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ABSTRACT

Given the seriousness and negative consequencetheofambush marketing
phenomenon, it was necessary to fight with greatefoand strength ambush
marketing activities by developing effective pretien strategies. There might be
two categories of strategies distinguished: reactind proactive strategiéBurton

& Chadwick, 2008). The most common proactive stjatis to pass normative acts
regulating the issues of ambush marketing by thet-bountry of the sporting event.

The purpose of this paper is an analysis of Pghisparations to host the 2012
UEFA European Football Championship in the contefxthe legal response to
unfair practices of ambush marketing.

The scope of existing legislation of general aplan provides sufficient
protection for the obligations arising from the iBbl international agreements.
Issues relating to the protection of intellectuadggerty rights are governed by acts
dealing with combating unfair competition, copytigimd industrial property law.

Poland has not introduced additional regulationstqmting the rights of the
organizers and official sponsors of major sportiegents against fraudulent
marketing activities. When analyzing the currergalestatus it can be concluded
that Poland fulfilled the guarantees provided toFBEThe government adopted the
simplest solution: they accepted the facts andndidmake any amendments to the
existing legal system.

KEYWORDS ambush marketing, mega events, UEFA EURO 2012 néola

Intruduction

An increasing number of entities engage in thetimaof ambush marketing due to the inability to
secure enormous financial and material outlaysdhatv them to obtain the title of the official spswr or,
as reported by Schwartz et al. (2010), they cank their marketing efforts with a sporting eventedto
long-term exclusive contracts with competitors.ti#¢ same time, we are dealing with a huge evolution
unfair marketing activities toward more innovatagvertising messages to consumers (Burton & Chagwic
2009). Not only have the tools changed but als@dibing exposure: more often the athletes or dkien
fans are used as promotional tools.

! This paper was prepared under the statutory fraomle®S. 138 “Preventing unfair practices ambushkeimg in the
organization of major sporting events”, financedtivy Ministry of Science and Higher Education irla?d.
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Given the seriousness and negative consequendbs phenomenon, it was necessary to fight with
great force and strength ambush marketing activibg developing effective prevention strategies. In
literature on the subject, we distinguish two catexs of strategies: reactive strategesd proactive
strategie¢Burton & Chadwick, 2008).

Reactive strategies are intended to prevent amimasketing attempts and to compensate for damage
caused. One of the most commonly used strategidgsrdimension is the strategy of “name and shame,
which is defensive in nature and consists mainldehtifying unethical, inappropriate, or unlawagpects
of the ambushers’ promotional campaigns in differeedia. It should remembered that this strateggnof
has the opposite effect: drawing media attentioth&oinappropriate conduct of a company can enisure
more PR activity and promotional benefits. Anotleeample of reactive strategy is proceeding through
litigation by the sponsors or holders of rights.e$@ cases mostly concern the violation of intaligct
property rights relating to trademark or copyrighfringement or unauthorized distribution of ticket
However, among the more than 300 cases investiggttite International Center for Sports Businebsua
10% resulted in lawsuits or legal actions takenhgysponsors or owners of rights. This percentage iow
due to the problem of proving that the actions vilkzgal.

Due to the low efficiency of the reactive strategyre frequently used are active strategies thatsfo

on anticipating, deterring, and preventing fraudulenarketing practices (Meenaghan, 1994). To such
methods belong: putting pressure on event organineorder to protect the rights of sponsors. Mapgrts
organizations have recognized the seriousnessdhtkeat that lies behind ambush marketing prastiaed
have taken a firm stance in protecting the valu¢hefr sporting events and interests of potent@ials
(Schwarz, 2009). Being aware of the potential dantagts products, the largest organizers of sporénts

in the world (IOC, FIFA) took offensive action agsi the ambushers. Not only were the sponsorship
agreements much more detailed, but their own ptioteof rights programs were implemented.

