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IP communications: Don’t shy
away from telling your story

While communications strategies are widely recognized
by TTOs as an important foundation for their marketing cam-
paigns, some executives may not be conveying all of the bene-
fits their IP assets have to offer, asserts Bruce Berman, CEO of
Brody Berman Associates. “IP communications is basically
good business policy,” says Berman. “Until very recently it
was thought that for IP-related information, and patents in
particular, the strategy should be to fly under the radar -- to
just secure the assets and quietly put them in a file drawer.”

However, he notes, if you don’t communicate proactively
about your portfolio, it’s difficult for your audiences to inter-
pret what your patents really mean. “One university may have
86 patents, while another has 225 -- is that better? An invest-
ment manager with a large number of stocks in his portfolio is
not necessarily any smarter; it’s really about quality and per-
formance,” he suggests. “Patent counts do not reveal enough,
nor do numbers of licenses -- it’s what they mean in terms of

continued on page 112

U of Missouri matches
marketing specialists
with IP spaces

The University of Missouri system is enhancing its IP mar-
keting efforts with the hiring of what it hopes will be the first
of several marketing specialists dedicated to specific groups of
technology spaces. Anthony Harris was hired on July 1 to pro-
vide marketing services for medical devices and technologies
developed on the system’s four campuses. The system office
also hopes to add marketing professionals in the life science
and engineering fields in support of its TTOs.

“This is a new approach for us,” says Scott Uhlmann,
director in the Office of Intellectual Property Administration.
“Some campuses have utilized graduate research assistants to
provide help in marketing or IP analysis, but now we are hir-
ing a dedicated full-time position at the system level.”

confinued on page 113
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U of Illinois benchmarks
its way to improvement
of IP marketing

Recognizing a disconnect between the
strength of its IP and the results of commercial-
ization efforts, the TTO at the University of
Illinois-Urbana is using benchmarking and com-
parisons of best practices at other tech transfer
offices to enhance its marketing and get more
licenses signed.

“We're pretty good at getting inventions into
the office; our professors trust us, and we have a
strong patent portfolio,” says Steven L. Willie,
assistant director in the Office of Technology
Management. “Now, it’s a matter of improving
our processes for getting them to the outside
world so they make money.” Willie concedes that
in the past some marketing strategies have been
done on a "hodge-podge” basis. “We’re making
them more robust, and more efficient; it’s a natu-
ral business progression,” he explains.

“This was not so much a decision as an evo-
lution,” he continues. “It makes sense to put a
more businesslike effort into marketing.”

That includes learning from others -- both
inside and outside the University of Illinois sys-
tem. “We have a sister office in Chicago which
also markets their technology, and as they
aligned more closely with us we saw that the
ways we approach marketing are not the same,”
says marketing specialist Nicole Nair. “So that
begged the question: Which processes were more
effective between us, and which were not as
effective and should be dropped?”

“The system’s vice president of technology
pointed out that there’s no reason why we

Willie notes.

“By combining the strengths in both campus-
es, there’s even more we could say about the
strength of the university’s resume,” Nair adds.

Willie concurs. “We are two very different
campuses, and when you combine our portfolios
together you can see that. For instance, in
Chicago we have colleges of medicine, pharma-
cology, nursing, and about 3,500 hospital beds in
three hospitals. In Urbana we have a college of
veterinary medicine, some of the best chemists in
the world working on potential drugs, fantastic
people in math and super-computers, modeling
for compound interaction for drug development,
and scientists working on imaging devices. When
you combine both, we have a remarkably com-
plete coverage of research in technology and
healthcare.”

Identifying best practices

In determining what is or is not a best prac-
tice, Willie notes, you must remain aware of the
particular needs of your university. “’Best prac-
tice” refers to what’s best for us, not necessarily
what’s best for Harvard,” he points out. “So, we
looked at the deals we have done so far and
where they came from. We realized that most
have come from the leads of researchers.” The
team also examined the deals that originated
with leads from technology managers to get
clues about what worked.

In addition to its review of its own licensing
deals, “we also went through some benchmark-
ing processes,” says Willie. “We had our interns
scour websites from other universities, and we
made calls to other OTM'’s to get a list of their
practices and what worked for them. We created
a list, prioritized it, and started putting the

shouldn’t cooperate and share best practices,” continued on page 114
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Tips from the Held

Creating a simple, effective
blog for your TTO

By Lindsay Polak
Marketing & Communications Manager
University of Colorado Technology Transfer Office

The University of Colorado Tech Transfer
Office launched our blog
(http:/ /cutechtransfer.blogspot.com/) in the fall
of 2008, largely in response to inquiries from the
local entrepreneurial community.

Boulder, in particular, is a very tech-forward
community, and it often seems that nearly every-
one has a blog. We launched ours primarily as a
way of staying on the radar and providing an
additional point of access to our news and infor-
mation, alongside our website and e-newsletter.
Below I've offered some tips, definitions, and les-
sons learned from our first year of blogging.

