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Beyond Academia: 
Research commercialisation 
for real-world impact
July 2021

Our aims for 
today

How to:
• Identify a marketplace for your research
• Demonstrate that it has value and impact
• Protect your idea
• Establish strategic partners
• Create and communicate impact
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Agenda
09.00 – 09.15
09.15 – 09.45
09.45 – 10.15
10.15 – 10.30
10.30 – 10.45
10.45 – 11.15
11.15 – 11.45
11.45 – 12.00

Welcome and Introductions
Identifying a marketplace for your research
Demonstrating value and impact 
Comfort Break
Protecting your idea
Establishing strategic partners
Creating and communicating Impact
Next steps

Please know all timings are approximate and will flex to suit the conversation

Your 
presenters

Chris Kath
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Your 
turn!

Who are you?

What is your research/what is your idea?

Why does it matter?

Most innovations fail because they 
build something that nobody wants!
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Lack of an effective business model or 
implementing it poorly will increase the 

risk of failure massively

Introducing the 
Business Model Canvas
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What is a business model?

“A business model describes the rationale of 
how an organisation 

creates, delivers and captures value”

Who are the 
most important 
customers?

Who are we 
creating value 
for?

What value do 
we deliver?

What problems 
are we solving?

Which customer 
needs are we 
satisfying? How do we reach 

our customers?

What relationships 
do our customers 
want?

For what value are our customers really willing to pay? 
How are our customers currently paying? 
How would they prefer to pay? 

What key resources 
do our value 
propositions need?
What about 
Relationships & 
Channels

What key activities do 
our value propositions 
need?
What about Revenue 
streams, Channels & 
Relationships?

Who are our key 
partners?
Who are our key 
suppliers?
Which key 
resources are we 
acquiring from 
partners?
Which key 
activities do 
partners 
perform?

What are the most important costs in our business?
Which key resources are most expensive?
Which key activities are most expensive?
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Mass market
Niche market
Segmented
Diversified
Multi-sided platform

Characteristics:
• Newness
• Performance
• Customisation
• “Getting the job 

done”
• Design
• Brand/Status
• Price
• Cost reduction
• Risk reduction
• Accessibility
• Convenience 

/Usability

Channel Phases:
• Awareness
• Evaluation
• Purchase
• Delivery
• Aftersales

Examples:
• Personal assistance
• Dedicated personal 

service
• Self-service
• Automated Services
• Communities
• Co-creation

Types:
Asset sale, usage fee, Lending/Renting/Leasing, subscription fees, Licensing, 
Brokerage fees, Advertising
Fixed pricing: List price, Product feature dependent, Customer segment 
dependent, Volume dependent
Dynamic pricing: Negotiation (bargaining); Yield management; Real-time-
Market

• Physical
• Intellectual (brand 

patents, copyrights, 
data

• Human
• Financial

Categories:
• Production
• Problem Solving
• Platform/Network

Motivations for 
partnerships:
• Optimisation and 

economy
• Reduction of risk 

and uncertainty
• Acquisition of 

particular 
resources and 
activities

Is your business more:
• Cost Driven (leanest cost structure, low price value proposition, 

maximum automation, extensive outsourcing)
• Value Driven (focused on value creation, premium value proposition)
Sample characteristics:
Fixed costs (salaries, rent, utilities); Variable costs; Economies of scale; 
Economies of scope

Identifying a Market place
What is a customer?

What are their needs?

Who is going to pay for this?
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Who do you 
help?

Who are your 
customers?

Who are your 
users?

What is a customer?

“A customer is an individual or business that 
purchases another company's goods or services”

Ref: http://businessmodelalchemist.com/blog/2010/07/users-vs-customers.html
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Creating a customer profile
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© Strategyzer 2021
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Who are your customers?
What do they really want?
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Feature and benefits
BMC’s Value Proposition Template
Onlyness Test

Demonstrating value 
and impact

What 
problems are 
you solving?

What needs 
are you 
satisfying?
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Identify your 
Sweet Spot

What’s the difference between a feature 
and a benefit?

Features are defined as surface statements about your product, such as 
what it can do, its dimensions and specs and so on

Benefits, by definition, show the end result of what a product can actually 
accomplish for the end user

Ref: https://www.enchantingmarketing.com/features-and-benefits/

23

24



29/07/2021

13

Features?
• Material
• Colour
• Design
• 10cm high
• …

Benefit?
Having a handle so that you won’t 
burn yourself when drinking hot 
coffee (or tea)!

What is a value proposition?

“A value proposition refers to the value a company 
promises to deliver to customers should they choose

to buy their product or service”
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https://www.youtube.com/watch?v=ReM1uqmVfP0

)
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Your idea

Value Proposition:
We help  X  ('who’)   to  Y  ('do what') by offering  Z  ('benefit')

The Onlyness Test 
(Marty Neumeier)

Our 
OFFERING/BRAND

is the ONLY
CATEGORY

that BENEFIT

31

32



29/07/2021

17

Your idea

Value Proposition:
We help X (‘who') to Y (‘do what') by offering Z (‘benefit’)

or
The Onlyness Test:

Our (idea) is the ONLY (category) that (benefit)

What is your Value proposition?
What makes you stand out?