Another strategy is to combine the active sponsprehsporting events and broadcast of the event,
which unfortunately requires incurring high codts.practice, many organizers of sporting event®roff
combined tournament sponsorship packages, whithdedransmission, and in some cases, advertisimg t
during transmission.

A different strategy, as suggested by T. Meena@h@84), was to anticipate the competitive potential
It is important to examine the environment of otbéicial sponsors of the event and find the answer
such questions as, for example, if a sponsor isstlle sponsor or a co-sponsor; in which sector the
competitors operate; and how to gain advantage cweenpetitors. Potential official sponsors should
determine all possible ways of promoting and tryctose them for others wherever it is economically
possible.

The most common proactive strategy is to pass norenacts regulating the issues of ambush
marketing. Literature on the subject is availalslenumerous studies focusing on legal issues rel@ted
deceptive marketing as well as potential methodsratection against such practices (Crow & HoelQ30
Farrelly, Quester, & Greyser, 2005; Schwarz 2008hwérz et al., 2010; Townley, Harrington, &
Couchman, 1998).

The legal regulations are transnational in nataeuding the system of Community Law, where there
are no rules of general application common to atinMder States that define principles of preventiod a
combating of unfair competition. As there is no &pean standard for such legislation, these isstes a
regulated by national legislation. Only in the Fpgan Commission working document accompanying the
White Paper on sport does the Commission refershéo phenomenon of ambush marketing in the
organization of major sporting events, drawingratt to the lack of EU regulation in this areag dne fact
that in most countries, even the term itself isdefined. The Commission emphasizes that the kgsl on
ambush marketing in the Member States is inadegaatepossible protection against this activitynerely
a consequence of precedent cases in intellectapepy law, unfair competition and, to a lesseesktthe
principles of advertising and consumer protectiBaropean Commission, 2007). The Commission points

42 2012 « VOLUME LVI



PHYSICAL CULTURE AND SPORT. STUDIES AND RESEAR(

out that under the current law, the most effectisatection against ambush marketing practices asé¢ide
stadium, where sports events take place, may bellgprepared contract that protects the rightsaihtihe
sponsor and organizer of the event. However, muate rifficult is the ability to protect against Heetypes
of activities outside the area controlled by thgamizer.

In the absence of European standards on suchdggisl ambush marketing issues are regulated by
national legislation. Some organizers of major spgrevents already in the phase of preparing caitigre
applications, when conceding the organization afoantry to organize sports events in their area, ar
beginning to require government guarantees fronemii@a host of sporting events, obliging the stiate
adopt adequate legislation in this area. Ways ogfileging intellectual property rights point to tarbasic
approaches used by a potential host (Depo & Fiyedkn 2008).

First, the host country may consider that the lawiarce is sufficient in protecting and enforcing
intellectual property rights and fighting againsaudulent marketing, and there is no need for agay n
regulations.

Another solution is the adoption by the host counfran Act amending certain provisions of the law,
which will have to just tighten the provisions tktnational law and settlement system, which eithain
with the provisions of national law at the endw# project.

The last manner of regulation is specially adopd®d functioning only at the time of the organipati
of the project, and adopted only for the duratibthe project.

It should be noted that in most cases, nationalleggimes are not prepared to deal with unfair
ambush marketing practices due to the fact thatgheénomenon is related strictly to the marketihgports
and only appears at major international events (IM&011).

The purpose of this paper is an analysis of Pgiigparations to host the 2012 UEFA European
Football Championship in the context of the legsjponse to unfair practices of ambush marketing.

Guarantees

As part of the selection process of the applicanintries to host the 2012 UEFA European Football
Championship, UEFA presented a number of guarantesswere expected to be signed by countries
bidding to host the championships. Expected corgétite guarantee was introduced in the requiresneht
registration. Poland and Ukraine made guarante&tA obliging governments to carry out the chariges
national legislation of both countries. These cranincluded the following: legislation to implement
effective responses to marketing practices (GuaeaNb. 13) and enhance the protection of markso#ret
intellectual property rights defined by the UEFAU@antee No. 2) (Zahorski, 2009).

