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Introductions:
� 12 Years - Technology industry executive

� Technology startups - member of the executive team
� ‘New and novel’ ideas  
� Venture backed and organically grown

� 10 Years - Business school professor 

� Business school professor
� Specialty:  Business programs for engineers and scientists

� 4 Years - Entrepreneurial professor and author

� Business education tools for researchers, scientists, engineers
� Assist organizations to increase their commercialization success

rate (USA, Canada, UK, Europe, New Zealand and Australia)
� Research labs, universities, incubators, technology transfer offices, 

innovation centers, etc.
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FIELD TESTED AND PROVEN

1. A methodology for articulating 
the commercial value
of a new idea

2. Gives people a framework for 
communicating the commercial value 
of their work

3. Common dialogue and language for 
the team = clarity

4. Identify good (and bad) ideas sooner

5. Alignment across the team about what 
they are proposing to do.

What is it?
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A library of commercialization
tools and approaches



© 2008 wendykennedy.com inc. 

1. Acquire new commercialization tools to assist you 
and your “clients” on articulating the commercial 
value of new science and technology ideas.

2. Add a different commercialization framework to 
your technology transfer expertise. 

3. Gain assessment tools to spot good (and bad) 
ideas sooner. 

4. Take away a common business language to use 
with colleagues and inventors. 

Today’s Objectives:
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Style

1. Experience the commercialization tools from 
the client and coaching perspective.

2. Talk through some real-world examples of 
Canadian technology companies.

3. A “roll up your sleeves”, interactive process.

4. Lots of discussion along the way.

5. Workbook is a take-away resource.
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Source:  Greg A Stevens and James Burley
Industrial Research Institute Inc. 1997
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The Moment of Truth…
Hello , So what are you working on?
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The Answers…

1. Describe what the idea is 
and how it works

2. Validate with DATA

3. Use acronyms, jargon
and buzz words

4. Point out that “no one is 
doing what we’re doing”

5. It’s a 1 trillion dollar 
market”….
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How most 
inventors tell their 
stories…
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So what?
1. What’s Your Idea?

2. What’s the Problem?

3. Where Does 
Your Idea Fit?

Why you?
7. What’s Your 

Competitive Edge?

8. Who’s On the Team?

9. What’s Your Story?

Who cares?
4. Who’s Your 

Customer?

5. What’s Your 
Path-to-Market?

6. Where’s the Money?
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Speak the language
of business…

9 Questions to Assess
the Opportunity
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Chapter 3 – Where Does Your Idea Fit?
• The Market Space
• What’s Your Category?
• A Category Map
• Your Category Strategy

So What?
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The Concept of a Category  
� Markets are made up of categories 

of solutions
� This is where your idea gets anchored
� Business backers will slot you 

in to a category

� You need to address:
� The current categories of solutions in the 

market space.
� What forces are driving the opportunity for 

your idea.
� What part of this market space your idea will 

impact.
� The  “white space” opportunity.
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Tool – The Category Map

Categories Have Their Own :
• Market Growth Rates
• Business Practices
• Rules of Engagement
• Competition
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Example - Automobiles

Fuel Efficiency

P
er
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rm
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ce

Luxury 

SUVs

VANs

Trucks

Sub
Compacts

Sports
Cars

Mid-Size

Oil prices are causing
major structural change 
in this space

Hybrid

Hydrogen
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Category Map –
Voice Call Management Services
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Opportunity -
Intelligent Voice 

Messaging
Voice, IM, email
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White Space Opportunities
� 4 Options:

1. Mold a category

2. Extend a category

3. Converge categories

4. Create a category
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MP3

Web
Devices

SmartPhones

Personal
Computers

Cellular
Phones

Fixed

Category Map- Mold a Category
Digital Device Market Space
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Wireless
Pagers

MP3

InstantConnectivity

Television

Multi-
Media

Single
Media
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Category Map – Extend a Category
Voice Call Management Services
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Opportunity -
Intelligent Voice 

Messaging
Voice, IM, email
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Category Map – Converge Categories
Reading Improvement Market Space

Personal
Edutainment

1:1 Reading
Specialist

Groups

Anytime/
Anywhere

1:1

ILS

Fun,
some skills

Permanent 
Skill Development

Instructor
Led

Skills-Based 
Intervention

Software

Individualized
Instruction

S
ca

la
bi

lit
y

Effectiveness
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Category Map - Create a New Category –
Drug Device Market Space

Internist
Approach

Treatment with Drugs

Interventionist
Approach

Surgical implants

In
va

si
ve

ne
ss

Use of Pharmaceuticals

The Opportunity
Creating a new category 

c 1992
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Chapter 2 – What’s the Problem?

So What?

• Real Problems
• Customer Pains
• Real Pain Statements
• Spell out the Opportunity
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“the test of an innovation is 
do customers want it and are they 

willing to pay for it”.

