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How to:

e |dentify a marketplace for your research
Our aims for e Demonstrate that it has value and impact
today e Protect your idea

e Establish strategic partners
e Create and communicate impact
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Agenda

09.00-09.15 Welcome and Introductions

09.15 - 09.45 Identifying a marketplace for your research
09.45-10.15 Demonstrating value and impact
10.15-10.30 Comfort Break

10.30-10.45 Protecting your idea

10.45-11.15 Establishing strategic partners
11.15-11.45 Creating and communicating Impact
11.45-12.00 Next steps

Please know all timings are approximate and will flex to suit the conversation
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Who are you?
What is your research/what is your idea?

Why does it matter?
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Introducing the
Business Model Canvas




“A business model describes the rationale of
how an organisation
creates, delivers and captures value”
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What are the most important costs in our business?
Which key resources are most expensive?
Which key activities are most expensive?

How would they prefer to pay?

Key Partners Key Activities Value Propositions Customer Customer Segments
hat k s Relationships
Who are our key What key act|V|t|§§ do wh e d wh )
partners? our value propositions at \{a ui o What relationships o gret e
Who are our key need? we deliver? do our customers most |mpo?rtant
suppliers? What about Revenue want? customers?
; streams, Channels & What problems
Which key i ips? are we solving?
resources are we Relationships? 8!
acquiring from Who are we
partners? Key Resources Which customer Channels creating value
. needs are we for?
Which key What key resources satisfying?
activities do do our value ! How do we reach
partners propositions need? our customers?
perform? What about
Relationships &
Channels
Cost Structure Revenue Streams

For what value are our customers really willing to pay?
How are our customers currently paying?
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Key Partners

Motivations for

Key Activities

Categories:
¢ Production

Value Propositions Customer
Relationships
Characteristics: Examples:

Customer Segments

Mass market

partnerships: « Problem Solvin * Newness * Personal assistance Niche market
¢ Optimisation and . Platf N 8 « * Performance « Dedicated personal
economy atform/Networ * Customisation service Sggme.n'ted
*  Reduction of risk * “Getting the job * Self-service Dlver.5|f.|ed
and uncertainty done” * Automated Services Multi-sided platform
¢ Acquisition of * Design * Communities
particular * Brand/Status i
resources and Key Resources * Price ) Channels
activities * Cost reduction
* Physical * Risk reduction Channel Phases:
* Intellectual (brand * Accessibility « Awareness
patents, copyrights, + Convenience  Evaluation
data /Usability « Purchase
* Human « Delivery
* Financial « Aftersales
Cost Structure Revenue Streams
Is your business more: Types:

*  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

Brokerage fees, Advertising
dependent, Volume dependent

Market

Asset sale, usage fee, Lending/Renting/Leasing, subscription fees, Licensing,
Fixed pricing: List price, Product feature dependent, Customer segment

Dynamic pricing: Negotiation (bargaining); Yield management; Real-time-
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|dentifying a Market place

What is a customer?

What are their needs?

Who is going to pay for this?

South
West
Growth
Service

12



29/07/2021

Key Partners

Key Activities

Key Resources

Value Propositions

Customer
Relationships

Channels

Cost Structure

Revenue Streams
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Ref: http://businessmodelalchemist.com/blog/2010/07/users-vs-customers.html

“A customer is an individual or business that
purchases another company's goods or services”
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global social net invite faq logout

quicksearch [EY | SN [ edit ]

Account Info:

Name:

Member Since: February 9, 2004
Last Update: January 19, 2005
Basic Info:
Email:
Status: Student
Sex: Male
Year:
Concentration:

Residence:
Phone:

Birthday:

Home State:
High School:
Extended Info:
Screenname:
Looking For:

Interested In:
Relationship Status:
Political Views:
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Creating a customer profile
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TRARG=T AUIJIESENCE

Wealthy and trendy early adopters,
» Successful professionals/entrepreneurs,
Upper middle class city-dwellers,

®* Tech-savvy and green-friendly
(eco-hipsters)

"For that target audience (wealthy and tech-savvy
niche group), the more exclusive, the more
expensive, the more exotic, the better,"

Phil Gott, senior director of long range planning
for IHS Automotive.

ii1-28
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P=RsoNA:

Mark, 27 years old, lives in the Silicon Valley, where
created his own stc p when he was just 21.
He makes a bunch of money with his Tech business,
loves fuxury brands, he buys products by its
performance and design and is constantly attentive
to the new launchings in the tech area and is al
the first person in his group buying the cutting-e

products. He is also concerned
healthy life and being green.

South
West
Growth
Service

20

10



29/07/2021

Demonstrating value

and impact

Feature and benefits
BMC'’s Value Proposition Template

Onlyness Test
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Key Partners Key Activities Value Propositions Customer Customer Segments
Relationships
What
problems are
you solving?
Key Resources Channels
4 What needs
are you
satisfying?
Cost Structure Revenue Streams
22
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Where

. What you
Competitors

Identify your Eall do Best

Sweet Spot

What Customers
Want
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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

South

West

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

24
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Features?

* Material
Colour

¢ Design

* 10cm high

Benefit?

Having a handle so that you won't
burn yourself when drinking hot
coffee (or tea)!
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“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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The Value Proposition Canvas

ERE

Customer Segment

4

Customer

Value Proposition
k Galngeators
—
I
(Y)
Products 1]
& Services
lim >
7
o
\ Pain Religvers

Copyrght umress wodel Fxrdny Ao

§ Job(s)

=

https://www.youtube.com/watch?v=ReM1ugmVfP0 @ 5‘"‘,5?3,!55:
27
Gain Creators
Products and Customer Job(s)
Pain Relievers
28
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CustomerJob(s)

© Strategyzer 2020

Gain Creators

Products and
Services

Pain Relievers

30
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Your idea

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

31

Our
OFFERING/BRAND

The Onlyness Test \/ is the ONLY
(Marty Neumeier) CATEGORY
that BENEFIT

32
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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)

33

34
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Comfort Break

35

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

38
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A Non-Disclosure Agreement
or NDA is a legal contract.

