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MAKER AND POD MARKETPLACES
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BACK-END ECOMMERCE SITES
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SELLER PROFILE
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Traditional Marketplaces Maker/POD Marketplaces

 

• More egregious infringers/wholesalers

• More general awareness

• Typically higher volume

• Usually stock on hand

 
 

 

• Artists, fans, craftsmen, creators

• Lack of awareness or understanding

• Typically smaller volume and production

• No stock on hand

VS.
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ENFORCEMENT OPTIONS
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Traditional Marketplaces Maker/POD Marketplaces

 

• Reactive and harder approach/response

• Standard IP enforcement and penalties

• Report directly to the platform

 

 

 

 

 

• Proactive and softer approach/response

• Focus on educating sellers about IP rights

• Communicate with sellers directly

 

 

VS.
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ALTERNATE OPTIONS
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ALTERNATE OPTIONS
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OPPORTUNITES TO COLLABORATE
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MARKETPLACE BEST PRACTICES
 
• Work directly with platforms on specific business needs and

challenges
• Leverage options for working with platforms to proactively

filter infringements

• Leverage alternative communication and reporting options

• Consider opportunities to convert sellers to

licensees/resellers/partners

 



World Wrestling Entertainment
Licensing International Webinar

Strategies For Dealing with Infringements in MakerStrategies For Dealing with Infringements in Maker
MarketplacesMarketplaces



What is WWE? Multi-faceted.
WWE’s operations
are organized
around the
following four
principal activities:
Media Division,
Live Events
Segment,
Consumer
Products Division
and WWE Studios
Segment.
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WWE by the Numbers
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Made-to-Order (M2O)
Print-on-Demand (POD)

Maker Marketplaces
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These are e-commerce marketplace platforms where:
 

- Sellers typicallytypically are “makers” or craftspeople marketing to people
looking for unique/one-off types of product;

 
- Sellers typicallytypically either hold no or limited stock in their advertised

product; but
 

- However, there is a by-product: in many instances, unscrupulous sellers
are able to capture the zeitgeist and market/sell various types of
infringing merchandise very quickly (apparel, paper goods
[posters/artwork/personalized items], drinkware, jewelry, etc.)



WWE is the perfect 
M2O/POD/Maker Brand
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WWE is a popular brand that is
constantly creating new content on a

daily basis, globally, on multiple
platforms

Which, unfortunately creates ripe
situations for people to demand and

create instant infringing product
based on WWE IP



WWE is the perfect 
M2O/POD/Maker Brand

Examples - Etsy
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WWE is the perfect 
M2O/POD/Maker Brand

Examples - Etsy
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WWE is the perfect 
M2O/POD/Maker Brand

Examples - Teechip
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WWE is the perfect 
M2O/POD/Maker Brand

Examples - Sunfrog
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WWE is the perfect 
M2O/POD/Maker Brand

Examples - Redbubble
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WWE is the perfect 
M2O/POD/Maker Brand

Examples – Facebook
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WWE is the perfect 
M2O/POD/Maker Brand

Examples – Instagram
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What can a brand do?
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• Understand fair use laws and concepts, and celebrate/condone
certain third-party usages of your IP that promote your brand.



What can a brand do?
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• Understand fair use laws and concepts, and celebrate/condone
certain third-party usages of your IP that promote your brand.

e.g. Repurposing /
transforming

licensed/authentic product



What can a brand do?
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• Understand fair use laws and concepts, and celebrate/condone
certain third-party usages of your IP that promote your brand.

e.g. Selling one-off
artistic works



What can a brand do?
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• Enforce where necessary and work with vendors to monitor/enforce
on such marketplaces/platforms. This is a #’s game.
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What can a brand do?

28

• Enforce where necessary and work with vendors to monitor/enforce
on such marketplaces/platforms. This is a #’s game.



What can a brand do?
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• Work directly with marketplaces and social media to take advantage
of their direct contacts, API’s and tools



What can a brand do?
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• Work directly with marketplaces and social media to take advantage
of their direct contacts, API’s and tools

<teechip.com>



What can a brand do?
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• Work directly with marketplaces and social media to take advantage
of their direct contacts, API’s and tools

Facebook’s Commerce & Ads
Tool allow for harvesting of

“unsearchable” Sponsored Ads,
Marketplace Posts and Group
Sale Posts (including closed

Groups) using your IP



What can a brand do?
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• Work directly with marketplaces and social media to take advantage
of their direct contacts, API’s and tools

Facebook’s Commerce & Ads
Tool allow for harvesting of

“unsearchable” Sponsored Ads,
Marketplace Posts and Group
Sale Posts (including closed

Groups) using your IP



What can a brand do?
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• Work with popular sellers and convert them to approved licensees
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• Work with popular sellers and convert them to approved licensees

Rob Schamberger was an artist
selling unique/one-off pieces of art
on various Internet marketplaces.

 
WWE decided to reach out to work
with him in an official capacity, and

now have a licensing agreement with
him for various merchandise now

sold on WWE’s e-commerce store –
WWEShop.com
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What can a brand do?
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• Work with popular sellers and convert them to approved licensees
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selling unique/one-off pieces of art
on various Internet marketplaces.
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Takeaways
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• Protect your IP:
• Trademark/copyright filings
• Watching services
• Proper licensing protections
• Use vendors that can automate monitoring/enforcement across wide

spectrum of Internet marketplaces, including M2O, POD and Maker sites
 

• Program Tips:
• Investigate your possible IP infringement issues
• Join industry groups to discuss strategies with other brands
• Interview vendors and run trials to determine scope of problems
• Work with ecommerce marketplaces and social media platforms to join

their content management programs (e.g. Facebook’s Commerce & Ads
Tool)

• Get buy in from executive management to tackle problem
• Choose vendor(s) and constantly challenge them
• Don’t sit back on autopilot - continuously monitor, re-evaluate and evolve

program



Contact Information
 

 
Matthew C. Winterroth

World Wrestling Entertainment, Inc.
1241 East Main Street
Stamford, CT 06902

United States of America
 

+1-203-353-5073
matthew.winterroth@wwecorp.com
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   Questions?  
Q&A



Secure, enhance and protect your products

 

 


