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Concept of Competitive seee
Intelligence (Cl) ceete

Remain competitive for an SME requires a good
understanding of the business environment:

What are the key players?

What are the key factors that influence the players at
a domestic, regional and international level?

What are the technological innovation which can
affect the business?

What are the trends in the economy, society,
regulatory, technology which can affect the
development of the enterprise’s activity?
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Concept of Competitive Intelligence (Cl) EEEE:

What is Competitive Intelligence?

A broad definition of competitive intelligence is the
action of defining, gathering, analyzing, and
distributing intelligence about products, customers,
competitors and any aspect of the environment
needed to support executives and managers in
making strategic decisions for an organization.

An other definition...

GT0Z aMmgequiz @19znes eule

“Competitive Intelligence: A systematic and ethical program for
gathering, analyzing, and managing external information that can
affect your company's plans, decisions, and operations” (SCIP)

The Right information, at the Right time, in the Right place, delivered
the Right way, by the Right contact to the Right person.
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Concept of Competitive Intelligence (Cl) | 3322,

Military intelligence practices

Sun Tzu (Chinese military strategist - 500 BC) the Art
of War / Von Clausewitz, “On War” (Prussian General 7=
1852) >

National Intelligence activity : national security as a
policy issue after War Il and link to linked to political Fidgs
science. ;¥

More Business oriented around 1980 “Industry and
Competitor Analysis” (Porter,)

Now “Competitive Intelligence for Strategic
Decision Making.” (SCIP)


http://www.google.ch/imgres?imgurl=http://www.nndb.com/people/468/000094186/michael-porter-2.jpg&imgrefurl=http://www.nndb.com/people/468/000094186/&usg=__Vvis9HmGwT7CQftaDqQ2lPvuVoc=&h=309&w=249&sz=23&hl=fr&start=2&itbs=1&tbnid=o_kNwIKeB-IqRM:&tbnh=117&tbnw=94&prev=/images%3Fq%3Dmichael%2Bporter%26hl%3Dfr%26gbv%3D2%26tbs%3Disch:1

eo0 °6
Concept of Competitive Intelligence (Cl) sesoo

Competitive Intelligence is NOT Competitor Intelligeneé e

Competitive Intelligence is NOT only for global companies,
large companies BUT also for SMEs

Competitive Intelligence uses open sources, public
domain information NOT spying (breaking laws and use
of illegal means to gather information)

Intelligence NOT Information NOT Data
Intelligence NOT “out of time”

It has “action-oriented implications” for managers



eoo °/
o000

Concept of Competitive Intelligence (Cl)| sses®

What is Competitive Intelligence? coee

3 interconnected pillars are key for Competitive
Intelligence

e Monitor the business environment: Clients, suppliers,
NGO, innovations, government regulations...

e Influence: All the actions aims to influence the actors in the
business sectors in regards to the company’s interests.

e Protect : Protection of know-how, intangibles assets ..

7



Concept of Competitive Intelligence (Cl) EEEE:

Set up a Cl system requires some prerequisites:

A clear strategy: Where | am? Where do | want to go and
How will | go there?

Trained employees: data collection, analysis, scenario
setting.

Organization principles: Should the enterprise have a
dedicated person in charge of CI? How to organize the data
collection and analysis?

Methodologies and technics: Mapping strategic
information, SWOTs...

Marina Sauzet@ zimbabwe 2015 8



Competitive intelligence and R

Business strategies sesse

There is a need to clarify the vision and the strategic orientation of
the enterprise in ClI.

Where are we? (what is the current status of the enterprise). Who
are the key actors and the key players of the business
environment ? What are the internal competencies of the
company ?

Where do we want to go ? (Strategy). What are the opportunities to
exploit? What are the risks to monitor to ensure the
competitiveness of the company? What are the strategic
decisions to make?

How do we go there (tactics)? What are the actions to put in place
for the strategy set? What are the information needs ? What are
the competencies and partnerships to have?

Marina Sauzet@ zimbabwe 2015



Competitive intelligence and Business 35508
strategies c0cee
o000
0:0:
Key ingredients for Business strategies:

Understanding business environment and determine strategies to adopt as a
reaction and to remain competitive.