What is a Non-

Disclosure Agreement? It sets out how you share
information or ideas in
confidence.
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* 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.
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Automatic protection

Type of Examples of intellectual property ® o'l'o'-
L] Ld
protection w *

Copyright Writing and literary works, art, photography, films, TV, music, web content, sound
recordings
a by
Design right Shapes of objects ‘ % |nte||eCtLIa| Property Ofﬂce

Protection you have to apply for

Type of Examples of intellectual property Time to allow for
protection application
Trade marks Product names, logos, jingles 4 months
Registered Appearance of a product including, shape, packaging, 1month

designs patterns, colours, decoration

Patents Inventions and products, eg machines and machine parts,  Around 5 years

tools, medicines
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INNOVATION
IMPACT AND
BUSINESS

. How to arrange an NDA and key information on the different types
depending on the parties involved:

. Ifideas with commercial potential have emerged as a result of your
research you can register them with the IP and Commercialisation team
. This will enable the University to help ensure
the safety and commercial future of your work.

Drive Impact - Connect Partners - Create Opportunities - Generate Value www.exeter.ac.uk/iib
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Establishing strategic

partners
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Key Partners Key Activities Value Propositions Customer
Relationships

Key Resources Channels

Customer Segments

Cost Structure Revenue Streams

44
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) Logistics
Packaging

Investors

Manufacturers

\

Design

aency \\

Banks

Financial advisors /

Marketing agency

Data
providers

Stockists

Technology

South
experts u Cronth
Service
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4

Partner
Alliance

Supplier
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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.
South
u g
Growth
Service
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Creating and

Communicating Impact
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Key Partners Key Activities Value Propositions Customer
Relationships

Key Resources Channels

How do we reach
our customers?

Customer Segments

Cost Structure Revenue Streams

50
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* Raising awareness among customers about
your products/services

Channel « Helping customers evaluate your
Touchpoints

proposition

« Allowing customers to purchase your
products/services

* Delivering value proposition

* Providing post-purchase customer support
(after-sales)
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Key Partners Key Activities Value Propositions Customer Customer Segments
Relationships

What relationships
do our customers
want?

Key Resources Channels

Cost Structure Revenue Streams

52
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*Personal Assistance
*Dedicated Personal Service

Customer
relationships

*Self-service
*Automated Service
Communities
*Co-creation
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STARBUCKS IDEA ™

Idea.com

CELEBRATING 5 YEARS OF INSPIRING IDEAS THAT HAVE MADE US BETTER

Mare than 5 \ o 2 ,000,000
I vetes have been cast on
150,000 = Vo Staroucks s more
ideas submitted over ) thian the last mayoral
the past five years elaction in Chicage
2l o —
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F\‘MW\H'.\II\» cigated dufing
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Idea #202
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Idea #34

Idea #1268 -
Happy Hour »

CakePop: 79
More than

5,800,000 -
cake pop treats enjoyed [ 3

each yoar, with Prica
baing th moxt popular day

Merw you ein just rell
down your window an

vl
your favorite cup of coffen

iise your phone 1o ooy

25 28 64 70 73

Mare is happening every day, 17 ideas launched so far this year] Keep the ideas coming.
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How to:

e |dentify a marketplace for your research
Demonstrate that it has value and impact
Protect your idea

What we’ve
covered today

Establish strategic partners
Create and communicate impact
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Strategyzer
Business Model Canvas guidance and downloadable templates

* https://www.strategyzer.com/

Other useful Business Model Canvas explained:
links * https://www.youtube.com/watch?v=QoAOzMTLP5s

Value Proposition Canvas guidance:

* https://www.youtube.com/watch?v=ReM1ugmV{P0O
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INNOVATION
IMPACT AND

BUSINESS

Know-how:
* Consultancy —1IB
* Contract research —1IB contracting & Research Services costing
* KTPs -11B

Patent / copyright:
e Licensing —IIB

Know-how / patent / copyright
* Spin-out / student start-up companies — 1B / SETsquared

Drive Impact - Connect Partners - Create Opportunities - Generate Value www.exeter.ac.uk/iib

INNOVATION
IMPACT AND
BUSINESS

Early, informal — iterative & bespoke journey, for all routes!
Internal —e.g. lIB team, EiRs, academic company founders
External — e.g. industry collaborators, 1I1B associates

— ERP, ICURe, IN-PART, IIB associates
Internal —1AAs, IIB Open Innovation, CMH commercial fund
Enterprise —e.g. Royal Society, STFC & BBSRC

programmes — e.g. iIKEEP, student start ups, EP, Scale Up

Drive Impact - Connect Partners - Create Opportunities - Generate Value www.exeter.ac.uk/iib
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ININI@)NRI®JIN
IMPACT AND

BUSINESS

Neil Hayes — IIB Assistant Director, Head of Enterprise and Innovation Programmes -
which includes Research Commercialisation

Tori Hammond — Research Commercialisation Manager

Jim Williams - Research Commercialisation Manager

Patrick Frake — Enterprise & Innovation Programmes Manager

Drive Impact - Connect Partners - Create Opportunities - Generate Value www.exeter.ac.uk/iib
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