The how-to’s

Since blogs are now a mainstream form of
communication, there are numerous ‘platforms’
that make it easy to get up and running -- with
no technical knowledge needed. These platforms
allow you to edit your content without the need
to understand and write web code. We use the
Blogger platform; other popular platforms are
WordPress and TypePad.

Blogs have a fairly uniform structure and
layout, so customizing your blog can be as sim-
ple as choosing colors and uploading your logo.
If someone in your TTO happens to have web
design skills (try asking a student), you can cre-
ate a much more unique look, but it’s not neces-
sary. Tip: Check with your institution’s commu-
nications office about use of logos, etc. on an
external website.

What to include

You can include a wide range of different
types of content on your blog. Ours is news-
focused, and captures our press releases, impor-
tant events, podcasts, etc. We’ve also begun to
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highlight available technologies once a week,
with a short blurb and a link to a longer market-
ing summary. This type of content takes minimal
effort to create for the blog, since it is based on
pre-existing material, but it helps keep our audi-
ence engaged -- especially people who get their
news and information primarily online.

You can also include high-quality commen-
tary on current events relevant to tech transfer,
along with news about your office. This
approach takes significantly more time, since
someone from your office will need to create this
content from scratch, but it is valuable as a way
to engage and expand your community. Tip:
Before embarking on a time-intensive commen-
tary-based blog, investigate whether other blogs
are already providing quality content on the
same topics you'd like to cover. If so, you'll need
to adjust your blog’s focus, or find a way to tai-
lor your content to make it more relevant for
your audience. For instance, in our blog we occa-
sionally comment on important legal decisions
related to intellectual property; while IP law
itself is covered heavily in the blogosphere, we
provide information specifically targeted to
researchers and investors about how a new deci-
sion might affect tech transfer and university IP.

Decisions about what types of content to
provide should be driven by your goals: a news-
based content stream helps maintain connections
to your existing audience (faculty, local entrepre-
neurs and investors, local government), while a
commentary-driven blog will help bring new
people into your network, and can also help edu-
cate your existing audience.

Who are you reaching?

Our experience is that our blog is read most-
ly by an external audience, while faculty rely
more on our e-newsletter. However, we expect
this dynamic to shift over the next few years, as
younger faculty seem more attracted to a blog
format. Tip: One of the advantages of using a
blog platform is that it’s easy to create an RSS
teed, which works by subscription -- your read-
ers subscribe to your feed and receive it through
their preferred feed-reader, without having to
remember to check back for new content. We've
found that our younger, more tech-savvy readers
prefer this format over our newsletter, which
often gets lost in the daily e-mail barrage.

continued on page 116
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Communications continued from p. 109

return.” The onus is on the patent holder, he
notes, to better explain the nature of their patents
or inventions, and why they are superior or per-
forming effectively.

“Fewer than 5% of patents have value. In
order for patents to have optimal return, the
‘stars and planets’ need to align,” he explains.
“It’s great to have a wonderful invention, but
you need a strong patent that reads on the right
commercialized invention at the right time. If
you have a fairly weak invention with no rev-
enues, even a beautifully prosecuted patent will
have little or no value. Patents have the most sig-
nificant value when the right claims read on a
successful infringing product. Other value sce-
narios are more abstract and difficult to convey.”

Demonstrate value

Accordingly, if you have such an alignment
it must be communicated clearly. “The role spe-
cific rights play in generating return on invest-
ment is rarely identified, let alone articulated,”
Berman notes.”It’s not always about licensing
income; it will depend on the patent holder as to
which business model is right. Everyone agrees
that the freedom of action that certain patents
provide is valuable, but just what does that mean
to the average stakeholder? It really means a
company can sell more products, enjoy higher
profit margins, and secure greater market share.”

How much more? “A smart patent holder
should make some attempt to quantify that,”
Berman recommends. “It would be a communica-
tions ‘home run’ to show how a patent advan-
tage translates -- even approximately -- into dol-
lars and cents.”

For universities, however, the message can
and should go further than monetary return, he
adds. “The easiest and most traditional way is
through royalties -- that’s how AUTM identifies
the big players,” says Berman. “But I would go
beyond the income-generated formula for return.
Maybe the university’s goal is to generate some
income but provide inventions that help compa-
nies achieve certain social goals. So the value of
IP could be in social good, in research facilitated,
in grants or funding generated, in innovation
enabled, or in creating a specialty area for the
university -- but you do not hear much discus-
sion about this.”
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Some universities, he notes, may be ‘embar-
rassed’ that they are not generating much money.
“But maybe they shouldn’t be -- maybe they’re
doing what’s right for them, given the complexi-
ties of patent licensing and the risks of enforce-
ment.”

Another level of success that should be com-
municated, Berman continues, is how well your
spinoffs have done. “What is the university’s
equity in those companies? How will they mone-
tize it? How have these companies evolved from
seed capital to IPO, or whatever exit is appropri-
ate? What does it mean in monetary terms?”
Berman poses. “If you have shares in a company
that is generating a profit, or has been sold and
you can cash in or trade those shares, that’s a
win that can go unnoticed. Sometimes universi-
ties lose sight of these communications opportu-
nities.”

