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IP PANORAMA
•

 
On CD-ROM to 
member States

 of WIPO

•
 

On CD-ROM to 
the partners 
of SMEs

 
Division

•
 

Other language 
versions (Arabic, 
Thai, Hungarian, 
Spanish, French, 
Polish, Russian)



SME Studies

►India
►Brazil
►Jordan
►Poland
►Serbia
►South Africa
►Tanzania



Training of Trainers Programs

►India, Brazil, Jordan
►Poland, Serbia, South 

Africa
►Tanzania, Mongolia, 

Philippines
►Bangladesh, Uzbekistan



Why competition is so important
►

 
90% of managers are not profit (meaning 
productivity) maximizers

►
 

Fair and intense competition with the best leaves 
them the choice between catching up or giving up

►
 

Product market competition is the main 
mechanism by which capital is re-allocated from 
low productivity to high productivity companies 
(e.g. retained earnings) – competition in banking 
also key (e.g. CIGAP findings)

►
 

Competition is the main driver of innovation
►

 
Competition pushes businesses to push for reforms

►
 

Competition between countries also works…
►

 
Competition and free trade are fully consistent 
with the poverty reduction/equal opportunity 
agenda and the best way to attack rents and 
corruption



Competitive Advantage

►Having a competitive advantage is 
necessary for a firm to compete in the 
market

►But what is more important is whether the 
competitive advantage is sustainable

►A firm must identify its position relative to 
the competition in the market

►By knowing if it is a leader, challenger, 
follower or nicher, it can adopt appropriate 
strategies to compete



Sustainable Competitive Advantage

► A good strategist seeks not only to “win the hill, 
but hold on to it.” Subash Jain

► Sustaining competitive advantage requires 
erecting barriers against the competition

► Aakers suggested looking at the following:
How you compete
Basis of competition
Where you compete
Whom you are competing against



Competitiveness European Food 
Industry: Methodology

Theories
International Economics (Krugman, Helpman)
Relative costs, productivity, product 
differentiation
Industrial economics (Porter)
Strategy, supply-demand value chain
Strategic management (Hamel and Prahalad)
Market orientation, innovation, service
Marketing (Hunt and Morgan; Desphande and 
Webster)
Core competence, vision, flexibility



Evolution European food industry

time

Leaving Production

Branding 
Market Orientation

Branding; 
Innovativeness 

Process 
optimization; 

scale and scope 
effects 

Major strategic 
management focus

Poultry

Beer/
Beverages

Dairy

Fragmented industry; 
mainly national markets

High market concentration; 
multinational companies

Increased market 
concentration; 

more internationalized 
companies

Pork

Snacks & 
Sweets



Competitiveness European Food Industry: Dairy

time

national international almost 
multinational

multinational

Production
focus

Production
& Marketing

Marketing d

marketing, 

only

-

Increased 
market 

orientation

focused



Why export competitiveness is 
so important

► Best way to get the $ necessary to import the 
goods and machines 

► To benefit from and be exposed to global 
progress and competition

► Performance is easy to assess
► Political economy is easier (the country against 

the rest of the world)
► Spillovers/linkages into the rest of the economy
►Great wedge into tricky domestic policy issues 

(e.g. labor, land and electricity)



Practical definition of export 
competitiveness

Competitiveness = productivity/costs

and by the way:

GDP = productivity X inputs

Productivity = value added/inputs
(productivity captures quality and innovation)



Analyzing competitiveness…

►…in existing products/services
Benchmark productivity and key costs along main steps 
of value chain
Explain reasons for differences through analysis of 
incentive framework (e.g. competition) and factor 
markets (e.g. labor, capital and land)

►…in potentially new products/services
Understand market requirements in detail
Consider proactive role of government if big information 
gaps and coordination issues



The challenge of The challenge of adding valueadding value in in 
todaytoday’’s economys economy

►►
 

Raw materials/Inputs: Processing (Raw materials/Inputs: Processing (Value additionValue addition) = ) = 
Value added output/component; product; sale; Value added output/component; product; sale; ProfitProfit

►►
 

Value addition: Value addition: Cheaper, Faster,Cheaper, Faster, BetterBetter:: 
Functional/technological or aesthetic/nonFunctional/technological or aesthetic/non--technological; technological; 
Rational/Emotional Rational/Emotional (More for Less)(More for Less)

►►
 

Price; access/availability; consistencyPrice; access/availability; consistency
►►

 
Individual, Enterprise (legal person), Chains, Networks; Individual, Enterprise (legal person), Chains, Networks; 
consortia; consortia; Open Innovation Open Innovation (Industry(Industry--GovernmentGovernment-- 
Academia)Academia)

►►
 

Ownership vs. access to knowledgeOwnership vs. access to knowledge
►►

 
Value Addition, Value Delivery and Value ExtractionValue Addition, Value Delivery and Value Extraction



Business as supply chain

Financial Management

People Management

Dig clay Throw clay into pots Sell pots

Technology

Infrastructure & Logistics

R & D

►
 

The supply chain traces processes and 
transformations.  As these become more complex, 
they tend to differentiate into various functions.



