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Who We a.8; ."','.";'~;"

• An intellectualpropf!rty (IJ-l) (;gnsulti l1g firm that
assists companiesil1 lhE!development and
execution of IP ~trl:ltegies ."" .

.. Founded in August 1998 by John Cronin, based on
his experience lea~inSJ IBM's effgrt to drive .' .
production and manage the development of P

• 30+ professionals, who come from business \
strategy, legal, and R&D backgrounds, ipCG is the
world's largest IP strategy cOl1sulting group.

IFor more information: www.ipcg.com I
~~Wi1.~lji!i-tinfonnollon. 2
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ipCapital Group' \.,,_
WhatW. a,;

" Proprietary, "best of class" IP strategies,
methodologies and processes that enable clients to
use IP to:
.• Create sustainable competitive advantages through improved

margins .and lovver .costs
• Perform enhanced due diligence and competitive intelligence
• CaptUre and manage IP and protect it from competitors

• Build, utilize, and convert IP into profit
• Apply systematic "intelligence" processes to accelerate

innovatiolland illvention

~-

PIERCE IJlI LAW
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IFor more information: WWW.ipcg.coml

{il'dII1JJ.~~~~I~I\itOlIl*lon. 3
• ip~apital Group, .Inc.
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What We DOl

<I) .!!1vent new technology in line with business
Qmectives
" Review patents to ensure paths around va uable IP

are identified and blocked

• P.t1ckag~IPac:lYQntt1ge and increase IP
commercialization opportunities

For m<>re information:www.ipcg.com

J~~:; ·'~:;'~.;:~:;?:I~.ij~~i:ffi~l~.
4 • ippapitaLGroup, Inc.
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What We Wil'l ei

• What is Intellectual Property? IP101
• IP Management Challenges
• IP Management Process

• Using IP to Drive Product Development
• Value Chain4n~lys'$. .
• Purchase Chain Analysis

• Acme Example·

• Next Steps:
• A Model for Valuing your IP
• A Process for Finding· Partners/Customers

..;~r:)~.~' ~.;~~~!~:":~::;::~~~_~~i~:.~' ~::~;r~~;~I.~riOt~1_hfq~i;i-;~" •
ipCapital Group, Inc.
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What is IP? It is a'd":"'"

-Asset:
.Anything owned, whether in possession or by

right to take possession, by a person or,a group
acting together, e.g. a. c0rTlpany, the valWe of
which can be expresseq in monetary te~ms .

• Intellectual property:
• Property from original thoug~tprotected by

law: original creative work manifested in a
tangible form that can be legally protected, for
example, by a patent, trademark, or copyright.

I Every businesS has some formoflP I I

;\~~"';;'l"'__.'iij;'iIiIii'!.dPi'lrpitel' '1~lllIl. . . 7 .·i~~apita.1Group, In~.
~*'8::, _ _. ," _·.~~m~;fi12" . .'•.•fi,.,.~:0"·~_c.';"'\~/""'~-":"·_;·:';":-:'-'''' "', fi!!¥-.,,,,,. - -
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What does IP 10

• IP may take a single or
multiple f()rm(s)

• IP "forms" may be may used ..
for identification of your work
and to protect your work

• IP may be used to identify
your work through
copyrights, trademark and
domain names, etC.

• IP may be used to protect
your work through patents,
trade secrets, etc.

The methods used to identify and protect IP assets are driven by the
business strategy and asset management objectives.

~~ft~~h+~.J,~'~iiifortnallon. •
•...• ••. ip(p.• apitalGroup,Inc.

8 . .
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Which IP form(s) do Y'.II~)j=c.

Breakthrough Areas Require more "Exclll$i'

•. Breakthrou9.!l areas tend
towarraht more patents
and fewer publications

• File Provisionals on less
important business
areas
• "Hedge your bet"

• Always protect some
Trade Secrets
• Alliance I Vendor ·Use
• .Employee Contracts

A unique product or service may benefit from this approach!