Where is the business trying to get to in the long-term (direction)

Which markets should a business compete in and what kind of activities
are involved in such markets? (markets; scope)

How can the business perform better than the competition in those
markets? (advantage)?

What resources (skills, assets, finance, relationships, technical
competence, facilities) are required in order to be able to compete?
(resources)?

What external, environmental factors affect the businesses' ability to
compete? (environment)?

What are the values and expectations of those who have power in and
around the business? (stakeholders)

Marina Sauzet@ zimbabwe 2015
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Competitive intelligence and BUusSInNess | e
strategies esss’

- Strategies- Tactics

Strategy Enviromental
Targets? Targets
Differentiation? Cost Green focus or not?
leadership? Organic or not?

Process Targets People Targets Business Targets

How do you do what you? Collobaration? Which segment?
Partnerships? Which co untries?
Employees?
Marina Sauzet@ zimbabwe 2015




Competitive intelligence and ssee
Business strategies sesse
Market development .:':
Market development is the name given to a growth strategy where the business

seeks to sell its existing products into new markets.

There are many possible ways of approaching this strategy, including:

* New geographical markets; for example exporting the product to a new country
* New product dimensions or packaging

* New distribution channels

» Different pricing policies to attract different customers or create new market
segments

Product development

Product development is the name given to a growth strategy where a business aims
to introduce new products into existing markets. This strategy may require the
development of new competencies and requires the business to develop modified
products which can appeal to existing markets.

Diversification
Diversification is the name given to the growth strategy where a business markets
new products in new markets. 12
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Role of Competitive intelligence in Businei$§e

strategies §§§§:

Why is CIl Important?

Defensive: To provide early warning of new competitors or
disruptive technologies.

Offensive: To spot new markets or opportunities ahead of
competitors.

Short-Term: To determine how a key competitor will price or
position a new product or service.

Long-Term: To forecast the viability and attractiveness of a
future market.

Intelligence is forward-looking, predictive, and actionable

Marina Sauzet@ zimbabwe 2015 13
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Role of Competitive intelligence in Busin
strategies

Data

Collection Analysis

\EEROS INTELLIGENCE PROCESS
assessment

KITs 4

14
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Role of Competitive intelligence in | 332,
Business strategies ceces
coee
Cl Process and Tools o o
« Key Intelligent questions ] @i\; %";"%o
at « Publicly available data
* Intellectual Proprety data
Analysis ) Industry.
of Data @ °* Competitors

Iiv_eri 3 Report
* Action

15 )




Role of Competitive intelligence in 1
] _ Y XXX
Business strategies ccooe
XXX
Objective: Explain the Competitive Dynamics °’e
What are the industry drivers? Which of the five forces is/are the dominant in the

market?
Barriers to
Entry

Competitors

Bargaining
Power of
Customers

oYOU

Competitors
sl1oi1nadwo)

Bargaining
Power of <:>
Suppliers

Competitors

U

Substitutes

16



Role of Competitive intelligence Iin

Business strategies

Generic Strategies/Industry Forces :These generic strategies each have attributes th®t ©®
can serve to defend against competitive forces.

Industry

Force

Entry
Barriers

Buyer
Power

Supplier
Power

Threat of
Substitutes

Rivalry

Ability to cut price in
retaliation deters potential
entrants.

Generic Strategies

Customer loyalty can
discourage potential
entrants.

Focusing develops core
competencies that can act
as an entry barrier.

Ability to offer lower price to
powerful buyers.

Large buyers have less
power to negotiate -- few
close alternatives.

Large buyers have less
power to negotiate because
of few alternatives.

Better insulated from
powerful suppliers.

Better able to pass on
supplier price increases to
customers.

Suppliers have power
because of low volumes, but
a differentiation-focused firm
is better able to pass on
supplier price increases.

Use low price to defend
against substitutes.

Customers become attached
to differentiating attributes,
reducing threat of
substitutes.

Specialized products & core
competency protect against
substitutes.

Better able to compete on
price.

Brand loyalty to keep
customers from rivals.

Rivals cannot meet
differentiation-focused
customer needs.




Role of Competitive intelligence In
Business strategies

What is the external business environment?

Mapping of the factors

What is the internal business environment?

Strengths Weaknesses

A 4

What are the business opportunities and risks?

Opportunities 1 Risks
Mapping of players

What strategic orientations to take?