Whatever value you are communicating,
Berman stresses, you must be specific. “A license
does not mean very much if you cannot convey
some level of detail,” he says. “Specific numbers
and performance metrics are always appreciated.
If you can’t be that specific, suggest the value of
the license or its potential. If you secure a license
with a significant company or companies, let
stakeholders know who they are, or at least in
which industries they operate. Also, you might
explain the potential impact and discuss the size
of the market or how it has grown or will grow. ”

Don’t fear transparency

Academic institutions tend to shy away from
discussions of commercial impact and entrepre-
neurial activity, fearing backlash from those who
view the university mission as above these con-
siderations. But Berman maintains it’s a mistake
to downplay commercial issues, and a policy
governing communications can help ensure a
consistent messaging effort. “There is pressure on
universities to conduct basic research, and there
is a certain comfort level with discussing the gen-
esis of the invention. But when you get off into
areas of entrepreneurial consideration, they are
often thrown off course,” he asserts. “Being
transparent about that is healthy; IP holders
should have a general policy concerning how
much, when and where, to communicate to
stakeholders.”

Such a policy can come in handy, particular-

continued on page 113
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Communications continued from p. 112

ly when IP rights seem to conflict with a
school’s social mission, he continues. For exam-
ple, a university may be seeking to extend a
pharma patent to derive more income from a
drug. “That can look nasty; people will say you
just want to keep the price higher and assure
more income,” says Berman. “You can be looked
upon as impeding competition or innovation --
the same way a corporation might be viewed.
When a university appears to be working to
prevent a generic drug from getting into the
hands of more people at a lower price, it needs
some context.”

That’s when an IP communications strategy
is most needed, Berman emphasizes. “If you are
more transparent and better at explaining why
you are doing what you're doing, that can only
help,” he says. “Patents exist to be used. Most
holders cannot afford to assert them when
infringed because they lack experience, time, and
capital. It’s not a crime for a patent holder to
enforce its rights. On the contrary, it is a crime to
use someone’s invention without permission --
even if it is for a good cause or to offer a good
product at a lower price.”

U of Missouri continued from p. 109

One of the reasons for taking this approach,
he explains, is to avoid duplication of effort on
the different campuses. “Anthony’s expertise is
in the medical area; we couldn’t afford to put
someone [with that special expertise] on each
campus,” says Uhlmann. “Also, this was in part
an effort to move away from the ‘cradle-to-grave’
approach to marketing that some smaller or
newer tech transfer offices have to follow.”

Finding a single person to try to cover all of
the specialized areas of IP produced at the uni-
versity, he notes, would be difficult at best. “The
goal is for us to create units that provide that
expertise, and as a system to make them avail-
able to all the campuses,” Uhlmann explains.

It made sense to make the first hire in the
medical devices field because it represents a
large percentage of technology developed at the
university. “For the last decade the majority of
our license income has come from the medical
field, and since we have medical schools at two
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IP owners should not fear transparency, says
Berman. “They should embrace it; it is an oppor-
tunity to show they really know what they are
doing,” he declares.

Certainly there are limits to the type and
amount of disclosure, and you must feel your
way. “You don’t have to open everything up
totally, but open discussion about a holder’s IP
can be productive,” he says. “If universities want
to continue to be in the IP business, they need to
be smarter about conveying their objectives,
strategy, and performance. They are part institu-
tions of higher learning and part business, and
they are participating in competition for innova-
tion that benefits university stakeholders and
society. De-mystifying the nature of research --
what it does, who it helps, and the strength of
your inventions and patents -- can reap signifi-
cant benefits for the university.”

Finally, notes Berman. “there is confusion
surrounding IP rights, especially patents -- how
they work, what they mean, and the benefits and
jobs they facilitate. IP communications presents
an opportunity to teach, explain, communicate
and, of course, influence.”

Contact Berman at 212-508-9664 or
bberman@brodyberman.com. &

campuses we thought it was a good area to start
with and focus on,” he says. “Our next goal is to
get a marketing specialist in the engineering
tield, because the Missouri S & T campus and the
MU engineering school provide half of our dis-
closures.”

Market-specific expertise

The vision for these positions, says Harris, is
to create sources of expertise analogous to those
found at financial investment firms. “These firms
have a number of specialized industry experts,”
he notes. “Similarly, if we had experts in each
industry to provide market analysis of a technol-
ogy, it would be the most informed analysis that
you can provide for case management.” With
these market-specific experts, he continues, each
campus will have the opportunity for assistance
in identifying potential licensees, and for point-
ing out strategies to ensure successful license
negotiations.

continued on page 114
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U of Missouri continued from p. 113

“It's an additional layer -- an internal sales
approach to IP marketing which really drives the
metrics in regard to demand generation, prospect
qualification and management,” Harris explains.
The new marketing staffers will also serve as
“drivers for negotiating with potential licensees
in terms of what works and what doesn’t, and in
terms of how to market the technology and to
whom,” he summarizes.