Guarantee No. 13 was granted by the prime ministethe government of Poland. It says the
following:

“hereby acknowledge and agree that the Prime Mamigh the Government of the Republic of
Poland (...) take all necessary measures to ensurgliance with applicable law relating to
customs and intellectual property rights, and apgaal laws for the protection of intellectual
property rights of UEFA, and will act against unfanarketing practices (marketing pirate) and
the forbidden practices in ticket sales , to protee economic interests of UEFA and the UEFA
EURO 2012".

As part of this guarantee, the Committee for Ptaiacf Rights to the Minister of Sport and Tourism
was established in 2008. The Committee is an agwvisndy of the Minister for the protection of inestual
property rights and related issues pertaining toFAEEURO 2012. Committee members include
representatives of public institutions in its jdittion with the issues related to protection dkliectual
property rights and related issues, as well asesgmtatives of the Polish Euro 2012 Host CitiesoAm
them are The Patent Office, Ministry of Economystoms Service, the Police, the Ministry of Cultarel
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National Heritage, and the Ministry of Justice.nmatters relating to intellectual property, a cooador
working with UEFA was appointed: the National Cdoedor for Intellectual Property in the SPV (spécia
purpose vehicle) PL.2012, which coordinates androtsthe preparation of EURO 2012. The coordingtor
also the Chairman of the Committee for ProtectiénRahts. Information, education, and preventive
measures were also carried out to raise awareoes$isef protection of intellectual property rightsWEFA
EURO 2012 ™,

Legal issues regarding the protection of marks atir intellectual property rights provided by
UEFA regulates Warranty No. 2 granted by the Meistf Culture and National Heritage.

“hereby confirm and declare that each of the naraad other intellectual property that is

specified by UEFA, the Football Association carpbetected by existing law on the protection
of trademarks and other intellectual property of tRepublic of Poland and, after registration,
such terms and other intellectual property will gab to the full protection of these rights”.

Legal prevention of ambush marketing in Poland

Poland undertook to use the basic tools to cominéituah marketing. In 2008, an analysis of existing
legislation was performed in light of the commitrtewnf the Polish government to the UEFA, and asked
representatives of such entities as the Patent&)fiL 2012 Ltd., UEFA, the Association for thetBotion
of Industrial Property (AIPPI) in Poland, LicensiriEkecutive Society (LES) in Poland, International
Trademark Association INTA in Poland, Polish ChambkPatent Attorneys, the American Chamber of
Commerce in Warsaw, the French Chamber of ComméneePolish-German Chamber of Commerce in
Warsaw, and the British Chamber of Commerce in Alar® take a stand (Depo & Fijatkowski, 2008). In
light of this opinion, it is necessary to introduneo the Polish legal system a series of legigtathanges to
enable the fulfillment of obligations undertakenPyland to UEFA, but also which may importantlyphtel
improve existing legal arrangements.

The Panel on Intellectual Property proposed nevs lavthe draft law on the protection of intelledtua
property rights and the prohibition of abusive netifkg during the final tournament of the European
Football Championship in Ukraine and the Polishu®dip. The purpose of this act was to provide adal
legal protection of marks and symbols of Euro 20h2the company handout PL.2012, Tomasz Zahorski
explained:

“The themes that we do are not easy, in Polish tmm$ previously virtually unknown, but
thanks to excellent cooperation of all institutidhat are part of the committee, we managed to
create a good project. In fulfilling its safeguarggbmitted in previous years to UEFA we did
not want to simultaneously create an act indiredblgcause in the near future more and more
major sports events will be held in Poland, and tequirements of the organizers of the
special, temporary protection of intellectual progye prevention of ambush marketing
(marketing parasitic), or the rights of the publiewing events, are essentially uniform, so it is
worth looking for a solution extending beyond tkary2012”(PL.2012, 2009).