.... '.... .. •ij,'" '·"·"'"''''>'A~''';'''';'<'f'<''<''' ,~"N"""""'I' ".' , ","" """, ,."".'., .,' , •• .', ... ' •,~~,~~~"'iioii~PrOpll~liiYl!\l¢holIOn. 9 IPCfaplfal Group, Inc.



Which IP form(s) do Y.~ ..~",
Improvement Areas Require more "ConttQl."':

., Unique knowledge that
creates an advantage may
be "locked-up" as trade
secrets

• Controlled Information =
Strategic Publications
., Ensure freedom of Action

• Use trademarks and
copyrights for additional
protection
• Make products hardto copy>

PIERCE I1lJ LAW
!'f>.....O;:":L!.l.: J>H:"Cl' :."'W ,~r.'·"rT;'"

An unconventional, high risk opportunity may benefit from this
approach!

'l:~; ':::~; 'Ii';"':' ,j", .•~:*,!l!tj~tiJIi~J~'fJ:liii~etlll'Ytnlormollon,
.

10
• ipCapitaIGroup,lnc.
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Identification solutions may be aplRie

(\

• Strengthen your brCil"lcj
and thought leCidership
position

• Identify you~i",,()r~<
through copyrights,
trademark and domain
names

• Use IP protected in this
way with other IP to
create IP portfolios

The consistent use of trademarks and copyrights will strengthen your
brand, document your work and provide an additional layer of protection.

• jf_i.I~~t;.~~~~.ihtOrmillon. 11
•• ip~apitalgroup, Inc.
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r·f>. .... ~"J-:1..I:'-I l'lr;n<::t' I,AV,' C~"'T'r:", Create an IP Portfj~i

.. :'-"::~'~?!~W:ti

Effective Asset Mana.I,;
:._.' ';iL~i~:":E2~l§fU:,

An IP portfolio is a valuable asset when it is designed and built to
support business goals and strategy

__jjji"""'~~_"'"""''''':'' ,',f" . ." ipCapitalG I, "'~?:"!"!:\''1l!\!!~'!'ill!':'!"1~J't<>P~~II!!1,i~'''ilillt'';; 12 I' roup, nco
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The Knowledge chi'

• IP Management seen as an administrative task
• Many see invention as an "art"
• Most do not know what IP