“I think the interaction [between the system-
wide marketing experts and the campus TTOs]
will be a little different for each campus based on
needs and size,” adds Chris Fender, director of
the Office of Technology Management and
Industry Relations at the University of Missouri-
Columbia. “Our campus is the flagship, and we
have more internal resources than others do. For
example, we are putting together teams in spe-
cialized areas for case management -- biomedical,
engineering, and agriculture/life sciences. Our
hope is working with Anthony [and other mar-
keters] will help us in identifying key marketing
impact areas, and we will come away with a
stronger marketing plan.”

A team approach is critical to making sure
the system-wide marketing staffers make a
strong impact, Uhlmann emphasizes. “We don’t
want a staff member to have to negotiate alone;
the entire team, which will include a marketing
and an IP specialist, will be available to support
the case manager in negotiating the agreements,
he explains.

Harris says the new staff will not only help
with licensing efforts, but also open up the
opportunity for improvement in two other key
areas of marketing: internal and external brand-
ing, and internal public relations. “Historically,

4

Benchmarks continued from p. 110

strategies we liked into practice.”

One such strategy involved looking at their
IP not so much in technology buckets, but in mar-
ket buckets. “Historically we’d use buckets like
‘electronics,” or ‘photonics,”” Willie explains. “But
that doesn’t really help you go out there and find
out who wants it. Now, we put the same tech-
nologies into marketing buckets, such as thera-
peutics, diagnostics, research tools, and so on.
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many faculty members have said that we have
not done a good job marketing our resources to
industry, so we feel this is an opportunity to
show industry that we’ve put systems into place
to better satisfy their needs,” he says, which
helps build the university “brand” as a technolo-
gy source. “At the same time, we will say to the
faculty, ‘This is the new face of tech transfer -- a
team effort between campuses and the system.’
These are the two byproducts we want to pull
out of this transition.”

Other resources being added

The dedicated marketing staff are not the
only resources being added to support the sys-
tem’s tech transfer efforts. Each campus is also
adding a licensing assistant to work with faculty,
particularly during initial invention triage. The
idea is to maintain closer contact, better commu-
nication, and further the relationship-building
already being emphasized by Harris and other
TTO staff. “I think in general as we grow larger
in our efforts, it’s important to grow ‘smaller” as
well -- to maintain a closer connection with the
faculty, and to maintain their confidence in our
ability to meet their needs in commercialization,’
says Fender.

Harris is also making infrastructure invest-
ment, seeking to improve efficiency with the roll-
out of an electronic records management system.
“As we begin to come up with marketing strate-
gies and talk to specific licensees, all of the infor-
mation will be managed electronically, providing
better access to all stakeholders in the process,”
he says.

Contact Fender at 573-884-8296 or fenderc@mis-
souri.edu; Harris at harrisan@missouri.edu; and Uhlmann
at 573-882-2821 or UhlmannS@umsystem.edu. @

7

These are further broken down into “cell buckets.’
For example, ‘diagnostics” covers the waterfront,
but then when you link diagnostics and MRSA,
the picture becomes clearer.”

You can’t efficiently categorize most health-
care technologies by a single bucketing process,
he emphasizes. So, once the ‘cell buckets” are
completed, two additional categorizations are
made -- what kinds of diseases the drug might
affect, and what body systems are involved. “This

continued on page 115
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Benchmarks continved from p. 114

way you know what a thing is, and what it’s
good for,” Willie says. “When you go to Lilly or
Merck, they will break it down that way, so our
bucketing reflects that process.”

Along with external marketing, a benchmarking
process was also used for internal marketing, Nair
adds. “We wanted to raise our profile, take a value-
added approach to the campus, and see which
strategies were working and which were not.”

Cross-pollination of ideas

The best practice sharing with the Chicago
campus has led to improvements in numerous
marketing activities, both internal and external.
In fact, collaborating on one particular practice
led to a two-step improvement -- one originating
from each campus.

“It’s really a simple thing,” says Nair. “We
had these ‘coffee breaks” where we would go to
different units and set up a time where we’d be in
a central gathering place.” It was not an effort to
“pitch” the office per se, but just to be there to
answer faculty questions, she explains.

“The Chicago campus had not been doing this,
but when we told them about the idea they picked
it up,” says Nair. “Then, they suggested an
enhancement, which we have now adopted. They
started adding a small raffle component; you drop
off your name and you get, for example, a box of
chocolate. Now we are both doing it and reinforc-
ing the positive aspects to each other.”

“We find people will go to those sessions in
their building who would otherwise not call or e-
mail us,” notes Willie. “They walk in with a ques-
tion all ready; some even walk in with a disclo-
sure in their hand.”

