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INTRODUCTIONS 

•  7 Years - President & Founder of WKI 
 - wendykennedy.com inc. 

•  Author of So what? who cares? why you? – 

Commercialization Toolkit 

------------------------ 

•  16 years – Marketing Executive – 6 Startups – VP of 
Marketing, Product Management, Channels, Product 

Marketing,….. 

 

•  12 Years – Professor of Marketing – Technology Marketing, 

B2B, B2C, Marketing Strategy, International Business,….. 
 





WHAT DO MARKETING & COMMERCIALIZATION 

HAVE IN COMMON? 



Commercialization is about 

discovering and communicating 

the business value of an 

innovation. 



AGENDA –  

1.   Taking Stock – Are You a “Spaghetti Marketer”? 

 

2.   The Marketing Roadmap 

1.  What Customers to Serve? 

2.  What Products to Offer? 

3.  What Message to Send? 

4.  What Vehicles to Deploy? 



ARE YOU A SPAGHETTI MARKETER? 





  FaceBook   

  

Twitter    

 Newsletter 

 Web Sites 

 Linked In 

Events    

Seminars 

 Webinars 
 iPad Apps 

 Showcases 

 Speaking 

 Email/CRM 

PR/Media 

Case Studies 

  Podcasts 

 Internet TV 

Blog 

YouTube 

Infographics    

Brochures-2

pagers 

 Apps 



SPAGHETTI MARKETING IS…. 

  Time Consuming 

  Costly 

  Frustrating 

  Expensive 

  Dangerous 

  And….A Liability to 

Your Office 

 5 Common Mistakes to Avoid 
1. Sprinkling 

2. Following the Pack 

3. Flavor of the Month 

4.  It’s “Free”… 

5. Arm’s Length Marketing 





WHAT’S YOUR SUCCESS METRIC? 

•  What are you trying to achieve? What’s the goal line? 

 - more CRADAs? 

 - more licensees? 

 - reach new types of customers? 

 - increase disclosures from more staff? 

 - deeper relationships with existing partners?  

 - Attract a new industry sector? 

 

•  What’s the main metric you want to move? 

 

What’s on the back 
of your envelop? 



YOUR MARKETING ROADMAP 

 – A 4 POINT DIAGNOSTIC 

Strategic 
Marketing 

#1 – What 
Customers 
to Serve? 

#2 What 
Products 
to Offer? 

#3 - What 
Message 
to Send? 

#4 –What 
Vehicles to 

Deploy? 





WHO IS YOUR CUSTOMER? 

•  Customers = people/organizations that: 

•  Pay you money – i.e. Royalties, CRADA, Co-

Development, etc. 

•    Ask yourself – who do you create value for?  

•    Customers are how you achieve your metric  

•  How well do you know your customers, really? 

•  What problem(s) can you solve for them? 

•  Customer Focus is Key 

•   Do you know who your customer is?  And is NOT? 

•  Clarity/Commitment 





Restaurants Consumer 

Food Processing 
Plants Food Producers 

Animal Care 

TOOL:  MARKET FISHBONE 

WHO CAN YOU SOLVE A PROBLEM FOR?VIRL 

DIAGNOSTIC TESTING 

Unique Assets 
1.  Xxx 

2.  Xxx 

3.  xxx 



IDENTIFY THE TARGET CUSTOMERS 

Unique Assets 
 
1.   multi-media projection 

capability – video and static 
2.   display projection of up to 9 

square feet 
3.  solar power storage device – 

extends battery life by 35%. 

Hospital 
Admin 

Health 
Care 

Public Safety 

Education 

Developing 
Countries 

Broadcast 
Video 

Samsung 

Gaming 
Field Service 
Updates 

Mobile 
Clinics 

Surveyors 

Emergency 
Response 

Police 
Surveillance 

Handset  
Manufacturers 

Home Care 
Providers 

Paramedics 

Remote 
Learning 

Fire Security 

Remote 
Diagnosis 

Social 
networking 

RIM 

Entertainment 

HTC 

Nokia 



CHECKLIST – 10 QUESTIONS TO PROFILE YOUR 

CUSTOMER 





WHAT PRODUCTS SHOULD WE OFFER? 

Take a different sheet of paper…. 
draw 3 big circles across the page … 

 

 
 

Product 

Testing/

Verification   

Services 

(Research, 

Prototyping, 

etc.) 