they have
• Abstract concepts

• Leverage Human Capital .
elP Landscape
e Value Chain
• Directed Invention
• ROlon Ideas?????

~~~_il~ii_~ii!_.ff~~::',nf~i-on; •
<. ipp..·.:apitaIGtoup,Inc.
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The Time Chart"';;;

<8 Loss of hurnah = loss of intellectual capita
<8 Protection athi~h speedl

• 18 savvy firms

• Corporate process - Inte~rate IP
, ·.·Change management

• Lack of trust
• Running before walking

• Patent process
. • 2 years to issue

~~2~·::::~~ •.:,;;;·~:; .:'::i:::~:~:~:'·~:~~;~~~:~:;:,:,t:_~t ~:~:>,:;L';~~~_~I~~~ ...~:'~lon. •...iPG.• apitalGroup, Inc.
15 ' . "
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The Execution C'Il?

.. Changes to IPlaws and issues
• Business Process Inventions
• IPfor the "Process of Innovation"

• Inte.grationintoproduction
• Economic downturn

.18 Costs

• Measures andmetrics
• Extracting valUe from an

existing ·portfolib
,

• $$ From IP - Licensing

PIERCE mLAW
'·';>. .... N-',Ln... -,-",ne[; 1.A.....' e"_~rTr::I,

'. -;'::-;_·.. ,_:.····'·-::·::,:-::~.:::::<'i::'·;:· .. ,,>',,' -, .

~~_J1l~~~ll;~~,j$~\ntomlolIOl1. •
. . ip€apital Group, Inc.
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IP Management _'~'.

• Capture what you have
.Inventory and evaluate

tlCreate a map of the IP space (Ian.dscape)
.Analyze your IP position within the landscape

-Identify IP opportunities through value
chain analysis

• Develop an IP Strategy

~ji.i';'iJ/'~.,:_~~'~;~;;~:';/'~';"':..~ ':i{:'~1" .~...",~:.:;;:~ ;;,;'~~:':~~::":;,,;:~R;~i_tl'i~~rl~ii1jhJom;m.lon~ •
/ , ip@..'apital)Oroup,Inc.

18 .' ,
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Inventory ALL Inventions and Relat ,

Know what you have

• Inventories (we call this an ipScan®) may find inventionS not
previously identified
_Mostvaluableinventions are overlooked or dismissed

,. Make informed business decisions in line with the overall business,
market, and value strategy for the company

,. Understand a.II Intellectua.l Property (IP) and Intellectual Capital (lC)
to make the·best decisions -

• Tailor your Innovations by capturing existing
IP and IC in a comprehensive and organized
manner to

:\.~~~if~~~~Iirj¥'1ciPrOprlOi""fi1tOolitllllon. 19
• iPqapital Group, Inc.



PIERCE IJlI LAW
n .....Nl<l.• N "II,nel: : ........... '::l;1iTl:l.,

What is an Invert

• Systematic evaluation to find inventions already iryvented
• .AU stages of work

• Research
,. Design or Development
• Integration of manufacturing process
• Newpr6jecfdefinitions
• Key technology problems
eOther...

• Systematic identification of current work (Ie) that could be an
invention if modified .

I A scan is much more than a list of patents! I

~~'t_,li!ll1!'i,~~~~ldOhl~.'indFtop~'t!rilld"i''''lon; 20
• ip9apital GrgUB,Inc.
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Why InventorY';,

• Most don't know What invention is!

• Most don't know that powerful inventions are simple, non­
breakthrough ideas

• Most jUdge their ovvn work as obviousness·

• Most reject their ovvn personal novelty
• 95% reaction to novelty = negative

• Most don't consider non "worked through" (useful) ideas as
important .
• Remember patents are novel, useful, non-obvious.

IMany valuable inventions are overlooked or dismissed! I

,;1f. ~_i~~~~~rletery Jn1oima1lon; 21
• ip9apital Group, Tile.
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Benefits of an Inti!

• Captures your IP and IC in a comprehensive. and or9anized manner that
allows you to view, discuss, analyze and enhance your lAM potential

• Creates the means for you to make informed business decisions in line
with the overall business, market, and value strategy of the 'company

• Comprehensively identifies and captures your potentially patent-able,
publishable or trade secret inventions

• Catalogs all of your existinglP and IC
• Provides a high level analysis ofthe characteristics of your invention

space
• Provides fact-based recommendations to strengthen your IP position
• Improves commUfJication betwElen your technical, business and legal

teams to better align IP and business objectives
• Provides inputs resulting in higher quality patents

t~~~~.1'{~~~\I:~f~~~i~j~_aPooprletorY'nformat'on. 22
• ipCapital Group, Inc.
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·Create a Map of the'
(ipLandscape@) ..

• Visualize the technologies and products/services within your
business areas

• Build the foundation to determine if your IP/IC supports the business
strategy.

PIERCE ~ LAW
,R.... NKL.nJ \olr:".CI: .o....w '.:F.riTI.;J./

• Tailor your Innovation by demonstrating the technologies,
products/servicesand IP/IC that support your innovation process

Select the Path to Claim
Your Territory

~Jt9r_i9~F~~i#!~jnti!Pi-e,priet~1rit~,on. 23
• ipqapital Group, Inc.
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Analyze your posl'tlij~~,~"e",'

the ipLandsc••,:;
_____.U.s.e.ipAnalgicsSM as thelne.f .

• Identify your competitors IP in the contexfbfyour map

• Assess competitors', customers', and/or suppli~rs'

relevant IP i

• Focus your Innovation to avoid landing on competitors' IP

Avoid Reinvention or Suits
Identify areas of Opportunity

dR.~\~~~~~~~·iI\~)~lO)i(n1_'on. •!. '. ipC..• apital Group, Inc.
24 . . .••.
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ipLandscape@ and ipAna11~

Benefits

• Allows you to visualize the technologies and products/s~rvices within
your business topic areas and begin to understand wheth~r or not
your current IP truly supports your future business strategy

• Provides a framework for conducting competitive analysis and
developing an IP Strategy

• Provides a productltechnology matrix that defines your market space
.• When overlaid with inventory data, becomes a powerful tool to

quickly understand the competitive landscape vis-a-vis your current
and potentiallP

• Ensures that the business leadership and the technologist have
worked through all of the potential technologies used to produce your
products/services

