over the entire IP pro-

cess.

By integrating a needs assessment in the mar-
keting concept, the costs and potential value
contribution of IP can be assessed. This en-
sures that those in charge are able to make in-
formed decisions taking into account the
costs related to the IP strategy. A number of
measures were taken in order to make the
portfolio costs more transparent and predict-
able.
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Senior management at ABUS recognised the new challenges in managing the company's intangi-
ble assets, which are arising from the industry environment and market changes, and addressed
them by taking a new approach to IP management. At the core of the new IP strategy are the
customer and the exclusive interests the company seeks to achieve by means of IP. Another central
component involves looking at IP form a strictly economic perspective and subjecting it to a cost-
benefit analysis against the backdrop of the business plan for each individual innovation. Within
the scope of the product launch process, the IP process begins with the identification and defini-
tion of requirements. Then follows the generation of the necessary prohibitive rights. This ap-
proach leads to greater transparency and controllability of the entire IP process as well as greater

cost certainty.

Contact
Alexander Wurzer
Alexander.Wurzer@ceipi.edu
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What is the MIPLM?

marks a new era as our economies increasingly rely on knowledge-based

production processes and services. Consequently, the institutions responsible for education and
research in the field of intellectual property law in Europe must provide appropriate training for
staff from the respective professional environments to acquire or reinforce their ability to initiate,
control, protect, exploit and increase the value of intangible assets. The knowledge-based econ-
omy integrates research and development activities, innovation, industrialization and the mar-
keting of products and services including intangible assets and completely revolutionizes enter-
prise management. It creates new professions specialized in dealing with intangible assets: this
branch of law attracts consultants and intellectual property experts from among managers, jurists
and lawyers. Indeed, every innovation process generated by new economic activities assumes the
intervention of the law, the installation of tools and structures for developing or planning in order
to control the intangible assets and to optimize their valorization. It has therefore been the duty
of CEIPL, University of Strasbourg, as a leading center for Intellectual Property Studies in Europe,
to propose a master program on "IP Law and Management" (MIPLM) since 2005, which comple-
ments the existing training course for engineers, scientists
and lawyers. This "European" master program features a
continuous training scheme aimed at experts in the field
of intellectual property. It provides a genuine education

program based on an investigation carried outinlargeen- = |l * < IP LAWAND

- MANAGEMENT
i el

.

terprises in Europe. The teaching staff comprises academ-
ics and experts from various countries, renowned for their

work and competence in dealing with the impact of intel-

lectual property on the policy of enterprises.

M. Yann Basire
Director General of CEIPI



has become a crucial factor and driving force in the knowledge-

based economy. The economic development and the competitiveness of companies increasingly
depend on the generation and exploitation of knowledge. Intellectual property can convert in-
vestment in corporate knowledge creation into economic benefits. Thus IP-based appropriation
strategies form the basis for creating wealth and competitive advantages for companies from their
R&D and innovation activities. The development and implementation of sustainable strategies for
IP exploitation require a concerted integration of the disciplines involved in order to achieve an
interdisciplinary perspective on IP. In a knowledge-based economy, companies can only achieve
a competitive edge by combining the economic, legal and technological sciences. IP management
within such a holistic approach provides optimized appropriation strategies and thus essentially
contributes to the creation of wealth within a company. Accordingly, IP management needs
skilled managers who can combine the economics of intangible assets in an intellectualized envi-
ronment with multidisciplinary knowledge in order to maximize the benefits of IP. A new type of
competencies, skills and underlying knowledge enters the arena of management and manage-
ment education. The increasing impact of intellectualized wealth creation by investment in
knowledge, R&D and innovation followed by its exploitation and IP-based appropriation calls for
seminal new education concepts. The CEIPI program "Master of IP Law and Management" offers
such a new type of management education. It follows an in- .
trinsically multidisciplinary approach to meet the challenges \\r -

and requirements of the knowledge-based economy. This

master program combines legal, economic and management i
sciences and includes lectures from leading scholars in the

field of IP law and management. Its ultimate objective is to E :
qualify experienced IP professionals for acting as practically-
skilled IP managers with a sound knowledge of the principles

, -
of wealth creation in our knowledge-based economy. %2 e

Alexander J. Wurzer
Director of Studies, CEIPI | Adjunct Professor
Director of the Steinbeis Transfer Institute Intellectual Property Management



Intellectual property and economics in the present context

are two disciplines that exist in parallel.

Experts are found in each discipline, but with a lack of mutual understanding and training. Both
"worlds" are nowadays bridged by experts, called IP managers, who link both disciplines through
knowledge and experience. The CEIPI studies pursue a holistic approach and engage experts for
the developing market of an IP economy. They are experts for basic economic management pro-
cesses with specific assets. Management is understood in the broad sense of an overall company

management and accordingly divided into six general functions:

= 1. Strategy

. Decision

. Implementation

2
3

= 4, Organization
5. Leadership
6

. Business Development

On the basis of this differentiation skills should be allocated to management functions, and rele-
vant knowledge to the functions and skills. The teaching concept focuses on both areas, skills and

knowledge, as relevant to business with intellectual property.

Skills can be allocated to the specific management functions as relevant to the practical work
within IP management. The skills are thus determined by the daily challenges and tasks an IP

manager encounters.

For example, the "Decision" function includes skills such as "valuation and portfolio analysis tech-
niques", and "Organization" as a function requires skills to manage IP exploitation and licensing
including economic aspects as well as contractual design and international trade regulations with

IP assets.

Special knowledge of economy and law is required in order to implement and deploy these skills
in business. This includes knowledge of economic basics such as function of markets and internal
and external influence factors. Additional management knowledge is also included such as value-

added and value-chain concepts.

The legal knowledge includes contractual and competition law, and special attention will be paid
to European and international IP and trade law, e. g. litigation, licensing, dispute resolution. Fol-
lowing this concept, IP law and management can be combined in clusters formed of specific skills

and knowledge defined within each management function.



The lectures have a high international standard; the lecturers possess a high reputation and long

experience in the teaching subject with academic and practical backgrounds.

The top-level experts come from the fields of law, economics and technology. The experts and the
students work closely together during the seminar periods. Exchange of experience and, as a con-

sequence, networking are common follow-ups.

This European master’s program was designed especially

for European patent attorneys, laywers and other experienced IP professionals.

Its ultimate objective is to qualify experienced IP professionals to act as IP managers with the
practical skills and knowledge to deal with the new challenges of wealth creation and profit gen-
eration. Participants acquire first and foremost a new understanding of how intellectual property
works in business models and are conveyed the necessary
skills to achieve the systematic alighment of IP manage-

ment and business objectives.

The course provides an international networking platform
for IP managers and in addition enables participants to
build long-lasting relationships and to further develop rel-
evant topics within the field of IP management. Being part

of this international alumni network also offers new job

opportunities and publication possibilities.
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Prof. Alexander Wurzer,
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Prof. Estelle Derclaye,
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