Business as value chain

Dig clay Throw clay into pots Sell pots Margin

►
 

The value chain maps value added and captured onto the 
supply chain.  Each step in the supply chain contributes 
different amounts of value.

►
 

Effective management involves both identifying new sources 
of value and tying together pieces to create more than the 
sum of the parts.



From value chains to markets

Dig clay Throw clay into pots Sell pots Margin

►
 

As underlying processes become more complex, supply 
chains often evolve into chains of firms that interact 
through negotiated transactions or markets - rather than 
chains of functions managed internally

►
 

Note how the margin divides (and multiplies)



Markets & industries

►
 

Each cluster of competitors is an industry, industry segment 
or strategic group

►
 

Supply chains and industries evolve over time – as do their 
rules, cultures, technologies and  sources of value



Environmental Scanning

Macro-
 environment

Economic
 Forces

Ecological
 Forces

Socio-cultural
 Forces

Technological
 Forces

Political
 Forces

Firm/
 Organization

Structure

 
Culture

 
Competencies 

Resources

Operating
 Environment

Trade 
Association

Regulators

Union/

 employees

Competitors

Creditors Suppliers

Customers

Communities

Stockholders



Stakeholders shape the operating 
environment

Macro-
 environment

Firm/
 Organization

Structure

 
Culture

 
Competencies 

Resources

Operating
 Environment

Trade 
Association

Regulators

Union/

 employees

Competitors

Creditors Suppliers

Customers

Communities

Stockholders

Economic
 Forces

Ecological
 Forces

Socio-cultural
 Forces

Technological
 Forces

Political
 Forces



Industry structure

►
 

Industries are clusters of firms that serve the same 
function in a commerce chain.  These sets of firms 
operate in the same space and compete to control 
enough space to capture value.

►
 

Industries all have structure, history, trajectories and 
competitive dynamics that constrain entry options – and 
are shaped in part by macro-environmental conditions.



Competitive Analysis

►
 

Competitors are the firms that compete to serve 
the same customers in the same marketplace.  

►
 

Competitors can compete directly (cars) or 
indirectly (bicycles, mass transit).

►
 

Competition happens on two levels:
1. Product or service competition

►

 

Competition at the level of the value proposition and 
marketing (covered in the first workshop)

2. Company competition
►

 

Competition at the level of company strategy



Company competitive analysis

►How does each firm compete? 
Quality, service, low price, something else?

►How effective is each? 
How well designed are they to compete as they 
do?

►How powerful?
What resources do they control?  Money, 
people, influence...

►How aggressive?
How hard do they compete?  What’s their 
trajectory?



Industry power

Threat from 
Substitutes

Suppliers’
 Power

Threat from 
New Entrants

Buyers’
 Power

Rivalry
 of

 Firms

Power of other 
Stakeholders



IDEA to PRODUCTIDEA to PRODUCT

Innovation
(Tech/Non-tech)

Invention 

Idea 

Technology (Internal, External or Joint)

Product (Internal, External or Joint)

Functional or 
Technological 

Form or 
Appearance 

Marketing (Branding) 

Manufacturing or 
Business Process 

@Entrepreneur@

Financial, Legal or 
Organizational 

Business 
Model 

Internal,
External, or Joint 

Internal,
External, 
or Joint 

Internal, 
External or Joint 

Business 
Strategy



Levels of ProductLevels of ProductLevels of Product

Brand
Name

Quality
Level

Packaging

Design

Features

Delivery
& Credit

Installation

Warranty

After-
Sale

Service

Core
Benefit

or
Service

Core
Benefit

or
Service

Actual
Product
Actual

Product
Core

Product
Core

Product

Augmented
Product

Augmented
Product



Introduction to IP Management 1Introduction to IP Management 1

►►Trademarks (Brands)Trademarks (Brands)
►►Geographical IndicationsGeographical Indications
►►Industrial DesignsIndustrial Designs
►►Patents and Utility ModelsPatents and Utility Models
►►Copyright and Related Rights Copyright and Related Rights 
►►Trade SecretsTrade Secrets
►►New Varieties of PlantsNew Varieties of Plants
►►Unfair Competition Unfair Competition 