Differentiation Cost leadership Niche
What action plan?
Marketing Human Resources Partnerships

A4

What are the information needs?

widlind SduZeuw Zinpawpwe ZuU.1o 18



Role of Competitive intelligence in | ssee

Business strategies cece’

Cl Process and Tools
Sources of information:

Public domain information such as
o nNewspapers, journals

» radio, television

» Internet, information databases

o company publications

« oOfficial publications by government authorities

» reports, statistics,...
o Intellectual Property documents

19
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Role of Competitive intelligence in Businesgs.

strategies esss”

Example of primary data collection ..
Trade Show Intelligence

Collection and analysis of information from
trade shows. This is a form of primary
Information collection with the purpose of
identifying business opportunities or
threats before they have been
communicated to the market through other
sources.

Marina Sauzet@ zimbabwe 2015 20



Role of Competitive intelligence In

Business strategies

Importance of Analytical tools:

Something is happening?

What is happening?
A 4
. Explanaton |

Explanation
Why is it happening?
A 4

Implication
What are the consequences for the enterprise?

ta ken? Marina Sauzet@ zimbabwe 2015

Data Is not
Information!
Information iIs
not
Intelligence!

Knowledge
without action
IS USELESS!

21



- . . . . 000
Role of Competitive intelligence in Business | 8323,
strategies c0cee
X X X
_ o000
Importance of Analytical tools: o o
Key is to know what tools to draw on for any given situation.
Competitor and Industry Forecasting
An alysis Early Warning Indicator Development
SWOT Analysis Hypothesis-based Tools
Porter’s 5 Forces Model War Gaming

Four Corners Analysis Scenario Planning

Competitor Benchmarking

| | Financial
Competitor Response Modelling

WIN/LOSS Analysis

Financial Forensics

Value Chain Analysis

Marina Sauzet@ zimbabwe 2023




Role of Competitive intelligence in Business

strategies

Importance of Analytical tools:

SWOT ANALYSIS

Internal Assessment (1)

capability, and other internal factors.

Strengths & Weaknesses
1. 1.
2. 2.
3 3 n
4. 4. @)
5. 5. +—
(&)
External Assessment (2) ©
Opportunities P Threats =
1 1 G
2. 2. (-
3. 3. —
4. 4. &)
5. 5. ">‘<'
LL]

(1) Internal assessment looks at the organization, its people, capital structure,

assets, market share, core competencies, product lines, manufacturing

(2) External assessment looks at both direct forces, such as competitors, suppliers,

Customers as well as indirect forces, such as economic, political, and social.

eOpportunities (O)

eThreats (T)

TOWS

Internal factors

eStrenghts (S)

eWeaknesses (W)

oSO Strategic
Options

eGenerate options
that use strengths to
take advantage of
opportunities

WO Stratregic
options

eGenerate options
that take advantage
of opportunites by
overcoming
weaknesses

oST Strategic
options

eGenerate options
here that use
strenghts to avoid
threats

oWT Strategic
options

eGenerate options that
minimise weaknesses
and avoid threats

Marina Sauzet@ zimbabwe 20283




Strategic use of IP in CI

Success of a
Product

IP system is at the heart of all business strategies to protect intangible
assets and maintain exclusive rights over them. 24

Marina Sauzet@ zimbabwe 2015
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Strategic use of IP in CI cees’

Key uses of Intellectual Property Assets

Transforms an intellectual asset into a business asset

Exclude others/Entry Barrier: To protect price and market
share by excluding others from a specific marketplace and as
a guarantee of channels to market

Risk Management/Freedom to Operate; Insurance against
legal action by competitors

Partnering: Strategic alliances, commercialization, licensing,
or held as a blocking strategy

Raising Finance/monetization



: : c0coe
Strategic use of IP in CI eooe
o000
o000
o O
Uniqueness Low cost
LIRSS b|FFERIENTIATION LOW COST Understand strategies adopted
wide by competitors in the market
Determine strategic response
Niche to remain competitive

FOCUS

26



Strategic use of IP in CI

« Patents
« Utility models

Innovation

Brand  Trademarks

Design * Industrial Designs

Analysis of Intellectual Property portfolios of
competitors may reveal a great deal about the
competitors’ strategies moves

27



Strategic use of IP in CI ceces

Competitive

Intelllgence I SI{IlJ@A . \Who are best-in-class

Market Customer competitors?