He adds that his campus is about to adopt a
method Chicago uses to ‘broadcast out’” new tech-
nologies systematically. “They have very good
organization and methods,” he says. “They have a
coordinator there who will take inventions, once
they’ve been screened and approved for marketing,
write up a flier, and work with the technology
managers and their databases to figure out what
companies and contacts may want it. Then, [the
coordinator] puts together a mini-mass mailing
campaign, and the responses go to the tech man-
agers; the organization is remarkable.”

The campuses are even sharing market
research information, Nair adds. “We are using
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database tools to get market information that
they are not using and vice versa,” she says.

Another winning strategy at Urbana, Willie
reports, involves what are called ‘OTM resi-
dences.” “We have people placed in various
units,” he explains, to get tech transfer staff closer
to university researchers. “So, for example, at the
Beckman Institute for Advanced Science and
Technology, I have an office and people know
they can talk to me.” These OTM residences,
which also include an intern, are funded by the
units themselves. Different technology managers
and interns reside in other units.

A ‘“formalized’ partnership

As this process of sharing has evolved, a
more formalized partnership has developed.
“Prior to this, we knew what we had, but not
what each other had,” says Willie. “By formaliz-
ing the relationship, we can now have a better
sense of where the priorities of each office are,
what their strengths are, and what types of indus-
tries and groups we should be approaching.”

Part of the more formal process is a regular
schedule of contact. “I'm in Chicago every week,”
says Willie. “We have a market process team that
will meet on that day by telephone. Our directors
also go back and forth on a routine basis.”

Over time, the benchmarking and best prac-
tice sharing becomes second nature. “Once you
start to think about the other office in everything
you do, it becomes institutionalized,” he
observes.

“We have a trade show coming up,” adds Nair.
“In the past I might have called Chicago and asked
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Benchmarks continved from p. 115

if they had any technologies that were a good fit.
Now, no matter which campus goes to a trade
show the system goes. There are brochures from
both campuses with coordinated graphics.”

In fact, notes Willie, part of Nair’s role now is
to maintain a trade show calendar and to reach out
to all tech managers at both campuses, share the
calendar, and ask if others should be included.
“They can now see on a single spread sheet a
snapshot of what everyone’s doing -- who's going

to the meeting, what market buckets are involved,
the cost of attending, the booth, and so forth,” he
says. “That’s the kind of tool that’s representative
of what we’ll be doing more and more of here.”

The two offices have virtually become one,
Willie says, resulting in a net gain for both.
“We're sharing leads, contacts, and information
about different companies now. On each campus
there is now a point person who walks around
the office looking for leads for the other office.”

Contact Willie at 217-244-5956 or
stowille@uiuc.edu. &

Tips from the field continued from p. 111

To drive readers to your blog, it’s important to
make sure you're using all existing communica-
tions channels to let your audience know about
this new resource. Tip: While we officially
launched our blog in the fall last year, we began
posting content in July 2008. When we began
announcing the new blog, potential readers were
able to see several months” worth of content, help-
ing them see the value of following/subscribing.

It’s also helpful to ask your partners (incuba-
tors, local government, etc.) to link not just to
your main webpage, but also to your blog. In
particular, contact bloggers in your local tech and
start-up communities and ask them to let their
readers know about your new blog. We've
noticed that having a blog makes it clear that our
office is business- and tech-savvy, and gives us
additional credibility in our highly tech-based
community.

Contact Polak at lindsay.polak@cu.edu. #

State innovation agency’s
web site offers useful

model for TTOs

The Oklahoma Center for the Advancement
of Science and Technology (OCAST), a state
agency, was established to foster innovation in
existing and developing businesses, support
basic and applied research, facilitate technology
transfer, and provide seed capital for innovative
firms and their products. Though it is not a TTO
per se, the center’s recent revamp of its website --
a key part of its marketing and outreach -- offers
a useful model for university technology man-
agers.

The agency is no stranger to the academic
tech transfer arena. “Universities and their start-
ups are a key customer for OCAST; we have tra-
ditionally funded a lot of research projects for
university researchers,” says center deputy direc-
tor Steve Biggers. The funding provided by
OCAST is in turn used to secure federal funds.
OCAST grants are for $145,000 over three years,
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and the agency provides a total of $3.5 million
each year. “This helps pull in $13 million to $14
million a year in federal funds,” Biggers reports.

In addition, OCAST has an applied research
program for inventors trying to spin out tech-
nologies. “We cover half the cost of the research,
with a required match,” Biggers explains. “And
that research must lead to commercialization.”
OCAST puts up about $4 million a year for this
program, with matching funds from angels or
companies seeking to partner with the university.
In some cases, he adds, a university foundation
or the federal government provides the matching
funds.

The assistance OCAST provides is well illus-
trated by a recent agreement between the
University of Oklahoma Office of Technology
Development and i2e, a private non-profit entre-
preneurial consulting and services firm. The two

just signed an agreement to work together to

speed tech transfer and create start-up companies
around OU technologies. i2e, which was original-
ly founded in 1997 as the Oklahoma Technology
Development Corporation, receives the predomi-
continued on page 117

October 2009



Web site model continued from p. 116

nance of its funding from OCAST. (See related
article, page 118.)