~~~~~~_"'~.~iI!!~x.ndPJo.s~~~ni_lon. 25
ipCapital Group, Inc.
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An ipStrategyCM'\

• Helps you understand and strengthen your IP position vis-a­
vis the competition

• Affordsthe opportunity to align your IP strategy with the
business strategy

'.,. ";. ,,- .", .. ""

., Utilize IP to gain a sustainable competitive advantage

Mfjp Your Territory with IP as
the Compass

,ttl1!~j~~,,~i;!Ii~1i~~llild.Pi6pri0i~lntOl'lllllllon.
i ..

('

• ipCapital Group, Inc.
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Vision
Mission

Goals

IP and the Business Envirt'
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PIERCE mLAW
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Vision + Connection = IP Execution

•".~,.~~~~~~l'i!lf,~iiilill,;;ndPropri"1lI11nfonnollon. 27
• ip<{apitaFGroup, Inc.
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Why Develop an IP SIr;'

• IP can be a powerful business assefto:
• Capitalize on your investmen! inflesearcr and Development
• Guide IP investment and cOrTlmercialization' activities
,. Protect and sustain competitive business advantages

• But without anIP strategy you .risk:
• Losing potential commercial opportunities
,. Squandering your IP investment
,. Losing competitive advantages and freedom of action
• Being precluded from key markets and best practices

If you have no strategy,investing in IP make;; little
. business sense and may actually weaken your

competitive position

~,••,~~IioO'!i,.~~.n1ill':iiiIi:P;.;p""lIIVlnI~lon. ~.
28

• ipGapital Group, Inc.
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ipStrategy Devel'G'
PIERCE i1lI LAW
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*MIR = Market Intelligence Report

ii;1'~~~III~'%~1~(~~~~Proprioj~.M~lon. 29
• ipqapital Group,Inc.
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ipStrategy Devel'd::\~

. Inlfl3fltinln Statements wI
Tactics

:'*l

:tI'

~l;

?
Invention Statemenls wlo /V

an existing invention
record (i.e. areas for IP

development)

[_~'l~'~~Ofii!llt8IYlnformotlon. 30
• ipyapital Group, Inc.
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ipstl'ategy Vaia,~

/l

• Becomes IP Demand Statement = Execution List
• Organized Document - Updated Quarterly
• Measurable - Check-Lists, Owners
.. Directs whereto get, fit inven~ions
.. Each Invantibnhas<a home .
• Each Invention has an Action

• Patent, Publish, Trade Secret

• Defines use for Actions
• Enforce, .Document, Story value etc

.. Accounts for Use of Existing IP
• License, Donate

~~.!!k~~"~r~~'liiOhtl"'iiiict~;j.,iIry'nfonnat'on. 31
• ipGapital Group, Inc.
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Summa.ry

<ttCapturelP
.loyentorY,Map and Position IP

<eldentify IP opportunities through value
chain·· analysis

<It Create IP strategy that is aligned with
business objectives and capabilities

~~'~ .1li~~~~~~~~~:'OprIOt~lnfom1atJon. •
. '. ip<BapitalGroup, Inc.
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The Value & Purchase

• Value Chain
" A high-level model of how businesses receive raw materials as input,

add value to the raw materials through various processes, and sell
finished products to customers. The goal is to deliver maximum value
for the least possible total cost.