Intelligence ‘ [QCNGENEY -  What are the

business objectives,
targets, & strategies
of key players?

What are market drivers
and trends?

What market segments
are high value?

What new players can we lechnical

anicipate? ntelligence performance, cost, &
What are future market an) ESOUICeS COo. mp are?
needs? '

What is the state-of-the-art for important science areas or alternative technologies? What
Is the nature of current R&D activity? What potential breakthroughs can we anticipate?

What technology / capability are our competitors investing in? At what level? In what time
frame?

What are opportunities for and threats to our technology / capability?

Mariaa-Sa at@d-2rhabwe-204-5
vranrta DabwC—=zZoTo

N
@

2
[=jeioravia aralpg)

eSource CTI presentation Brad Ashton 2004



000
Strategic use of IP in CI ceces
0000
00000
o000
o000
o O
- Patents and other forms of Intellectual Property are often used

In Innovation strategies in the competitive arena.

Qe |
Genes 2000

XN

e(\t‘\c.‘(\"“e“'t

«TECHNOLOGY
PUSH»

«MARKET
PULL»

Marina Sauzet@ zimbabwe 2015 29



Strategic use of IP in CI

Technological intelligence: Why Patent
Information?

Legal information
from the patent
claims defining the

scope of the patent
and from its legal
status;

Marina Sauzet@ zimbabwe 2015

Public policy-
relevant
information from
an analysis of

filing trends to be
used by
policymakers, e.g.,
In national industrial
policy strategy.
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Strategic use of IP in CI

Information

0000
00000
o000
00000
(X X X J

=

VvV VV VW

Example: The international patent application shown below has:

publication number W(0O2003/071888

application number PCT/US2003/003327

priority numbers 60/358,607 US and 10/245,919 US
filing date of 05.02.2003

publication date of 04.09.2003

International

Patent
Classification
(IPC)

Reference
data
identifying
the applicant,
invertor,
representative,
etc.

Abstract contains the
fundamental features
of the imvention
(keywords are found in
the abstract, as well as
the description and
claims)

Countries for
which
protection

has been
requested

Bibliographic data page of an international patent application

Y vy

(WOr2003/071883) SOCCER GOALKEEPER GLOVE

Biblio Dita | | Descipton | | Ciaims | | Maional Phase | | Mtices | | Documents

Latest Bbdiograghec data on fbawith the Ilematonal Bureau

Pl o WOEDIATT 1E8E mww PTG 00003327 -
Palolic ation Datel 34802000 nbesriaticnal Filing Dabe: 0502003

IPC: AW P4 (2009.07)

Applicar:  LUCAS, Alred, W, Jr. [USASL 73 Cheess Fachoy Road Hone 5, Y 14472 (U3)
Iventor: LUCAS, Alfred, W, Jr. [USUSE 79 Cheese Fectory R oe Falls, MY 14472 (US).

Agant ociales 56 Windsor Sred Rachester. NY 14605

STEPHEN 5 Evgene, 5. Eupens Steohens 3
5]

Priosity Data: S0vIS2507 21.02.2002 US
IWZAS 18 1B.08.2002 U3

SOCCER GUALKEEPER GLOVE

& palm face of asantes poalksaper glove (10) i piorvided with 3 strand mesh
[20) sacured a8 wrkst {35 Bnd S ety regions (31) %0 sirenghes Back
banding mesistance of hee humb and fingers of the glove. The mesh cn
exiend SUGEs HKE0EE bebveen the T and ingers on the glove, and cani
auignd o fngedp regions of B glow ba e borded 1o back gdec ol
fnperip spisnc The siasd mesh cin have Soeen o cher configurabens,
and can be formmeed in 3 conlinuous laminats (43) odesding ower the pairm
tace (o0 e gows ). The Dol ks 10 18 cuCce ingunes Tram D30 Cendang of 2
gealkosper's ingees fram impad By soer bals bidling ol Migh wicdties