The center has retooled its website to
increase networking opportunities for students,
faculty, and start-ups, as well as to better market
its clients” IP and enhance outreach to stake-
holders. “We’re in the third generation of the
site, and we are constantly looking for ways to
provide better service to our client customers,”
says Biggers. “The staff said, ‘Let’s try to make
it user friendly for people trying to connect with
each other.” It’s very time-consuming to try to
[meet] one-on-one, and if they could do it elec-
tronically it would benefit business, students,
and faculty.”

Site offers array of services

The revamped OCAST site
(http://ocast.ok.gov), which debuted about four
months ago, provides a number of different serv-
ices, including:

* Radio broadcasts: The programs, which
are co-hosted by OCAST executives, cover both
emerging and more established technologies.
Businesses are interviewed about those technolo-
gies and are asked to present them in a way that
would appeal to the general public. The compa-
nies may or may not be university spinoffs, “but
a lot of research here in Oklahoma is university-
based,” notes Biggers. “The task is to commer-
cialize it.” Past interviews remain available on
the site, giving them an indefinite ‘shelf-life” for
reaching target audiences. “We have found,
unexpectedly, that the businesses will post a link
to the broadcast on their site as well, which is an
added plus we did not anticipate,” says Biggers.
“It’s a great way to communicate.”

* OCAST funding workshops: These free
online workshops give researchers information
on how to get funding from OCAST. “The staff
who facilitate the workshops are well experi-
enced and have observed a number of external
reviews, so the participants get good insight into
what makes a successful application,” says
Biggers. "It’s especially helpful for new investi-
gators and researchers, because there’s not much
mentoring available at that level -- they just have
the expectation they will get the funding.”

¢ Internet workshops: The site offers “do-it-
yourself” PowerPoint slide presentations that

October 2009

cover OCAST funding basics. “They cover the
whole gamut of topics, from the type of match
required, requirements of the program itself, the
basics of the application, and so on,” Biggers
explains.

¢ Available grants: The site provides links to
various research grants. “Many researchers know
where they are and how to get them, but this will
provide the direct link; or, there may be a start-
up business looking for a grant for the first
time,” Biggers explains. “We also have staff to
help [users] narrow down their targets and get
headed in the right direction.”

¢ Intern database: The database provides an
avenue to increase science and technology educa-
tion and business connections for students, facul-
ty, and businesses. Students can search for intern-
ships based on personal criteria; place their
resume online for view by Oklahoma companies;
and receive e-mail notifications when a new
internship is posted based on specified criteria.
Research-based internships and faculty spon-
sored research opportunities are also listed.
Businesses can post internship opportunities
available at their companies and search for stu-
dents and faculty members who meet their spe-
cific requirements. “With the intern program,
we're trying to get undergraduates to do research
in a business environment, and give them the
opportunity to be connected with a potential
future employer,” says Biggers. “It also provides
the universities with an opportunity to tap into
this infrastructure.”

Other features of the site include a search
tool to locate service providers, proposal writing
guidance, a calendar of events, and a collection
of commercialization success stories.

Getting the word out

To let potential users know about the
revamped site, OCAST sent out a statewide news
release. “We will do a secondary follow-up once
people are settled into school, as well as some
direct marketing,” says Biggers. “We’ve learned
the hard way that this type of program takes a
continuing effort -- you've got to get the word
out more than once.”

Though the site’s metrics don’t put it in a
class with Amazon, Biggers has realistic but also
optimistic expectations for its impact. “I looked
on the site this morning and we had 10 or 15 stu-

continued on page 118
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Web site model continued from p. 117

dents who had signed in,” says Biggers, who
expects more students than businesses to use the
site. “You've got to start someplace.”

Meanwhile, the OCAST team is “on the look-

out” for more opportunities to enhance the site.
“You need a continual improvement effort in this
type of thing,” Biggers asserts. “We will be look-
ing for feedback from users.”

Contact Biggers at 405-319-84070r
sbiggers@ocast.state.ok.us. &

OU hires outside firm to help
spur commercialization

If sporadic interaction with an outside tech-
nology commercialization firm has been good for
its IP marketing efforts, reasoned the University
of Oklahoma Office of Technology Development,
then more regular interaction would be even bet-
ter. That’s why OU recently signed a collabora-
tive agreement with i2e, Inc., a private not-for-
profit Oklahoma corporation that has worked
with a number of research institutions in the state
to enhance technology transfer and commercial-
ization, particularly with start-ups.

While this is a “first of its kind” agreement
for OU (as well as for i2e), “it’s more of an exten-
sion of our relationship,” says Daniel Pullin,
MBA, the university’s VP for strategic planning
and technology development. “In the past, we
have crossed paths and opportunistically worked
together, but we never had a structured partner-
ship where both organizations were aware of the
deal flow of the university and the client roster at
i2e. Deals would come here and there, but sort of
through the winds of commerce rather than
through a structure designed to maximize oppor-
tunities for both of us.”