However, in the opinion of the legal community tthecument contained a number of significant
errors. Defined terms were unclear and preparegkegssively high levels of generality. In additiohe
project was not consistent with existing legislatsuch as copyright and industrial property riglitsvas
recognized that this document could only be aistagpoint for further work on the proper law (Defo
Fijatkowski, 2008).

Therefore it was concluded that the scope of exjstegislation of general application provides
sufficient protection for the obligations arisingrin the Polish international agreements. Issuegingl to
the protection of intellectual property rights gmverned by:

- Act of 16 April 1993 on combating unfair competitiqJournal of Laws No. 47, item. 211 as

amended. d.)
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- Act of 4 February 1994 on Copyright and Relatedhi&g(Journal of Laws No. 24, item. 83 as
amended. d.)
- Act of 30 June 2000 Industrial Property Law (Jounofd.aws No. 49, item. 508, as amended. d.).

It should be noted that not all of the actions mefé to as ambush marketing are subject to the
regulations. We should return to the classificabbambush marketing activities. Owen (2003) datishes
two forms of practice: marketing associational gr &ssociation (association ambushing or ambush
marketing by association), and invasive marketingsion ambushing or ambush marketing by intnosio
The first type of action includes situations in afhia non-sponsor attempts to give the impressiahiths
an official sponsor of the event by using signanlsgls, mascots and other intellectual propertytsigh
associated with the eveiithe second category of activities includes situtivhere a non-sponsor does not
infringe the intellectual property rights of theganizer of the event, but otherwise seeks to preniot
connection with the eventthe ambusher in this case uses the space in wlteckporting event takes place
to conduct promotional campaigns (Pinkalski, 2011).

Invasive marketing practices are not subject t@allegnctions, because these activities usually lack
signs of illegality (Pinkalski, 2011). Creative rkaters working on campaigns can effectively avdid t
invasive legal regulations. In most cases, thdesaéint of any dispute will depend on determiningethier
this activity can be regarded as an act of unfamgetition, and thus whether it is an action cagtta law
or morality and jeopardize or prejudice the intesanother entrepreneur or customer (Article 8atv of
16 April 1993 on combating unfair competition). Rbrs reason, some host countries introduce addaitio
legal solutions aimed at hindering the conduct wfider range of offenses classified as invasiveketang
than would be possible on the basis of generaligions (Depo & Fijatkowski, 2008). In the curresghl
system in Poland, the only way to fight this tygerarketing are actions undertaken by organizeder
to prevent the ambush marketing, mainly relatethéodevelopment and efficient enforcement of irdérn
regulations of the event (Mazur, 2011).

Much less difficult for the organizers is combatihgse activities classified as associative manketi
The basic tools for this fight in Poland are noiiretcts on copyright and related rights, induspraperty
rights, and unfair competition.

Associational marketing activities use signss @démarks (word, phrases, names, and logos)
registered in favor of the organizers of Euro 2@b@ Euro 2012 official sponsors or signs similathiose
tracks and marks. In the case of the 2012 Eurofdampionships the following characters are reserved
UEFA (CTM — 007464084, CTM — 007464084, IR — 718086 — 931376), EURO 2012 {R- 230681;
CTM - 004327854), UEFA EUROPEAN FOOTBALL CHAMPIONS®M (IR —-720874), POLAND
UKRAINE 2012 (R — 205201), POLAND UKRAINE 2012 (R197876; CTM — 005760012), ME 2012 (R
—222732), EM 2012 (CTM — 007292626; CTM — 0087403UROCOPA 2012 (CTM — 008730178), (R-
228519), CREATING HISTORY TOGETHER, GEMEINSAM GESGHHTE SCHREIBEN (CTM —
008725673), ENSEMBLE ECRIVONS L'HISTOIRE (CTM — 008632), QUALIFIERS 2012 (IR —
947590) and related word-graphic characters (FigyreEach mark has acquired a categorization, the
division of a word mark, figurative, word-figuraéiyspatial and the exclusive right number attriduteit. In
December 2009, the official logo of the tournameas presented, which is protected, as are the mieske
championship mascot in November 2010 and logosi@fhbst cities. Trade marks are protected under the
Law of Copyright and Related Rights, which is defiras an object of copyright law:

Any manifestation of creative activity of indivilueharacter, established in any form,
regardless of value, purpose and manner of expyagsvork). In particular, the subject matter
of copyright shall: 1) expressed in words, mathéoahsymbols, graphic sigr@rticle 1 of the
Act on Copyright and Related Rights, 4 February4)99

2R - number of exclusive rights, IR - InternatioriRégistration Number (international trade marks e WIPO
database) CTM - Community Trade Mark (Communityderdark Office / OAMI).
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Figure 1. Trademarks registered in connection WIBFA EURO 2012 ™ to the UNION DES ASSOCIATIONS
EUROPEENNES DE FOOTBALL (UEFA)

Source: (PL.2012, 2010).

Any unauthorized reference, in whole or in parttramlemarks subject to protection is inconsistent
with applicable law and may result in the violatioihexclusive rights granted to UEFA. Official sggmay
be used for commercial purposes only by licensebgsh UEFA has given the right to use certain UEFA
characters in accordance with the agreement ttiaedethe terms and conditions. These includetytpe of
licensed product, its geographical extent, duratiowl limited financial aspects.

Associational marketing activities are the basisfimsecution in accordance with the provisions of
copyright law (Article 79) and industrial propenights (Art. 296). The Industrial Property Law sithat
the subjects of protection are: registered officirks of mega sporting events (name, slogan, lagd,
mascot) in relation to Euro 2012. In Article 296viis also stressed that

“Violation of the right of protection for a trademiais the unauthorized use in trade: 1. A mark
identical to a trademark registered for identicabagls; 2. A mark identical or similar to a

trademark registered for identical or similar goods the risk of introducing customers in

error, which includes in particular the risk of as$ating the trademark with a trademark

registered and 3. A mark identical or similar taenowned trademark registered in respect of
any goods, if such use would bring unfair advantagebe detrimental to the distinctive

character or the repute the earlier mark”.

It can, therefore, generally be assumed that aagtioe of ambush marketing is to obtain benefit by
the author, who has no rights as the official spon$ a sporting event, thus giving rise to ciydims.

Protection against marketing by association is plsgsible in accordance with applicable regulations
of the Law against Unfair Competition. AccordingS3opreme Court:

“A good merchant’s custom is not only not spoofing name and reputation of a competing
company, but also not to use someone else’s achents to promote a new product,
generically identical, without paying for this purge by use of their own efforts and financial
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resources” [Supreme Court dated 01/02/2007 — The Case V CSKO0Blfor (Depo &
Fijatkowski, 2008)].

The Supreme Court agrees with the position of oppts of ambush marketing practices and
condemns such actions as gaining the attentioustbmers as a result of a similar package, whiaigbr
out consistent positive association in the mindsustomers of the product image placed before them.

Law Against Unfair Competition contains a genefalise, which defines, as mentioned earlier, an act
of unfair competition. This clause may be used bg brganizers or sponsors of Euro 2012 against
businesses that offer products or services thatiartine products or services of the organizers onsprs
(Depo & Fijatkowski, 2008). Due to the fact thaettefinition is very general and can cause difficin
answering the question, What behavior is and whabt considered an act of unfair competition, listed
directory provides the most repeated acts consiifuinfair competition (Article 5-17d). Table 1 st®only
certain unfair competition behavior that could plolystake place during EURO 2012.

