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PART I:   
Intellectual Property and the Textiles Industry  

in Developing Countries 

COMPARATIVE MODEL 
Can IPR’s be used as a tool for development 

in the textiles industry? 
 

And if yes, how? 
 

CONTEXT: International Trade and the end of 
the Multi-Fiber Agreement (MFA) in 2005 

 
If Thailand (and other development 

countries)will no longer be able to compete on 
PRICE vis-a-vis China, what other alternatives 

does it have?  
 

CAN IPR’S BE THE SOLUTION? 
 

How do IPR’s have an impact on international 
trade in this industry? 

 
 
 
 

DEVELOPING  
COUNTRY:  

CHINA 
DEVELOPED  
COUNTRY:  

UK 

CASE STUDY:  
THAILAND 



Intellectual Property Rights 

•  COPYRIGHT 

•  TRADEMARKS 

•  GEOGRAPHICAL INDICATIONS AND 
TRADITIONAL KNOWLEDGE 



COPYRIGHT 

PROTECTION IN THAILAND FOR TEXTILES 

•   Automatic protection for designs/patterns of textiles under Copyright Law as 

artistic works.

•  Copyright generally used as tool against infringement. 

•  ONLY BITES WHEN THERE IS INFRINGEMENT in the case of textiles.

•  Difficult to enforce as the test for infringement is complicated, even small 
changes can excuse an infringer. 



UK EXAMPLE OF HOW COPYRIGHT CAN BE USED FOR TEXTILES: 

ELEY KISHIMOTO 

Over 20 years has created an 
extensive print design archive (over 
1500 prints) that is licensed out, a 
broad range of different applications 
from textiles to homeware.
 
Licensing fee for each design and in 
some cases royalties. 



CHINA EXAMPLE OF HOW COPYRIGHT CAN BE USED FOR TEXTILES: 

NANTONG 

•  Nantong is one of China’s biggest textiles manufacturing 
cities that sits on the banks of the River

•  Cluster of companies that produce textiles focusing 
extensively on textiles printing.  

•  Business model is to license out prints to other 
manufacturers. This is possible because there is a 
university with many design students who end up 
working for these companies afterward. 

•  A successful company, Golden Sun, designs the patterns, 
sends print design with greige (fabric) to other factories 
that can print and finish the fabric rather than investing 
in equipment.

•  Trade Association formed by Jiangsu to support the 
industry

•  Recent revival of traditional indigo block printing 
methods



A shop in Nantong Market 



RECOMMENDATIONS TO THAILAND  

PRIVATE SECTOR:

•  A licensing model for textiles prints and patterns should be considered as part of the strategy of a 
company

•  Textiles prints and patterns should be archived

•  Designers and factories to work more closely together

•  Trade association like ACID in the UK

PUBLIC SECTOR:

•  To establish an administrative bureau/office that handles IP-related matters in the design industry 
including textiles and fashion industry. 

•  The bureau to disseminate information and awareness about IP protection in textiles and fashion to 
IPR owners or potential IPR owners. 

•  The bureau to educate the relevant public of what protection is available for them and how they can 
best use this to their advantage. 

•  It should carry not just an IP-centric function but also as a body that centralises and unifies the 
industry by being a database to match designers and manufacturers. 



TRADE MARKS 

A mark used to identify goods/services. Trade marks identify the origin of the goods and/
or services.

A trade mark serves 3 functions:

1) Origin function
Identifies the origin of the goods and services.

2) Quality/Guarantee function 
Symbolises qualities associated by consumers with certain goods or services and 
guarantee that the goods or services measure up to expectations

3) Advertising/Investment function
The marks are signs around which investment in the promotion of a product is built and 
that investment is a value that deserves protection even when there is no abuse arising 
from misrepresentation either about their origin or quality
(not all territories have adopted, contentious function)



“Market power may grow out of branding” 
-WR Cornish 





HOW DO YOU BUILD BRAND EQUITY/brand value? 





STORY-TELLING = BRANDING 



STORY-TELLING IN THE FORM OF  
LITERARY WORKS, ARTISTIC WORKS, PHOTOGRAPHIC WORKS, 

CINEMATIC WORKS ETC. 
 

THEREFORE, 
 

COPYRIGHT A PREREQUISITE TO BUILDING A BRAND 
 





 



TRADE MARK = THE BRAND 

COPYRIGHT  = BRANDING 



COPYRIGHT WOKS FOR THIS “LOOK”: Fashion show (live “performance” and broadcast); 
Print ad campaign; Digital ad campaign; Shop window display: Videos on website, social media and 
other platforms; newsletter blasts. For the “graffitti” the Graffitti artworks around the cities 
(function as ads).  The TRADE MARK also present.  



STORIES 

COMMUNICATED 
TO THE MARKET 

(MARKETING AND COMMUNICATIONS) 

INCREASED BRAND EQUITY 



COPYRIGHT + TRADE MARKS + 
MARKETING AND COMMUNICATIONS   

= BRAND EQUITY 



PRIVATE SECTOR:

•  Chinese brands invest heavily on branding. Necessary to capture the enormous 
market that is China and to stand out from the crowd.  

•  In the last 5 years, Chinese brands have entered the international fashion scene, 
names such as Xander Zhou and Masha Ma are brands that show at international 
fashion weeks.

PUBLIC SECTOR:

•  Government with a goal for China to be an innovative and creative country. 

•  The Special Campaign of 2010 - 2011 to enhance IPR protection recognised trade 
marks as a value enhancing factor.