Tide:
Avstract

Desigrnuaied AE AL, AL, AN, AT, &L AZ BA BE. BG, ER. BY B2 R CU, CF,DE DK, DU, B2 EC
Siates: EE, ES, A, GB. 6D, GE, GH. GM, HR, HL, ID ILHIS.P.IEKG H’leElKLFIL&LTLU
L', M, D), MG, B, MU, I, L, LE, 1D, INZ, D, =050, 5B, 565K 5L, T4, TH,
TH, TR, TT. TZ, WA, NG, LIS, 1UZ, WE, WL VUL 28, 20, W,
Adriesn Ragienal inlallactual Praperty Crg. (RRIO){GH. G KE LS LW_ MT_ S0, 1L SF T2 LG 2,

w)

H

Patent document
reference numbers,

e.g.,
* publication numiber
« application number
« pricrity numiber, etc.

Drawings,
pictures, graphical
representations
are found in the

abstract, as well
as later in the
description
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Strategic use of IP in CI

Questions solved by Competitive Intelligence and

Patent information

Cl obtains information as to what is occurring in a particular technological area

32

what are the subjects where research is being done
what are the emerging research lines

who/which are the players in a particular technical field
which are the leading research teams

what are the technological trends

what are the patenting trends

what are the technology portfolios of a company

what are the technical strategies of a company

032



Strategic use of IP in CI

From Patent Information to Patent Intelligence!

INFORMATION:

INTELLIGENCE

IPC + applicants /
proprietors

What does it tells me?

market leaders, competitors

So what factor?

Cooperating companies/
competitors for a market
development perspectives.

IPC + inventors

experts in a field of technology

Inventor teams, networks

Experts to monitor and ideally to
hire, cooperative teams to form.
Competitors moves.

IPC symbols

related technology

Outsourcing options in a
country

IPC + designated EPC
states or PCT

EU markets targeted -
importance of foreign markets
for the selected technology

Strategic licensing in or out or
market development options/
Strategic options against
competitors’ market
development strategies

IPC + designated PCT
states

Geographigrappeitance.abthe
technology

Market development 33
partnership in a specific country




Strategic use of IP in CI ceces

INFORMATION: INTELLIGENCE
What does it tells me? So what factor?
Applicant or Top inventors in a company Key research teams to hire for a
Proprietor + specific research area
Inventors
Applicant or Inventor teams, networks Competitors moves
Proprietor +
Inventors
Applicant or Employers, assignments, C.V. Partnerships options
Proprietor +
Inventors
Applicant or Experts in a field of technology Outsourcing options in a country
Proprietor + IPC
Applicant or Top players in/from a country Market development partnership in
Proprietor + a specific country

Country code

Applicant or Research company having specific Competitors research strategic
Proprietor + IPC technology Marina Sauzet@ zimbabwe 2015 Qptions 34




Strategic use of IP in CI ceces

Where to find Patent information documents?

Free-of-charge databases:
» Regional and international organizations (e.g.
PATENTSCOPE®, esp@cenet);

» national IP offices (e.g. USPTO, JPO, DPMA, INPI etc.);
» private sector providers (e.g. Google Patent, free patents
online...)

Commercial database:
o LexisNexis, Minesoft, ProQuest, Questel, Thomson Reuters,
WIPS Global, matheo patent;

List of vendors: http://www.piug.org/vendors.php

Marina Sauzet@ zimbabwe 2015 35



Strategic use of IP in CI essse

Patent Information and General Life Cycle of a °°

Product/Invention .

. Starting Phase RN

1. Growing Phase | ” . \

. Maturing Phase

iv. Declining Phase .
>Time

- Patent Search earlier in Starting Phase
- Patent Core Technologies before entering Growing Phase
- Patent Improvements in Growing / Maturing Phases

38From Supple et al., “Lifecycle Innovation and Patent Strategies”, McMaster World Congress,
January 2005



Strategic use of IP in CI

Technological intelligence: Patent information as technology

signals’ indicators.

When analyzing technological development
in a field, the first concrete evidence of a

Product
Sales

Source: Brad Ashton presentation on CTI 2004 Marina Sauzet@ zimbabwe 2015

S new product, drug or industrial process may Announced
| be a published patent document, often a Process
G patent application. Development
N
7_\ Patents
/ R&D Alliances ‘
Joint Ventures

N

Scientific
T Discussions Papers
E Grey Literature
N
S
I |
5 New Product Introduction Time Line 37



Strategic use of IP in CI

Sometimes use in the national innovation strategy...