Table 1. Acts of unfair competition behavior thauld possibly take place during EURO 2012

Act of unfair competition Possible action at Euro 2012

designation of the undertaking, which may misleastamers as t¢ name of the company suggesting a link to
his identity, by using company name, emblem, therse or other UEFA or EURO 2012

distinctive symbol previously used, in accordandh he law, to

sign another undertakingArticle 5)

an indication of goods or services, or lack thereahich may unlawful use of UEFA trade license or false
mislead customers as to the origin, quantity, gyaltomposition, indication that a product is the same properties
performance, usability, applicability, repair, méémance or othet as the product enjoyed by players of EURO
relevant characteristics of the goods or services)d the 2012

concealment of the risks associated with their(dstcle 10)

imitation of the finished product, which consistsexhnical means production of counterfeit EURO 2012 official
of reproduction, is copied to an external imagetef product, if it products (e.g., mascots)

may mislead customers as to the identity of theufisaturer or the

product(Article 13)

dissemination of false or misleading informatioroabown or any Dissemination of false information on the
other business or enterprise, in order to bring &f#nor harm status of official sponsor or partner of Euro
(Article 14) 2012

advertising misleading the customer, and susceptiblinfluence slogans on the official drink, or Euro 2012 car
his decision to purchase a product or servi@egticle 16, item voiced by non-sponsors of the event
1&2)

Source: own studies based on (Depo & Fijatkowst8).

The guarantees offered by the Polish governmebt&6A are enforceable under applicable law. The
Polish legal system is well prepared to countersthglest forms of ambush marketing, which relieawily
on the illegal use of trademarks or names of susynabol. However, it should be noted that few msaise
use the exact same logo or logos of the organiZérere are actions that can carry the hallmarks of
fraudulent marketing, and that the current legatust in Poland should be considered legal. Inangsi
professionals use the players or spectators tounbdomotional campaigns.

Depo and Fijatkowski (2008) indicate a further peob associated with the preparation for the Polish
championship in the fight against ambushers. Adagrtb the authors, the most important issue igsolve
potential disputes arising concerning the unautedriuse of logos, slogans, or slogans for Euro 212
other signs protected by UEFA and the official sgmya of the event, to civil and criminal violationfsthose
rights, and stop the playing of import and expardds bearing counterfeit trademarks. Lawyers poutt
that in the Polish legal system we have sufficraetains to protect intellectual property rights offRdEand
sponsors before and during the tournament. Theebiggoncern is, however, the effectiveness of these
measures, namely the enforcement of these rights. auithors point to the excessive length of jutlicia

2012 « VOLUME LVI 47



PHYSICAL CULTURE AND SPORT. STUDIES AND RESEAR(

proceedings as a general problem of the Polisicgusystem, which, given the short duration of E204.2
may have negative effects.

Poland has not decided to tighten regulationswhatld fight against all forms of ambush marketing.
It should be noted, however, that the Polish sofuis not unique in Europe or the world. The orgars of
the Euro 2012 tournament took an example from xipemence of previous host countries’ sports events

Experience of previous host countries’ sports evesit

The legitimacy of the new legislation was subjedt intense debate before the European
Championship in Switzerland and Austria in 2008 Iafa & Pachmann, 2011). In 2006, under pressure
from UEFA the Swiss government tried to adapt tkisteg law (UCA called the Unfair Competition Aet
The law on unfair competition) with a record of f@ting against ambush marketing. Added articlg (3e
reads as follows:

“Unfairly competing is in particular who, withoutdgquate reason and in a parasite manner,
refers to third parties, their merchandise, worksservices and thereby takes advantage of
their reputation” (AIPPI, 2009).

However, the project was severely criticized by th@itical environment as well as legal and
stakeholder groups, and was thus rejected consgléhiat the existing arrangements in the natioaa |
sufficiently protect both the sponsors and orgasioé the event.

Germany has also decided not to implement the edicdted to fighting ambush marketing on the
occasion of World Cup Football FIFA in 2006. In @any, the rights of the organizers and officialrsgms
of the event are protected under the Law on théeBtion of Trademarks [Germd®esetz Uber den Schutz
von Marken und sonstigen Kennzeicligtarkengeset?) Law against Unfair Competitio({GermanGesetz
gegen denunlauteren Wettbewednd Copywright LawjGermanGesetz tber Urheberrecht und verwandte
Schutzrechte (Urheberrechtsgesktay in the previous case, it was concluded tladtimg regulations were
sufficient to meet the government guarantees naé¢RA.

