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BJÖRN BORG’S FIGHT AGAINST                       
ONLINE IP INFRINGEMENTS 
Anti-counterfeit Seminar, 22 June 2016 



 

 

Thank you Björn! 

You changed tennis from being ”a white sport” into a colourful scene for the passionate  

and the active. You started a revolution against conservatives and conformists that has 

spread from locker room to locker room all over the world. You showed us that being  

active and making a difference is far more attractive than playing it safe. 

 

This attitude is the core of the Björn Borg brand. That is how we create our sports fashion 

and that is how we inspire the people who wear it. 

 

BRAND STORY 
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SO…. ABOUT THE ONLINE BATTLE…  
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OUR STARTING POINT (2011) 

 

LOOKING OURSELVES IN THE MIRROR TO 
CONFRONT SOME BRUTAL FACTS… 

• Lots of counterfeit products in circulation  

• We did a lot of things, but with little impact 

• …and had substantial costs 

 

Problem:  

• Ad Hoc and reactive approach lacking structure 
planning and proactivity 

• Unclear Goal(s), Strategy, and Focus Areas 
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SETTING TARGET 

 

 

INSPIRATIONAL TARGET 

Win the online counterfeit battle                       
at reasonable level of spend 

 

SMART KPIs 

Decrease number of online ads                      
(at monitored sites) with 80%  

• without increasing level of spend 

• within 24 months 
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WHAT: SETTING FOCUS AREAS 

FOCUS AREAS 

• Online sales 

• Netherlands 

• The bulk of small resellers 

 

Defocussing from things done in the past that 
did not have impact…  

 

First steps… 

• select the right partners 

• connect them with one another 

• align them to KPIs  

• design programme together 
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WHAT: SETTING & IMPLEMENTING APPROACH 

16-06-24 

APPROACH 

Clear Modus Operandi  

      - pre-defined, simple steps 

      - clear roles & responsibilities 

 

MAIN PILLARS  

• Zero tolerance  

• Consistenency  

• Relentless persistence over time 

 

Self-managed programme – with  

regular follow-up vs. KPIs 
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SO WHAT WERE THE RESULTS? 
 

KPI: Decrease number of online ads with 

80% within 24 months 
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AND HOW ABOUT COSTS…? 

 

We delivered the programme at break-even   

- have the infringer pay!  

 

Total anti-counterfeit spending dropped. 

 

 

We also saw other effects… 
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SHARE YOUR SUCCESS  
– ’the word of mouth’ effect 
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KEY SUCCESS FACTORS 

 Setting targets and KPIs, and a clear modus 

operandi 

 

 Defining focus areas, that deliver on targets, 

daring to defocus from other things 

 

 Connecting partners, aligning them to KPIs, 

and following up 

 

 Starting to clean the staircase downstairs              

– take the small resellers out  

 

 Stick to the plan 

 

 Leverage on the power of Word of Mouth  
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EXPERIENCES FROM DENMARK 2015-2016 

16-06-24 

 Similar approach – aligning external partners and approaching small 

sellers, but other focus: Facebook/social media 

 

 Target: stopping targeted infringers and scaring (potential) infringers 

off, and doing it at break-even cost wise 

 

 Result:  

 i) less targets than expected, but some bigger ones eliminated  

 iii) Cost neutral (more or less) 

 iii) Overall improvement in Denmark (online ads) 

 

 Conclusions: Facebook requires a different approach - and is more 

challenging….  
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THANK YOU!  

16-06-24 

Victoria Swedjemark, General counsel,  Björn Borg  