While OU will continue to drive technology
licensing directly to established companies and
certain start-up companies, the agreement will
bolster the school’s efforts to assess and create
high-potential start-up companies based on its
innovations. According to i2e, it works with any-
where from 60 to 100 start-up companies annual-
ly, including but not limited to university spin-
outs.

By working more strategically with i2e, OU
expects to increase the efficiency of start-up cre-
ation at the proof-of-concept and private funding
stages. The firm has access to angel and seed cap-
ital organizations and operates a state-sponsored
gap fund of about $12 million, from which it can
make seed-stage equity investments in the
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$400,000 to $500,000 range.

While i2e will help the university develop
start-ups across all industry sectors, about half of
OU’s IP disclosures are in the life sciences arena,
mostly due to the school’s Health Sciences Center
campus in Oklahoma City.

Because i2e “has a very robust client portfo-
lio,” Pullin says, it can help OU market its IP in
earlier stages as well. “They may have a client in
a certain industry space that is technology-
focused, and principals of that company may
have heard of research at the university. If they
inquire about us with i2e, we can respond to the
request,” he notes.

In short, Pullin says, “we’re talking about
being very proactive, creating information trans-
fer so they understand the quality of our portfo-
lio and we understand the breadth of their clients
and the commercial opportunities therein. Then
together, we can determine the most appropriate
partners and the most efficient commercialization
path.”

Four major benefits seen

Pullin says the collaborative agreement offers
OU four major benefits:

1. Improving methods for bringing OU tech-
nologies to the marketplace: “i2e has very strong
business development resources, and our
strength is generating IP,” Pullin notes. “There
will be no duplicative efforts; we will put our
supply of technology into the marketplace
through their professional team and client base.”

2. Pursuit of potential joint venture funding
opportunities: “A joint effort between OU and a
not-for-profit organization like i2e can make us
more competitive with a number of funding
agencies and foundations,” says Pullin.

3. Improved metrics: “I think that having a
closer working relationship allows leadership at
OU and i2e to put their heads together and come
up with true performance metrics to assess the

continued on page 119
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U of Oklahoma continued from p. 118

quality of work we’re doing as it pertains to com-
mercialization efforts,” he observes.

4. Fulfilling the service mission: “We are
interested in research teaching; in service to the
community; and in cultivating and nurturing
young talent,” Pullin comments. “For example,
our Center for the Creation of Economic Wealth
provides real-world entrepreneurial experiences
to interdisciplinary students at OU. Our partner-
ship with i2e will create more opportunities for
that young talent to be placed in knowledge-
based jobs in Oklahoma.”

Laying the foundation

Since signing the agreement in late summer,
the new partners have been learning more about
what each brings to the table. “We are using a
variety of mechanisms centered around regular
portfolio meetings, although both organizations
dialogue regularly,” Pullin states. “The formal
meetings will be held at least quarterly, but we’ll
certainly meet on an as-needed basis.”

The two organizations are “far beyond the
‘getting to know you’ stage, and are now into the

tactical execution of the partnership,” he adds.
For example, they are sharing information such
as market data, due diligence on potential
licensees, and prevailing terms and conditions in
the marketplace. “[So] if we are looking to
license a technology to a certain company, i2e can
tell us what deals in that industrial genre are
going for,” Pullin offers.

“What we are trying to do as part of the for-
malization and standardization of our relation-
ship is to establish these quarterly meetings --
mainly to formalize the discussion and commu-
nication channels so that we can try to link [the
university with] the private sector companies we
work with that might have an interest in licens-
ing [OU technology],” adds David Thomison,
i2e’s VP of enterprise services. “We are looking to
create events, so we’ll say, ‘Here are the compa-
nies we work with, they are interested in these
spaces; do you have any researchers in these
areas, or on the fringes of these areas?””

The reason for holding the meetings more
regularly, he explains, is for both parties to keep
up to date with new opportunities. “Our client
list may change, there may be market direction
shifts, or we may have a need to target a new

continued on page 120

Tackle critical IP valuation challenges with three new resources

Technology Transfer Tactics has three outstanding

valuation resources available for TTOs — two references

and an inexpensive but powerful and precise valuation
software system. Here are the basics:

* The 127-page Guide to Valuing Intellectual
Property is a must-have resource authored by Mike
Pellegrino, a leading expert in IP valuation and founder
of Pellegrino & Associates. It provides practical guid-
ance on performing due diligence, conducting legal
analyses, and strengthening your IP to enhance its
value. The reference includes valuation case studies as
well as down-to-earth, step-by-step solutions to the
myriad problems that arise in the valuation process.
You'll also find advanced tools that will help you navi-
gate common landmines and arrive at a supportable,
optimum valuation for your valuable innovations. ($329
for IPMA readers -- a $50 discount.)