• Purchase Chain
" A high level l11o.del of how i~dividualsandcommercial customers

purchase, retain, recommend and repurchase products or services.
The goal is to identify and address all aspect of the purchase process to
ensure customer needs and requirements are met, as well your

. retention objectives.

Value & purchase chains are effective tools for looking at your
IP opportunities

~t<~~~';l~~.I~'ii;pf';"ri..orylnlormollon. 34
• ipCapital Group, Inc.
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PIERCE WLAW
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Competitors

I Titanium Wire I
\~~~_~!.·f:!ItlJiJ~~'~ldo"I~#!!,~",ili';ijlll-'on, 35
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Value Chain An;).llt~
Benefits .·,'··'."h"·i11',,,·')

<8 Links and com IIILlnicates tHe value oflPto
business goals andstralegy, revenue and
markets to:
• Generate revenue and value
., Focus effort in high value "I.ink~"

• Id application space for new products and services
• Create competitive advantage
• Commercialize IP

• License,JV, Partnership, Cross license

• Guide IP investment
• EstablishlPmetrics

, ,",'

\i:~l~"\~l.iil~_l!;~'!!'d:t~ldOllifi!l\ijndPlilpJl.i,.y In/_Ion.

.•
•
' .·ipcapitalGrou.p, Inc.
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Purchase Chain Art

Commercia!,

Manufacturing

Mold
Development ...... U.sc:,w'"Dispq§!tl

:;3i:~_ ,':..::::~.

Re­
commend

Consum'er

"-Distribution.....

~

Try

Buy

/

Use

. to:::::::::: .
Try

Related
Product

Re-buy

Product
Technology

.".-*,~"".",
.//,,'°' .;,.~:: .,,,,,:'.;i~';.,'

I

(
" ---':,~ <11.""",".--

(......Exlru&lon
Design

Content, etc ~ Recipe, etc
Raw Material .

i:__~~}~"':t.I!'!!!~~~""c~~ritt",.iInd PropdOiorylnfcrmaUon. 37
• ip9apital Group, Inc.
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Consumer Purchase:f4

TeChnologies
onsumer

Product
Technology Try

~

T11: Transference
. T12: Incentive to buy

Buy T16: Consumer purchasing

-/

Re­
-commend

T11: Transference
T18: Consumer use

-·Distribution T17: Packaging

38

Use

Re-buy

~ :::::::r::.. •
Try

Related
Product

T19: Re-buy T20: Recommend T21: Try related product

• ipCapital Croup,Inc.
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Benefits
• Links and communicates the relationship of your IP to the consumer
• Integrates mUltiple environments

• Form,
• Function
• Psychological factors

• Overt/covert incentives to buy
• Lifestyle
• Appeal

• Consumer issues
• Quality
• Appearance
• Cost
• Use

• Focus effort in high value "links"
• Id application space for new products and services

• Create competitive advantage

i'~~2".'iiJ;~~~i~!'l!~I«~~~,"··~f..ilil"'''·PlOp''''OI'Y'nformallon.
( ,
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i",]~j~(i~
Our Company: Acme O.'~;'

.. Outdoor athletic equipment
• Skis, snowboards and skateboards

• Self perception - seen as a market leader for
innovation and commitment to the sport

(8 Primary focus has been on composition and
design of skis & "boards"

• Desires both a broader and more direct
relationship with consumers

,., ..... ',.'

i!!;~"l~,GonI/lfO))tlilf~tiniPrioiorylnlormallon.
•.." ipCapitalGr.o... u.p,Inc.
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Acme's Value':'"

Gamma
Competitors Beta

Delta

Note: I 16 ~~l'\#.mt~Jlliffi'llPJl:;~lNF'C\'\'\\\" .. ~( + $250.00, . _., . _•.~,. -"~~ _. - -' .: ~~.:,;':.::-':"..~_: ! ..,'.:,',"":

Acme's
strength, 14

(/)