Peter F. Drucker
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“Real” Business Problems

� Real business problems are ones someone 
will pay money to solve.

� How burning is the problem?

� Is the issue big enough that the customer will pay 
money to solve it? 

� Does it ‘save money or make money’?
� Put yourself in the customer’s shoes:

� Where does this problem lie in their list of 
priorities?  

� “Need to Have” or “Nice to Have”
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Real Burning Problems - Robotics

� Problem: By 2020, only 
64% of RN jobs will be 
filled – meaning a 
shortage of 1 million RNs

� Technology:  remote-
presence robots to 
enable doctors to do 
virtual consultations.
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Build Shock Value in to a Problem

� Across the USA, 1 in 3 
children reads two grade 
levels below the standard 
for their grade”

National Center for Education

� “Hackers attack computers every 
39 seconds.  A computer is under 
siege 2,224 times each day…”

Study by the University of Maryland

© 2008 wendykennedy.com inc. 
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Who cares?

• Casting for Customers
• Market Fishbone
• Segment Strawman
• Profiling Your Typical 
Customer

Chapter 4 – Who’s the Customer?
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The diffusion of new ideas
� A disruptive technology can 

have many applications

� It’s not always clear with novel 
inventions

� Small niche markets vs. big 
nebulous ones

� Peel back the layers and look 
deep into markets

� Co-development, licensing, 
startup company – all need a 
disciplined approach 
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Market Analysis
Tools to Explore Customers, Licensees, & Partners

� Explores multiple 
uses and applications 
for the core invention

� Prioritize and shortlist 
licensees  

� Who are the potential 
co-development 
partners?



Who cares?
Market Fishbone – ReadRight
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Why you?
Chapter 7 – What’s Your Competitive 
Edge?

• Who’s on your Radar?
• Your Differentiator
• Define your edge
• Your 3 Words 
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Famous last words…

� “There’s no one 
doing what we’re 
doing”

� “Yes, but…that’s 
not like us”

� “We have a head 
start on XXX”.
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Building a Competitive Differentiator

Three key points:

� A single point of different is powerful

� People have short attention spans 
� What’s makes you a pink flamingo?

� Take the perspective of the customer 

� Focus on what makes you different

� Be careful of watered-down differentiators
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What Makes You Different?
The Net Customer Takeaway…

� Blackberry ® –

� the best in wireless email

� Oragene ® –

� An easy method of collecting DNA 
samples through saliva that is as 
reliable as collection through 
blood.

� BioFuels –

� unlike traditional fuels like 
gasoline, cellulosic ethanol has 
about 80% fewer GHG emissions.
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Discover the
Competitive Differentiation

© 2007 wendykennedy.com inc. 

3 Steps…

1. Plot Your 
Competitive Radar

2. Write an “Unlike”
statement

3. Commit to Your
“3 Words”
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Who’s on Your 
Competitive 
Radar

The competitive 

radar is a tool to:

1.  Discover your 

differentiator

2.  Commit to Your “Unlike”

3.  Prioritize competitors 

© 2007-2008 wendykennedy.com inc. 
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Automaticity

Urban Districts
Grades 4-9 Individualized 

Instruction
Auto-diagnostic capabilities

*BrainTrainer

*SchoolRoom

*NewStart

*Reader Booster

Group 
Instruction

*Teacher’s Helper

*ReadRight

*Read
Naturally

*Class 
Advantage

Teacher-Assisted

Tool:  The Competitive Radar
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Your 3 Words

� The essence of your competitive position:
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A library of commercialization 
tools and approaches
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Commercialization Toolkit
Uses/Applications

Back at the Office….
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Using the Worksheets

� A structured way to draw out 
insight of inventors 

� A transparent and objective
process

� A common language

� Highlights the “gaps” – both for 
you and the inventor

� A standard evaluation mechanism

� Worksheets submitted as part of 
assessment process
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Enhance Your Assessment Process:

1. Category Landscape

2. Customer/Licensee
Uses/Applications 

3. Burning Customer Pain

4. Competitive Positioning 
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The Value to the TTO

� Find the winners (and the losers) 
faster

� Introduce a process for early stage inventions 
� Place bets, fill in gaps, and pull the plug

� Reduce legwork on the TTO 

� It’s a partnership with the inventor
� Equips TTO with information to sell to 

licensees, partners, etc.

� Prioritize limited TTO resources

� Reduce the tension & phone calls

� A great way to market your TTO 
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Your Commercialization Toolkit…

� Workbook 

� Online “ToolShed”

� Training Aids –
Wall-Posters

� Newsletter – Coaching

� Web-Seminars 

www.wendykennedy.com
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Commercialization Toolkit
Workshop –

FLC Annual Meeting

Thank You &
Best of Luck!