(The Onlyness Test)
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Comfort Break

Protecting your idea
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The best way to keep something 
confidential is not to disclose it in 

the first place
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A Non-Disclosure Agreement 
or NDA is a legal contract. 

It sets out how you share 
information or ideas in 
confidence. 

What is a Non-
Disclosure Agreement?

• What will the NDA cover? What type of 
information will it cover?

• The more specific, the more enforceable 
• Be realistic.  In some situations, the 

person you are talking to might need to 
share your information with others. 

• Think about how long the confidentiality 
should last. It’s common to see it limited 
to 3 or 5 years. 

39

40



29/07/2021

21

IIB contacts
IPcommercialisation@exeter.ac.uk

 How to arrange an NDA and key information on the different types 
depending on the parties involved: 
https://www.exeter.ac.uk/cgr/legalandcontracts/contracts/nondisclosurea
greements/

 If ideas with commercial potential have emerged as a result of your 
research you can register them with the IP and Commercialisation team 
via this secure online form. This will enable the University to help ensure 
the safety and commercial future of your work. 
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Establishing strategic 
partners

43

44



29/07/2021

23

Marketing agency

Possible 
Partner

Investors

Manufacturers

Stockists

Design 
agency

Banks

Financial advisors

Data 
providers

Technology 
experts

Logistics
Packaging

Supplier
Alliance

Partner
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Partnership choices

Business alliances are living 
systems, 
evolving progressively in 
their possibilities

Rosabeth Moss Kanter
Collaborative Advantage – The Art of 
Alliances
HBR, 1994

•They must yield benefits for both partners, that 
are more than just the deal. 

•Alliances that both partners ultimately deem 
successful involve collaboration (creating new 
value together) rather than 
mere exchange (getting something back for 
what you put in). 

•They cannot be “controlled” by formal systems 
but require a dense web of interpersonal 
connections and internal infrastructures that 
enhance learning.

Who are your potential partners?

47

48



29/07/2021

25

Creating and 
Communicating Impact

How do we reach 
our customers?
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Channel 
Touchpoints

• Raising awareness among customers about 
your products/services

• Helping customers evaluate your 
proposition

• Allowing customers to purchase your 
products/services

• Delivering value proposition

• Providing post-purchase customer support 
(after-sales)

What relationships 
do our customers 
want?
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Customer 
relationships

Personal Assistance
Dedicated Personal Service
Self-service
Automated Service
Communities
Co-creation

53

54



29/07/2021

28

What channels and relationships are 
you likely to have?

How will you have impact?

So is it a problem worth solving?
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What we’ve 
covered today

How to:
• Identify a marketplace for your research
• Demonstrate that it has value and impact
• Protect your idea
• Establish strategic partners
• Create and communicate impact

Other useful 
links

Strategyzer

Business Model Canvas guidance and downloadable templates

 https://www.strategyzer.com/

Business Model Canvas explained:

 https://www.youtube.com/watch?v=QoAOzMTLP5s

Value Proposition Canvas guidance:

 https://www.youtube.com/watch?v=ReM1uqmVfP0
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Know-how: 
• Consultancy – IIB
• Contract research – IIB contracting & Research Services costing
• KTPs (Innovate UK and industry partner funded) - IIB

Patent / copyright: 
• Licensing – IIB

Know-how / patent / copyright - Venture creation
• Spin-out / student start-up companies – IIB / SETsquared

Commercialisation routes

IIB commercialisation support

 Early, informal input – iterative & bespoke journey, for all routes!

 Internal advice – e.g. IIB team, EiRs, academic company founders

 External advice – e.g. industry collaborators, IIB associates

 Market research – ERP, ICURe, IN-PART, IIB associates

 Internal funding – IAAs, IIB Open Innovation, CMH commercial fund

 Enterprise Fellowships – e.g. Royal Society, STFC & BBSRC

 SETsquared programmes – e.g. iKEEP, student start ups, EP, Scale Up
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IIB contacts
IPcommercialisation@exeter.ac.uk

Neil Hayes – IIB Assistant Director, Head of Enterprise and Innovation Programmes -
which includes Research Commercialisation (physical sciences & engineering) 
n.w.hayes@exeter.ac.uk

Tori Hammond – Research Commercialisation Manager (health & life sciences)
v.hammond@exeter.ac.uk

Jim Williams - Research Commercialisation Manager (renewables and clean tech)
j.m.williams@exeter.ac.uk

Patrick Frake – Enterprise & Innovation Programmes Manager (social sciences & humanities)
p.frake@exeter.ac.uk
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