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People have long argued copy promotes creativity, rather than restrains it. This
argument has recently gains increasing attention as we witness the abundant creations in a
world tolerant of copying such as on the Internet. On the other hand, the basic logic of the
intellectual property system insists free copying for anybody restrains investment in
creative activity, which is surely a reasonable theory. The problem here is not an abolition
of the theory by the reality. On the contrary, we should conduct a prudent theoretical
study on why the basic logic of IP system disappears where copy and creativity coexist,
or seem to coexist.

When a certain new business enjoys a high profit rate and has no restriction on
copying, newcomers will try to engage in the production of the same product before
trying to upgrade it. Welcoming the newcomers generates competitive market, which
requires creativity to survive the competition. Here the direct effect of copying is the
generation of market and the promotion of creativity should be deemed as a by-product.
This notion indicates the acceptance of copying in the industries where the competitive
market is already established will not produce the expected result.

If what is amplified by copying is not the number of creativity but is the volume of
competitive market, the recent positive attention to copying is not the effect of the change
in relation between copy and creativity, but is the consequence which necessarily follows
the process of transformation in the structure of industry. The new market certainly
requires the change in IP strategies, but it is not a mysterious world where no logic

prevails.