~t
composition, z $200.00 UJ

0 12 <.:I
is low- med p <

Z
I-

value and an
(/)

LJ.J 10 . ·~'~.:f·"';·'-"':">"'·.::,~,:C' .. ,,·_., .,

IP crowed >
~1;::"i

$150.00 :I:
z ()

space. 8· <
u.. LU
0 I-
a:: 6 $100.00 «
LU LJ.J
co :;:)

:a: 4
..l

::;) ~z $50.00
2

PIERCE I1lI LAW
r'RA~"","'11~ 1"11;'-1(",[ '_'.w ~Cl"',rr:",

'~;~~1~~~."_t~1'~'~1\lI:~"''ltPi'opdOlorylnlormollon. 43
• ip<:bapital Group,Inc.



PIERCE I1lI LAW
:·ru.1~!{1_IN lolener: 'LJ',.~'" CCHTf:tt

Cons...mers ..and Key<l~

• Olympic & ProfessiOrlcUs
• Maximum response ati811times

• Skilled Athletes
.. Clos.er int.eraction vyith egu pment

• Week-end warriors
• High quality, high profile/and challenging

• Cruisers
• Quality, appearance and ease.of lise

·~~@••<1t~~ig~ff1t~.~~~~!H~~m_9'~fJtl~~.d·,~,~~;'fr,fCJfmdtlon.
44 • ip€apitalGr?up,Inc.
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Olympic &
Professionals

Skilled
".' Athletes

Week-el1d
warriors

Cruisers

D

Market Research Res);'

Purchase Criteria

Customer Interaction",.-~._.._.._._._ .._.._.._.._.._-- ._.._.._.._.._.._.._.._.._.._.._._.._._ ..-.... ,,0
0

••••• ",,"~ ApP8arance

.~ ", ~ ,..••.•...'. "" .

.~... ".". - - -,. - - .' - ~•••••

\.~
• ,Z
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PIERCE mLAW
t·lV.N·"l.n~ l'lr:n..-~r; l.A'.... c['.~ITt:n

-_~~1~tf'" .
Challenges>andOpportt

"Acme IP isin low value areas both in
dollars811dperceived customer value
.And,I~",,'~value" IP is in acrowded

cOI1'lPE!titiYe space

• Consumer groups highly value design and
interaction
<eAnd, there appears to be little or no IP in this

high Yalue space

·.•.'1'_{__~~f1.~~.~~j~:1¥"Proj>rl..ili'ylnl""""'lon.
f'
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Innovation Challfl'eft\f"

-Improve customer interactlonlr~lationship

with the product
CIt Do not sacrifice appearance, design or

degraded the composition
• Enhance market leader brand

Hmmm, how to associate composition and interaction?

~~,~~~,~~!!i:~I"jii~~ll!\IiRo""'d;.'~lIe1lil"''''dProprietorylnformollon.
• ipa.•..•apital Group, Inc.
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['RANK1.•I}.' I'II'net' 1 ......." £:'O~lTr.",

Associative Thi.P

.Combining Two or More elements together
to produce a new element

• Basis for all new ideas
• Basis of all Creative Thinking

• Novelty is increased by combining more
diverse "Domains"

.. f!!~~'~~~~;t;!:~.~I;j(~~pj."""e1!"Ylnf_lon.
48 .ip<E:apital Group, Inc.
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Associative Thinking Lill.,

Problems

Data

Ideas

Solutions

Objects

Criteria, etc.. '

Problems

Data

Ideas

Solutions

Objects

Criteria,· etc; ..

;~~~;,t_",~,\i~~!.~~Ol!~~~%~ii\l~d Proprietory Informotion. 49
• ipqapital Group, Inc.
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p".... tH<1.IN .'-n,nce L~W .,.:r.:.rTr:l<

Associative Thinking

Associating two object to get a new object

A communication
link between
skis and skier

Associating two object to get a new Problem

How make the
link wireless?

i&j.1~,,~r~';,~~!WA~~de,nli~~:~'~ttOtarYlntOrmetlon.,
50

• ipCapital Group, Inc.
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I~\

'Associative Thinking 'F;I~tlli!