Within the group of host countries that decidechtlopt legislation regulating certain provisions of
national law to enhanced protection against patkmatmbush marketing practices is, for example, ISout
Africa. FIFA authorities were able to pressure 8muth African government into introducing additibna
regulations jota benevery severe) in the fight against deceptive miémke The amendments wer€rade
Marks Act 194 of 1993 rade Practices Act 76 of 19 Merchandise Marks Act 17 of 194 elbrick, 2008).
The most significant change relates to the lastwlich introduced protection against ambush marget
activities for a period of 4 years before and 6 therafter the championships, including a ban oredting
and marketing activities, which directly and indittg could mistakenly inform the consumer that enpany
applying these practices is the official sponsahefevent.

In addition, as the championship in 2010 approactwed laws were passed: 2010 FIFA World Cup
South Africa Special Measures Bill and Second ZBER World Cup South Africa Measures Bill. It shdul
be noted, however, that these acts do not relatestprotection of intellectual property rightst lawe merely
a reference to existing laws (Depo & Fijatkowsk08).

Some host countries opted for a much more radicalenand decided to issue a deliberate act at the
time of the organization of the event. This solatveas adopted by:

- Australia, in preparing for the 2000 Olympic GamesSydney, adopted a resolution, The Sydney
2000 Games (Indica y Images) Act of 1996, whichhisits any unauthorized audio or visual
presentation that suggests association with thenfilys, and also prohibits the unauthorized use of
names or symbols associated with the Olympics;

- Portugal issued two decrees with the force of IBxcfee-Law No 86/2004 dated 04.17.2004 and No
84-A/2006 dated 05.19.2006). The need for the EeanpChampionship Cup in 2004 and the
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Championship Europe, Sub-21 in 2006 decrees intexiuegulations governing the protection of
industrial property rights, and UEFA sanctionstfarse violating reserved rights.

- Before the Olympic Games in London, the UK governirassed legislation, The London Olympic
Games and Paralympic Games Act 2006, which aimedntrol all aspects of the organization of the
Olympic Games, including a ban on certain marketiauyities for the duration of the Games, and the
regulation of intellectual property law protectitigg organizer and official sponsors of the event.

The examples cited above are of learning actiormptetl regulations apply only to specific events in
the host country. A very interesting solution wdsgted in New Zealand, where the government pamssed
umbrella law regulating the organization of megargs around the country. In connection with the
organization of World Championships U-17 women'somal football team in 2008, the Rugby World Cup
2011, and the planned 2015 Cricket World Cup, i072@dopted a law Major Events Management Act
(MEMA), which regulates ambush marketing relatetivées very closely. It is a comprehensive tool t
protect the rights of the organizers and sponsbitseocompetition against unauthorized activit@®syviding
for the possibility to use a sporting event for Beraentities and individuals in accordance witte th
principles of economic freedom.

Conclusions

In summary, Poland has not introduced additionglliegions protecting the rights of the organizers
and official sponsors of major sporting events agfafraudulent marketing activities. When analyzihg
current legal status it can be concluded that Fofautfilled the guarantees provided to UEFA. The
government adopted the simplest solution: they@edethe facts and did not make any amendmentseto t
legal system. In both cases — the FIFA World Cu®@6, as well as the European Championships in
Switzerland and Austria in 2008 — this solution hasworked because we had to deal with numerosessca
of ambush marketing. Evaluation of the decisiorthaf Polish government will be subject to subsequent
papers by the authors. The question is whetheobit mas worthwhile to make the effort to make nges
that, as in New Zealand, comprehensively regulaeotganization of major sporting events. In thaiom
of the authors such a solution would bring manyerimnefits in the future due to the fact that Pablemuld
host many more mega sporting events.
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