CHINA EXAMPLE OF trade mark policy that is beneficial for the textiles and 
fashion industry: 



PRIVATE SECTOR:

•  Invest in branding and communications.

•  Thailand has great brands, these need to be further communicated and marketed especially 
overseas.

•  Investments to be made in the long run in branding and communications strategies, with a 
strong distribution strategy required otherwise funds can be easily used up.

•  Proactive strategy by individuals and companies to tell stories and create copyrights works 
for the brand. 

•  Independent trade bodies should be formed that offers advise to designers and companies 
especially 

PUBLIC SECTOR:

•  Grants to brands looking to expand their market internationally 

•  To start a body/council that advises designers and brands on how to protect themselves and 
also use their trade marks effectively. 

TRADE MARK RECOMMENDATIONS FOR THAILAND: 



GEOGRAPHICAL INDICATIONS 

A geographical indication (GI) is a sign used on products that 
have a specific geographical origin and possess qualities or a 

reputation that are due to that origin. In order to function as a GI, a 
sign must identify a product as originating in a given place.

Once granted the GI right holder can prevent 3rd parties from using 
the name to describe his/her product that does not meet the 

applicable standards thereby protecting him/her and their his/her 
product. 







The first textile to be registered as a GI was the 
Ponchampally Ikat, from Ponchampally near Hyderabad in 
Andra Pradesh in 2005. Many other textiles have since 
followed and other countries following suit.

India’s success attributable to a few factors:

•  Ministry of Textiles offers support and designated to the 
textiles industry

•  Indian Ministry of Textiles offers information to all, 
matches designers with sources so as to encourage 
collaboration between designers and GI sources.

•  Ministry of Textiles promotes traditional and Indian-
made textiles

•  Men and women still wear traditional clothing

•  Designers use traditional textiles in their designs as a 
norm recognising a market.

REGIONAL EXAMPLES OF GI Protection 

INDIA 

images from www.gaatha.com



A successful GI story is a meaningful story 
and requires good story-telling coupled with 

great products.

If no one knows it exists, and why the GI is 
special, why should they care? 



PUBLIC SECTOR: 
 
•  To provide more  information to potential holders of GI’s (already exists but can do more). 

•  To educate potential holders of GI’s what to do with the GI’s once they have them - offer 
information and courses on marketing, branding and communications.  

•  To offer more information nationally and regionally of existing GI’s and their virtues.  

•  To introduce designers in Bangkok to villages that have GI’s for their textiles, to offer grants for 
collaborations and support on distribution. 

 
 
PRIVATE SECTOR: 

•  Traditional textiles should not just be an exception but become textiles that are fully integrated into 
their collections. 

•  A change of perception - to appreciate that hand-made artisanal goods are more expensive, using 
GI-protected artisanal textiles is not a race to the bottom, it directly affects the community and can 
help to sustain livelihood. Possible through dissemination of this information and raising 
awareness.  

•  To collaborate with villages to use their GI’s and work together with them to tell their stories.  
 
 

GI’s RECOMMENDATIONS FOR THAILAND: 



PART II: APPLICATION OF FINDINGS 

CREATION 
!

PRODUCTION 
 

CONSULTATION 
 



GEOGRAPHICAL INDICATIONS 

The DIP has granted 9 different GI s to different textiles in Thailand. 

One is to Sakon Nakhon Indigo. 
The GI was granted to hand-spun, handwoven Indigo-dyed cotton from Sakon Nakhon 

Province. 
To date, there are 7 villages in Sakon Nakhon that can use the GI certification, out of 

over 60 villages that produce indigo in Sakon Nakhon.

The GI was granted on 11 March 2015, the application was submitted on 26 July 2006. 
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Design and technical drawings
stories
moodboards
lookbooks
campaigns
videos
newsletters
Website etc etc. . . 

copyright 





trademark 

is a registered trademark in the USA

The clothes are sold in NY, Bangkok and online. 



It is about telling the STORY of the indigo and of Sakon 
Nakhon. To create a brand from this GI is more than just 
selling a product - it is about communicating the culture 

and know-how of Sakon Nakhon and the Indigo 
Grandmas. 

And through communication and use also preserving the 
know-how. 

It is also about the exchange and collaboration with the 
Grandmas to create a more sustainable production cycle. 

Collaboration should enhance livelihood. 



NOT NEW CULTURE, BUT OLD 
CULTURE, THAT HAS BEEN 

REINTERPRETED, REMIXED AND 
COMMUNICATED MORE BROADLY.

Creative Economy in this context is: 



strategy 

•  The lack of long-term strategy or coherent strategy by the public sector to use IPR’s in a 
holistic way vis-a-vis the textiles industry due to various factors but mainly political 
instability and constant change in policy means that there is no longterm plan and to build 
a textiles industry that is creation and value-based requires this. This lack of strategy a 
main reason as to why information is not disseminated and projects are not realised. 

•  For IPR’s to thrive they must be seen as rights that are complimentary to each other 
within a specific context. In this case it is for the development of the textiles industry, thus 
it has both an creative and economic end.

•  GI’s used together with copyright and trade marks can thrive and really be integrated into 
the Creative Economy and thus be invaluable for rural communities. 

•  To kickstart this effective public sector support require the coming together of various 
ministries - commerce, agriculture, culture and industry.  

•  Absent of this, the private sector should find ways to collaborate and act independently.  

•  The strategy = independent groups collaborating, sharing information and creating 
together.



Thank you very much. 

chomwan@mysteriousordinary.com




