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®)China's IP

in foreign eyes

hina now appears to be behind
Cthat wheel. The government has

taken a major role in electric car
development and is pushing to domi-
nate the market. Beijing hopes the
push will add to its technology know-
how, help address its pernicious pollu-
tion problems and curb its dependence
on oil imports. (China Will Lead an Elec-
tric Car Future, Ford’s Chairman Says, by
The New York, Times)
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The development of China's electric
car industry has been confirmed by for-
eign auto giants. For those domestic
electric car producers who want to cap-
ture the market, they need to under-
stand the role of the core technology in
seizing the market. In parallel, the prac-
ticing of patent layout around those
technologies is also key.
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few weeks ago, within the first
Atwo hours of becoming avail-
able, 2,500 reservations were
booked through February, overloading

the phone lines. DaDong's version of
the dish — a combination of lacquered
skin and succulent meat, usually
wrapped in a pancake with scallions
and hoisin sauce — is magnificently
crispy but meatier than much of the
competition. (DaDong opens the restau-
rant in New York, by The New York Times)
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Traditional Chinese cuisine is a mi-
crocosm of Chinese wisdom and Chi-
nese traditional culture, also serves as
a link between Chinese and foreign
culture. As the leader of Chinese food
brands, DaDong actively goes out of
China and polishes the Chinese food
brand with quality.
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Chinese Brands Shine on World Stage
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he World Brand Lab included 37
TChinese brands in its 2017

World's 500 Most Influential Brands
recently, recognizing more brands
from China than 2016.

"In the current information era,
brands reflect strength of business play-
ers and their positions in innovation-
driven development. This is the 14th
time the World Brand Lab releasing
such list, contributing to inspiring mar-
ket players to build their brands," said
Xie Jinghui, a brand expert from
Shanghai Academy of Social Science
to CIP News.

New changes can be found in the
2017 list. Relying on its leadership in-
artificial intelligence (Al) strategy,
Google, runner-up in 2016, hit the top,
pushing Apple, the champion in 2016
to the second. Amazon occupied the
third place for steadily implementing
new retail modes.

Among the Chinese brands in the
list, State Grid, Tencent, Haier, Hua-
wei, CEFC, TSINGTAO, Wuliangye,
Air China and China Taiping caught
the eyes. In 2016, 36 Chinese brands
can be seen on the list, which became
home to 37 Chinese brands in 2017.
Freshmen joining this upward trend
were China Southern Power Grid,
CRRC and Wuliangye.

Some have done better than others.
State Grid, Tencent, Haier made the
top 50, aka the first tier of the list. Hai-
er was the only brand from the home
appliances industry appearing in the
top 50.

Haier adhered to self- reliant brand
strategy, targeting to build up "four
kinds of brands". First, brands for inno-
vation. Pursuing creations and chang-
es, actively expand new business sec-

tors, and overall optimizing quality of
life and environment in an innovative
and unique way. Second, brand for sus-
tainable development. Sticking to
green concept, and building a consoli-
dated base for long-term social devel-
opment. Third, brand for customer
first. Devoting all heart to each detail
and satisfying the need of clients, to
achieve customer- centered innovation.
Lastly, brand for sophisticated solu-
tions. Tailoring systemized modern life
solutions for consumers and creating
more colorful life experience and bet-
ter living environment.

State Grid and Tencent were also
the flagships of the Chinese brands.
State Grid owned 18 national laborato-
ries, invited and groomed hi- tech tal-
ents and broke tech barriers set up by
big internationals with its core electric
technology such as extra-high voltage
and intelligent grid, moving up the lad-
der from the 36th in 2016 to 32nd in
2017. Wechat, developed by Tencent,
had housed over 70 million registered
users overseas. Globalization strategy
for Tencent was even more clear as on-
line payment was added into the new
Wechat version. Wechat has been
bringing Tencent closer and closer to
the center stage overseas.

"Builiding a brand is urgent for im-
plementing innovation-driven develop-
ment strategy and driving market play-
ers to compete internationally," added
Xie, "Our tasks in taking on the chal-
lenges include making Chinese brands
carrying more weight, facilitating the
changes from Made in Chinato Created in
China, from Chinese speed to Chinese
quality and from Chinese products to
Chinese brands."

(by Zhao Jianguo)
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Bailian Oil Free Compressor Wins Trademark Case
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ailian Oil- Free Compressor Co.,
BLtd, a R&D- driven compressor

maker for more than 20 years
based in Anqing of Anhui province,
was involved in a figure trademark dis-
pute with the renowned automaker Fiat
Chrysler Automobiles Italy Holding
Co., Ltd (FCA).

Recently, on the revocation of-
No.1432998 figure trademark (trade-
mark in dispute), Beijing High Peo-
ple's Court made a final judgment in
sustaining the registration of the trade-
mark in dispute.

Bailian operated business in manu-
facturing and selling oil- free compres-
sors and parts thereof, and other small-
sized general machines. The trademark
in dispute was filed in 1999 and regis-
tered in 2000, certified to be used on
Class 7, air compressor. In March
2010, FCA applied to Trademark Of-
fice (TMO) under State Administration
for Industry and Commerce (SAIC) for
revocation of the registration on the
ground that the trademark was not used
for three consecutive years between
March 11, 2007 and March 10, 2010.

After a second look, TMO made a
decision in April 2013, rejecting the re-
vocation application and validating the
trademark in dispute.

The disgruntled FCA requested for
review to the Trademark Review and
Adjudication Board (TRAB) also un-
der the SAIC. In April 2014, TRAB re-
voked the registration of the trademark
in dispute based on that Bailian's evi-
dence failing to prove its actual use of
the trademark in dispute on air com-
pressors.

Bailian then brought the case to Bei-

jing No.l Intermediate People's Court
and submitted relevant evidence.

Beijing No.l Intermediate would
later deny Bailian's request in its first
instance decision.

Two setbacks in a row left Bailian
no choice but seeking the last resort at
Beijing High.

Anotary certificate from Bailian
showed the product of air compressor,
and the trademark in dispute and logo
of " i#" or "FENGPAI" can be found
in the trademark figures on the prod-
ucts. Bailian claimed it to prove the
use of trademark in dispute. However,
FCA thought that the figure of trade-
mark in dispute and logo of "X\ }#" or

"FENGPAI" constituted a new trade-
mark instead of the trademark in dis-
pute, so no use of trademark in dispute
can be proved.

Beijing High supported the use of
trademark in dispute by Bailian in
view of the evidence from Bailian, re-
gardless whether the figure of the trade-
mark in dispute and logo of "X %" or
"FENGPAI" constituted a new trade-
mark or not.

Accordingly, Beijing High made
the final judgment overturning both
the first-instance ruling and the TRAB
decision, and remanded the case back
to TRAB for reexamination.

(by Wang Guohao)
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