Case of Toryod in Thailand

Awnszvzayamaluladuazvinunuianiing

da o oa =l = - = . .
HHUVANTUAT 1529 Waalasuainsawanan (Polylactic acid) Mew:

fiins 1529 wadlamsanduaamTuwan (Polyhydroxyalkanoate) New:

wHuianiiag Bas msadedduiau (Patent Map of Palm ail extraction)

wnuianiiiag Fae dvfulauada (Patent Map of Palm oil extract)

% wHuanaiiag Sas uTu (Patent Map of Nana)

£

fifms $a0 rndo (Patent Map of Green Tea)

BsuAn i1 waznssuis (Patent Map of Rice Product and Process)

= - ” o o v = aa
asitenzdr BinmaTuladiaduuzwsinnanaisdansiies (Patent Map of Coconut)

wnuianfiinsuandinuuaiiss (Patent Map of Lactic Bacteria)

wauaniiasldsluTadn (Patent Map of Probiotic)

wnuianiiinsninhiaaamit (Patent Map of Water Massage)

da o o o o Py i
unuiantiinsaedasia Lnsaaansua:aﬂnsmmn“ﬁ (Food bachineg)

METHODS )

ailnsal welasiauiaisnsmAndudarunnaaans (VETERINARY INSTRUMENTS, IMPLEMENTS, TOOLS, OR

Patent Map used to
analyze, select and
comment the most
relevant data relevant
to the cluster policy
developed by the
country.

b I Aunnanan,

2.1-Dovnload-U0NAIDN 15T NE A%
I T ——

(Intermational Patent Classifications Analysis 4Digits)¢

Keyword: palm o1l extract 1 ¥D3 Tutle €
1800 Download: Description, Claims,
- - First Page 40 Drawing®

2 4
nuionn sAnging i s7dios

223 = MFIATIAN0 W B0V AN AT Tedmelogy sGrowth Trend)¢




Strategic use of IP in CI

Sometimes use in the national innovation strategy...
Ex: Selected Chinese patents free to be used in Thailand
These patents with only Chinese Priority are not extended to Thailand

U WA NN (COFFEE; TEA; THEIR SUBSTITUTES; MANUFACTURE, PREPARATION, OR
INFUSION THEREOF)  ifhumaliladfifluniinnissziudunniign fnnlszindunis 582 das

{71 901 chj"ﬂ\ﬂ LT

WHRLATAVTLIRT gﬂl’ﬂﬁLLﬁﬁ\ﬂﬁﬁﬂﬂiﬂiSﬁﬁi

CN2601515Y Tea green-shaking time controller

CNZ2609354Y Improved microwave heating green tea, dry device

CN14/73609 Oral liquid-green tea and sweet milk for preventing and treating hepatic and

biliary diseases
CN1484495 Method for manufacturing tea and method for manufacturing green tea green
powdered tea oolong tea or black tea

CN1358063 Effervescent green tea extract formulation

e rasama ?
” Marina Sauzet@ zimbabwe 2015
‘@ Poryod.com
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Strategic use of IP in Cl coce

Sometimes use in the national innovation strategy... ceee
o O

Case of Philippines: decision to find technologies related to the use
of coconut husk.

eThe "whole nut" approach involves the
processing of what used to be called
"coconut waste products” into high value:
‘ added coconut products, with

L8 environment applications like geotextile,
coco peat and coco water, as sources of
additional revenue for farmers long used
to depend on copra alone for coconut oil
exports.

e...The Philippines exported US$176m

' SRR, worth of geotextile made from coconut
Geotextile net utilizing coconut shell fibers husks to China, one of its largest market:
(Philippine Pavilion) for coconut products.

-
~q\'§.'~|.
sty
LIRS T

NS ‘.. u\\
o_.x

e vt

-
-

;

.Y?‘n'-\(

LR
A ”’4 ’

o

iy
: Plﬁ’.

v

eFrom:http://www.usp.ac.fj/ireta/Span%20February

0
%202005.htm Marina Sauzet@ zimbabwe 2015 40



Strategic use of IP in Cl

What is Market Intelligence?