Associating an Object and data define the problem

The info may
be complex?

<eAn Outcome
• SkisJboards with sensors that report on conditions

relative to composition, stress etc.
• A simplified reporting system that is projected onto

goggles or displayed on an armband with complex
data storage on palm pilot

::j!l~4jl~Of~i!~~~~~~"~lcIOillIiit!iondPIOp1let!llY Inlormallon. 51
• ip4apital Group, Inc.
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f'n ...NHLn~ r-n'ncx J,AW ";CN'rCR

What if Your 'Gear CCJdil~,

• It may tell you, based on the product design
and composition, how well you interact with
the product.

/

• It may help you improve no matter what skill
level you are at.

• It could provide feedback to the
manufacturer. .

• It could communicate through interesting
design features that integrate "soft" and
"hard" goods.

• It could provide you with a strong set of IP at
the top of the value chain

i:~_)),",,~'~i!f/~,e(,,!~~i"~kIOntl""'dPlOpJlotory Infonnatlon, 52
• ipCapital GI~up,Inc.
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Acme's Value

16 T$250.00
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~

(f)
Z
0 12

$200.00 UJ

1=
t'}

:z
;::

UJ 10>
(f)

z
$150.00 :r.:

- 8

()
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«

0
UJ

0: 6
l-

UJ
$100.00 «

co
UJ

:lE 4
New I ::l

::l
-l

z $50.00 ~
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0

Gamma
Competitors Beta

Delta

Iii. l;~~,ttt';;;f~-------"-j

'if,~.J~~~,~~~di'·i!4l~\\ri\oiiilld~II""'Ylntormot10n. 53
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Process Sumrn.IJ

Use Problems and .
Elements to Create

the How

Define Challenge
asa

Business Opportunity

/ ..
".";• ,,"-":'!""

Assess IP
and

Consumer Value

>:j~.~.~~;:,.,;~,~~*~lde",~",'-'and'ProprfetBt'y'ifttormatlon.
r '
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PIERCE l11J LAW
['P.ANI-n..l~"'; l'IC!><:;r. ) .. /,:,,,- (~CN'TT;r, IP Cost/Pricing Moe.

Assumption.

• Assumptions are used to develop an Estimated Net Present Value
(eNPV) . ••...•.. .. ..i i... . '
• eNPV compares the value of a dollar today versus the value of that

same dollar in the future, after taking inflation and return into account.
lit If the eNPV of an ipPortfoliosMis high and aligned with other business

factors then it should be accepted for internal developl11ent. However, if
it is low and/or non-aligned the ipPortfo/~oprobably should be rejected
for internal development because cash flows may be marginal or
negative.

• IP not consid~redfor internal deV'~lopmentmay be licensed out
• eNPV assumptions include market size and growth trends and

other factors
• eNPV is "discounted" based on invention status, market conditions

and the breadth of the IP
• eNPV is_ one component of a value setting decision process
'. eNPV is not a formal valuation of IP

,020l!4i~~_!fl~aRo"'~""~~~il!f"'llrld Proprietary Informallon.
'.;; ipC.•..•. ·• apitaIGroup., Inc.56 '0 ••
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.·_···:tJ1::
eNPVAssumptl:or

• TheeNPV assumptions include:
• Assessment of the market size and growth trends
• Cost to enter the market
• Analysis of credit factors

" Licensing potential
" Development phase
~l3reakthroughor incrementallP "value"

• Analysis of discount factors
" Mature market and/or crowded space
• 'Invention status (e.g., Patent or provisional)
• Ability to inventaround
• Time horizon

!' Determination of strength of innovation
• Breadth of IP

• Relative value-add to potential licensees
• Understanding of financials for similar IP and technology space

This forum is not appropriate for a detailed discussion on value setting.
Please see me for more information.