¢ Calculating Lost Profits in IP and Patent
Infringement Cases is a 690-page hardcover refer-
ence that includes a companion online resource center.
This new guide brings together the comprehensive

body of knowledge on lost profits damages and delivers

a definitive resource for IP professionals, tech transfer
execs, financial experts, and attorneys. Written by
Nancy Fannon, owner of Fannon Valuation Group, and

other leading experts, Calculating Lost Profits deliv-
ers a thorough analysis of current case law and valua-
tion methodology that form the basis of damage awards
in IP and patent infringement cases. ($329 for IPMA
readers -- a $50 discount.)

e Competitive Analysis Valuation Software was
specifically developed to strike a unique balance
between cost and precision. The CAV method meas-
ures the principal determinants of IP value in an afford-
able, easy-to-use way. Its methodology was developed
over many years to value IP assets and formulate tech-
nology commercialization strategies on behalf of corpo-
rate, university and federal laboratory clients of the
Technology Commercialization Research Center at
Syracuse University. Created by nationally recognized
IP law expert Ted Hagelin, the CAV Software yields
clear and logical valuation results through a single pro-
gram platform for actionable negotiation, planning and
reporting. ($380 for /IPMA readers -- a $250 discount.)

For more information or to order these valuable
valuation tools with special reader discounts, call 239-
263-0605 or visit our website at www.technologytrans-
fertactics.com. To order by mail, send your order to
2Market Information, Inc., 1992 Westminster Way,
Atlanta, GA 30307. &
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U of Oklahoma continued from p. 119

market,” notes Thomison. “Of course, there is a quid pro quo; OU
will share information about some prominent IP their researchers are
developing, so we can look for a fit.”

Thomison sees the activity thus far as “Step One” of the expand-
ed, formalized relationship. “Step Two involves [determining]
whether a particular technology has ‘legs,” and adequate market
breadth, and if it has advanced to the point where it can be a spin-
out. We add market assessments of adequacy or inadequacy, and
responses from entities closer to the market, which adds credibility.”
If the responses are positive, he continues, “we will engage with the
management team and hopefully provide business develop plan-
ning, market assessment, and access to capital.”

Pullin concludes, “combining both networks will help us to
secure the most appropriate funding opportunities for certain tech-
nologies, and leveraging both networks will also enhance manage-
ment recruitment for technologies that grow beyond the university.”

Contact Pullin at 405-325-9030 or dpullin@ou.edu; contact Thomison
at 918-877-0457 or dthomison@i2e.org. &
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1) Home Run Strategies: Finding, Nurturing, and Securing

Maximum Revenues from Disruptive University Technologies
Wednesday, November 11,2009 ~ 1:00-2:30 pm (Eastern Standard Time)

Presenter: Dr. Rainer Iraschko, Vice President Research, TRLabs
Program Agenda:
+ How to identify which emerging sectors are prime for disruptive research and development
+ The details of TRLabs’ innovation roadmap for disruptive technology success
« How effective industry partnerships can aid in your efforts
* Which innovations could meet the “disruptive” label by following a project proposal checklist
* How to adapt the “Disruptive Technology Challenge” -- how and why it was formed, what challenges TRLabs
faced, and the lessons they learned in implementation
« Steps to creating an effective “disruptive team” including researchers, tech transfer staff, marketing and sales,
and VC and Angel investors.
PLUS: Get your most challenging legal questions answered during the interactive Q&A with the expert!

Who Should Listen: Technology transfer managers and professionals, administrators and deans, research
commercialization directors, economic development officials, university CFOs, licensing specialists, start-up
managers, researchers and entrepreneurs, university research VPs, IP consultants, and others with an interest
in identifying and nurturing disruptive technologies.

Description: Statistics don't lie, the saying goes. And when it comes to the time, money and effort spent on
patenting and licensing university IP, there’s one real eye-opener: Just a few technologies out of the thou-
See reverse side for more information or to order >>

2) Shifting Your TTO from Market Push to Market Pull:
Finding the White Space

Thursday, November 12th, 2009 ~ 1:00-2:30 pm (Eastern Standard Time)

Presenter: Lina Ramos of EMERGING GROWTH Enterprise
Program Agenda:
+ What specific ongoing tactics can be used to measure the pulse of industry partners and the marketplace
itself to guide research efforts?
3191 + What internal communication strategies need to be used to gain the trust of and form alliances with
researchers towards a “pull” strategy?

* How to target the right industry contacts
aach or « Strategies for marketing your ability to meet industry needs and overcome negative perceptions of TTO
- responsiveness
reglster hntn + What assurances or contractual agreements can be used to ensure the market demand you are trying to meet
doesn't disappear once you have spent millions trying to meet the need expressed?

* And much more...
anll sa“e PLUS: Get your most challenging questions answered during the interactive Q&A with the expert!

100 Who Should Listen: Technology transfer managers and professionals, sponsored research managers, corporate
and industry liaisons, administrators and deans, research commercialization directors, licensing specialists, start-up
managers, researchers and entrepreneurs, university research VPs, IP consultants, and others with an interest in

adopting a market pull strategy.
See reverse side for more information or to order >>
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