Marketing intelligence (Ml) is the everyday

information relevant to a company’s markets,
WIKIPEDIA gathered and analyzed specifically for the
purpose of accurate and confident decision-
making in determining market opportunity,
market penetration strategy, and market
development metrics.

Marina Sauzet- WIPO- Branding . Experts 41
meeting . Nov. 2012



Strategic use of IP in CI §§§§.

Market research versus Market intelligence.

Same end goal: providing reliable information to support the business decision
making process.

D 2D
AN,

1

Market research Market Intelligence take
focus on the Past into consideration,

and present .  wresueesmggpsant past and future.



Strategic use of IP in ClI %

MARKET INTELLIGENCE AND TRADEMARK INFORMATION

» Information about competition, products
« New marketing trends

- Trademark filings give indications on new players in the
Industry

o Trademarks offer a great way to gauge new branding
trends

o Trademark filings usually predate product launches or
web mentions

o Measure commercial activity of a company

Marina Sauzet@ zimbabwe 2015 43



Strategic use of IP in CI

Some IP related market intelligence tools ...

TRADEMARK INFORMATION

ROMARIN (International Trademark
Information Database)

Information about competition, products
New marketing trends

Trademark filings give indications on new
players in the industry

Trademarks offer a great way to gauge new
branding trends

Trademark filings usually predate product
launches or web mentions

Measure commercial activity of a company

Marina Sauzet@ zimbabwe 2015
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Intemational Registration Number
Holder Name

Representative
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Vienna Classification

Nice Classification

Goods and Services (English)
Goods and Services (French)
Goods and Services (Spanish)
Office of Origin

Basic Application Number
Basic Registration Number
Designated Contracting Parties

EOETETE EE] EEETETE =] = =]

Registration date

% [+
Search || Reset

\\%

603000, 60300*

MONDIALE, MONDIA®, MONDIA:
E

CABINET, Attorneys
ROMARIN, ROM?, ROMA?77
010101, 0101*

05,45

CD-ROM, optical disks
CD-ROM, disques optigues
CD-ROM, discos dpticos
CH FR

402 418, 536720

402 418, 536720

CH FR
19930616,199306% 1993*
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Strategic use of IP in CI ceces

Brand Monitoring

Brand Monitoring refers to the process of
continuously tracking the visibility of particular
brands (either your own or those of competitors or
both). Brand monitoring goes beyond media
monitoring as It can incorporate primary research
(interviewing distributors or end-users) and
outdoor and in-store observation. Results can be
both quantitative and qualitative in nature.
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Strategic use of IP in CI cecee

Trademark information ocee

FR: 103720376
12.04.2010 - Date of recetpt of the international application by the Office of Origin

eEvery trademark registered has designated
to be according to the International (Nice)
Classification of Goods and Services into 45
Trademark Classes (1 to 34 cover goods, and
35 to 45 services).

U{FR).
(740) Nestle France (Service Jundique)

7 Boulevard Fietre Carle, BP 900 NOISIEL MARNE LA VALLEE Cedex 2, F-77446

oClass 30: Coffee, tea, cocoa, sugar, rice, tapioca, sago,
artificial coffee; flour and preparations made from cereals,

(FE) bread, pastry and confectionery, ices; honey, treacle; yeast,
(540) baking-powder; salt, mustard; vinegar, sauces
G11) (condiments); spices; ice.

oClass 32: Beers; mineral and aerated waters and other
non-alcoholic drinks; fruit drinks and fruit juices; syrups and
other preparations for making beverages.

32 Eaux plates, eaux gazeuses et gazeifiees, eaux tratees, eaux de source, eaux
minérales, eauz aromatisees, boissons non alcookisées 4 base de fruts etfou
aromatisees aux fruts; s de frutts et jus de légumes, nectars, imonades, sodas et
autres boissons non alcoolisées; boissons isotomques; boissons énergétioques.

eClass 35: Advertising; business management; business
administration; office functions.

eClass 38: Telecommunications.
(821) R, 11.0

(832) AT, CH,EM, KR, RS, 5G.

oClass 44: Medical services; veterinary services; hygienic
and beauty care for human beings or animals; agriculture,
horticulture and forestry services.
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Some IP related market intelligence tools ... -
DESIGN INFORMATION .ﬁ*
WIPO =
Hague express database =
dea, FORM, Name' DeSIQn Hague Express Structured Search
confirm existence of the T —
product. o et
. | e
Important for branding strategy E | %
. AND  [+]|Publication Dat [=]=
Market development tool: B

strategy to enter new market.
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Strategic use of IP in CI