';!}$~,'I~~~1~,~!1;1<>......di',~i>tlef:"'di'roprl.I"'l/lnlormallon. 51
ip<:papitaIGroup,Inc.
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Finding Custom;I~~

<8 Review firms based on their ability to adopt your
IP .portfolio

<8 Re"iew.may focus on firms who may accept entire
portfolio

• Investigate firms to whom you may parse out IP
Portfolio

<8 Segment "targets" into desirability tiers based
on the evaluation criteria
.. Compatibility with, and enhancement of, the target's

IP
• Rating criteria* based on the target's "deal" profile
• Qualitative suml11ary of the target's position

)&2004.)~~.~~11£\,\V'":fllI#'l'le,,~~~ao~jjl1indPropriotory 1"'omIllIlon.

58 • ipCapital Group, Inc.
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Tier 1 Target: Bet.r7J
'i::C

Scorecard
Strong Weak

1 - 5.
Relative

Criteria Score
1. Svneraies between Beta and Acme IP 2
2. Financial Strenath & Market Share 1
3. Distribution Strateav 1
4. Exoerience In-Ucensina and/orOut-Ucensina 1
5. Years in the Market 1
6. Manufacturina Caoabilities . 1
7. IT Capabilities 1

Technology and Purchase StagesSt. 1 aog,2 aog,3 aog,4 _5 lI8go6 _7

f1F1~F1~r-Irn
~~i~L~~L~~

~ .,", ."', •• i

.0," \ O,'.~
1:0 3:0 10:;

_ii"
(iireen suggests IP expands current portfolio

..,tM,ece s~

~,...,.:.... A"""'8.A"..'.••'·"" '0 'J' 1~.'~", SoftMre 'i~~'. 8~,. 19:Q;_jotom""",", " I oO!ii

~.I_'''' / 0"01.
~,,,.fece 1:0 8:1

[I) ipGapital Group, Inc.
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.. Why would they value the .IP? . . ..•......
• Complements their professional and consumer equipment·&~tVl~~~
• Addresses a critical need the company already recognizes

.. What IP would they be interested in?
• IP related to sensors and training user on the product i.i.iii'
• IP that wo!Jld take advantage of their significant market pen~~lq~~";iW!l,ti1.~~f~

the most likely company to take advantage of the userlproduet:ll~.~~.!:f~S7i ....•. .....
• IP that would complement their relationship with racing teamsa,,~il'~lat~lil;PQMj'

product response on TV screens during race)

Potential data sources: Corporate website, finandals & Mergerstat M&A Database

·;'~~~i~M~J!li~~~Ijii~~\~~riili!f1liid·Ptopriolorylnformallon.
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Customers

• Value: Driven by the strength of your IP
and itsim.PCict on the market.

eCustomers:Foundby matching IP,"
market, and business objectives then
defining the synergies

IP provides the irrefutable, tangible proof of the
deal value

~i'''''C1~~; -'1111:("," Rf......."""iM~.fi~f""l1Iloi d-~ Informall""::'<-'~~~,\~~;'J;!t~,,,~,:!, ;~-,j_:',.}!~~~'w~!/:,~~{m~s:-";":;' ~, .. :,._ .. dtl ,-.~ et,ary on.

60 • ipCapital Group, Inc.
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PIERCE I LAW
1'1l ....NK1..1H l'IEnC[: 1,A....~ CI',>l"'!~::::' The ipCapital Sy.t:'

Method01'.'11 ,
ipAdvantage Story""
ipLicensing Story""

ipDue Diligence""

ipReview Board4i>
ipPortfolio""

Invention on Demand4i>
iplnterview4i>

ipDisclosurEJfi>

iplVlining""
ipAdvanced Mining""
ipAnalytics""
iplntelligence""

,,' ipStrategy""
ipLicensing Strategy""

~: ~a~~.~ilt~t~j~'~~",~<li:::~ili6!i'i."'dptOPriellWY Int_lon, 62
• ipCapital Group, Inc.
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