“Products” 

License  

IP 

1.   What products do you offer today? 
2.   Audit your current mix of services, product offerings 

3.  Now look package together/bundle into an offering – 

what do your target customers need vs. what you have. 



PRODUCT STRATEGY 

•  What is the “whole” product the customer wants from you – 
ASK THEM 

•  Package into solution bundles – both physical IP and 

services 

•  Brand your bundles – names, colors, marks to create an 

identity for them 





SANDIA NATIONAL LABS 



B U I L D  A  “ M A P ”  –   

M E S S AG I N G ,   

AU D I E N C E ,  A N D   

P R O M I S E  





MESSAGE – COMMIT TO YOUR 3 WORDS…. 

Commit to 3 words that convey your value and promise to target customers 

Responsive Proven Qualified 



MESSAGING FRAMEWORK 

Word #1 – 
Qualified 

Word # 2 – 
Proven 

Word #3 - 
Responsive 

Proof points – rule 
of thumb is 3-5 

strong points. 

-  Unique 
Capabilities 

-  Profile domain 
experts 

Years of 
experience of staff 

Proven to deliver? 

-  Time to 
delivery? 

-  As defined by 
the customer. 

Customer 
Testimonials 

Evidence to 
Support Claims 

(third party) 

-  Certification 
bodies?  

-  Specialized 
Equipment? 

- Third party 
validation  

- Include the metric  

…. 
Tip – Get Your Team Engaged to  

Find Proof Points to Support Your 3 Words 





  FaceBook   

  

Twitter    

 Newsletter 

 Web Sites 

 Linked In 

Events    

Seminars 

 Webinars 
 iPad Apps 

 Showcases 

 Speaking 

 Email/CRM 

PR/Media 

Case Studies 

  Podcasts 

 Internet TV 

Blog 

YouTube 

Infographics    

Brochures-2

pagers 



TECHNIQUE - WHAT BIG BUSES ARE YOU DRIVING? 
WEAVE YOUR MESSAGING INTO YOUR BUSES 



The Fuel that Makes Marketing Hummmm…. 

A Quality Contacts Database 

…CRM 





MY OBSERVATIONS – 

•  Hard to find where to go “to do 
business” 

• “Visitor Information”, “Technology 
Innovation”….??? 

•  Web sites focus on “what you do” 

•  LOTS and LOTS of Text  

•  Language is written mostly for 
“subject matter expert” 

•  More is Less 

•  Few mention their ‘customers’ 

•  Contact Us…info@XXX.com 



WALK IN YOUR CUSTOMER’S SHOES…. 





LITTLE ISSUES…BIG IMPACT 

Error 404 – Page Not Found! 



LITTLE THINGS…BIG IMPACT 



CLEAR AND CONCISE 



SHOWCASE YOUR “PRODUCTS” 



Make it easy for people 
to find information 

MAKE IT EASY 



SUCCESS STORIES 

Success story is  
short and 

to the point 



CREATIVE MARKETING 



1.   Fine Tune Your Web Site 

2.   Co-market with Associations/
networks/clusters  
 Volunteer - Committees 
 Success Stories 
 Breakfasts 
 Joint Webinars 

3.   Get Your Target Customers 
Involved 
 Create An Advisory Board 

4.   Host An Event at Your Office 

5.   Be A Speaker 
 

6.   Profile Your People 
 

7.   Invest in Relationships 
 

8.   Produce Regular Content 

 

LOW COST, HIGH VALUE MARKETING TOOLS 

Marketing doesn't have to cost a lot to have a big impact. 
 



TEN RULES OF MARKETING 

1.  Back of the Envelop Metrics  

2.  Walk in your Customer’s Shoes 

3.  Know who IS NOT your Customer 

4.  Develop a “Product/Solution” Focus 

5.  Bold Strokes 

6.  Fuel Your Office with a CRM System  

7.   The Big Bus Mentality 

8.  3 Words = Pillars of your Messaging 

9.  A 90 Day Horizon for Programs 

10.   Be Different 

 



QUESTIONS?  



THANK YOU FOR JOINING IN! 

 

ACCESS TEMPLATES HERE: 

 

HTTP://WWW.WENDYKENNEDY.COM/INDEX.PHP/FLC/  

 

 
COPY OF PRESENTATION SLIDES AT ABOVE LINK 

 

 

CONTACT INFO:  

WENDY@WENDYKENNEDY.COM 

613-851-6621 