Design information and Competitive

Intelligence

T,

Ten Most Popular Classes in Infernationa! Registrations
Registrafions by class in 2009, shares of foial and growth relafive to 2008

Classes  Preducts and Services 2008
Class 8 Packages and containers for the transport or handling of goods. 247
Class 10 Clocks and watches and other measuwning instruments, checking 4
and signaling instruments.
Class 6 Fumit=hirsg. 14
Class T Howsehold goods, not elsswherns specified. 89
Class 32 Graphic symbals and logos, surface pattems, omamentation 26
Class 23 Fluid distnbution equipment, sanitary, heating, venftilation a

and air-conditioning equipment, solid fusl

Class 20 Lighting apparatus a8
Class 11 Amiches of adornment g
Class 12 Means of ranspost or hoisng a5
Class 2 Amticles of clothing and haberdashery 55

Number of Designs per International Registration

205

188

174

118

]

g7

a2

12.2%

11.2%

10.4%

1.0

4%

5.2%

4 0%

4 8%

4 5%

i™

-17.0%

-1.8%

29.9%

J26%

250.0%

7.4%

J0.0%

1.3%

H4t

127%

0000
00000
o000
00000
(X X X J
(X X X J
e O

Also an international
Classification for
Industrial Designs
under the Locarno
Agreement.

32 Classes



Strategic use of IP in CI

Design information and Competitive Intelligence | o e

Hague Express Structured Search

[Simple Search]
Dépats publiés selon IActe de 1960 / EEE—
Deposits Published Under the 1960 Act
» SortResults: @ Chronologically @ By Relevance

(11) DM/050099 {15) 06.05.1999 (18) 05052003 )

{73) NESTLE WATERS FRANCE (SOCIETE PAR ACTIONS SIMPLIFIEE), 20, rue Rouget de
Lisle, F-52130 ISSY-LES-MOULINEAUX (FR) (86)(87)(88) FR (74) CABINET NUSS 10, rue . . : _
Jacques Kablé, F-57050 STRASEOURG (FF) (28) 1 {54) Bauteille / Sottle (51) CI. 09-01 (81) . *» Query: Registration Number E =

AN, EG, ES, ID, WA, T, VA, II. BX, GH, FR (46) 08.12.1999 (45) 29.02.2000 AND (=] [Holder =] =
+- % ” AND |z| International Registration Date |Z| =
k'! 1.5 AND |E| Locamo Classification |Z| z
i AMND |E| Indication of Products |E| =
i- I qf% AND  [=] | Priority Data [+] =
e AND |E| Designated Contracting PartiesE| s
AND || [Publication Date =] =
WIPO » Display Options [ Search ][ Reset ]

National and Regional IP Offices:
http://www.wipo.int/amc/en/trademark/output.ntml
@ommercial
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Strategic use of IP in CI cece’

Domain Names and Competitive Intelligence

Domain names have become an important part of a company’s
brand :

Use of multiple domain names to represent various products and to
serve assorted markets

Domain give access to product and branding strategies

Preserve brand integrity and access to information about competitor
bad faith, cyber squatting or other offenses

Track competitors and determine their market strategy by conducting
Inventory of domain name assets and compare it to trademark
databases
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Conclusion 33T

. Where to start? Why not a Cluster approach?e"e

Conduct an in depth analysis of the selected cluster. WHERE ARE
WE? Make an assessment of all the key technological challenges
faced by the cluster.

Assess and define Product development and Market development
possibilities. WHERE DO WE WANT TO GO? What is the potential
for developing innovative and added value products to consumers?
What should be the target market: local, regional or international
markets.

HOW DO WE USE IP TO GET THERE? Propose IP strategies (Use
IPRs information to have access to key information for value
addition, Collective Branding, technology transfer, Licensing, free use
of patent in public domain...) to gain competitive advantage.
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THANK YOU FOR YOUR ATTENTION!

"It Is pardonable to be
defeated, but never to
be surprised.
(Frederick the Great)

MARINA SAUZET
marina.sauzet@prosperis.net

52