Introduction to IP Management 2Introduction to IP Management 2

►►LegalLegal
►►TechnicalTechnical
►►BusinessBusiness
►►ExportExport
►►FinancialFinancial
►►RelationshipsRelationships

►►AccountingAccounting
►►TaxTax
►►InsuranceInsurance
►►SecuritySecurity
►►AutomationAutomation
►►PersonnelPersonnel



An Aspect of Good ManagementAn Aspect of Good Management
►►

 

People ManagementPeople Management –– because IP is generated by people because IP is generated by people 
and  and  used by peopleused by people

►►

 

Knowledge ManagementKnowledge Management –– because a lot of knowledge is because a lot of knowledge is 
informal and may or may not informal and may or may not 
crystallise as recognisable category crystallise as recognisable category 

of of IPIP

►►

 

IT Strategic PlanningIT Strategic Planning –– because a lot of IP is ITbecause a lot of IP is IT--related; related; 
somesome of the more complex IP issues arise of the more complex IP issues arise 
in in IT contextIT context

►►

 

Contract ManagementContract Management ––because IP is often created (or because IP is often created (or 
improved) in context of a contract improved) in context of a contract 

((egeg, , supply contract or joint venture supply contract or joint venture 
relationship)relationship)

►►

 

Asset ManagementAsset Management –– because IP is an asset, albeit because IP is an asset, albeit 
intangible; it has a valueintangible; it has a value

►►

 

Risk ManagementRisk Management –– because there are risks to an because there are risks to an 
organisation flowing from its organisation flowing from its 

actions, actions, or failure to act, in relation to IP or failure to act, in relation to IP 
including risk of lost opportunity)including risk of lost opportunity)



Touch Points



From Invention to InnovationFrom Invention to InnovationFrom Invention to Innovation

While While inventioninvention depends upon depends upon 
creativitycreativity, , 
successful successful technological technological 
innovationinnovation requires integrating requires integrating 
new knowledge with new knowledge with multiple multiple 
business functionsbusiness functions..



Innovation Innovation –– What is it?What is it?

The creation of new ideas/processes which The creation of new ideas/processes which 
will lead to change in an enterprisewill lead to change in an enterprise’’s s 
economic or social potentialeconomic or social potential

[P. Drucker, ‘The Discipline of Innovation’, 
Harvard Business Review, Nov-Dec, 1998, 149]



How to classify newness and degree of 
innovation and what to focus on:

• New to the firm? 
• First in the market?
• First in the world?
• Incremental or radical innovations?

Innovation



Why do we need Innovation?Why do we need Innovation?

Conclusion?  - - If a company does not continue to introduce 
new products periodically, or at least significant 
improvements on existing  products it will eventually be on a 
“going out of business” curve.

Continuing to come up with the “right” product for the 
market takes a lot of innovation (plus a lot of “perspiration!”). 



The Profitability of InnovationThe Profitability of InnovationThe Profitability of Innovation

• Legal protection

• Complementary 
resources

•
 

Ease of imitation    
of 

technology  

• Lead time 

Profits  
from 

Innovation

Value of an 
innovation

Innovator’s 
ability to 

appropriate 
value from an 

innovation



The The ““ RightRight”” Innovative Product?Innovative Product?

The The right productright product is one that becomes available at is one that becomes available at 
the right time (i.e., when the market needs it), and the right time (i.e., when the market needs it), and 
is better and/or less expensive that its competition.is better and/or less expensive that its competition.
To have the right product, therefore, one must:To have the right product, therefore, one must:

PredictPredict a market needa market need
EnvisageEnvisage a product whose performance and a product whose performance and 
capability will meet that need capability will meet that need 
DevelopDevelop the product to the the product to the appropriate timeappropriate time scale scale 
and produce it.and produce it.
Sell the product Sell the product at the right priceat the right price



Pre-IPO

Expansion

Start-Up

Seed

Idea / Concept

TimeTime

$

• Bright Idea
• Experimental
• Research
• Business Plan
• Proof of  Concept 

• Legal Entity
• Founders = Mgt Team
• Minimal Revenue
• Slow Growth

• Support Functions
• Administration
• Marketing
• Revenue Growth

• High Growth
• Head Count 
• Multiple Cycles

• Viable
• Market acceptance
• Heading to IPO or M&A

The Process/Steps of Innovation 

Understanding the Process of Understanding the Process of 
InnovationInnovation



Expansion

Start-Up

Seed
Idea / Concept

TimeTime

$

•Business Plan
•Prototype/ POC
•Project Management
•Business Premises
•Project Management
•Management Training  

•Corporate and 
Secretarial 
•Financial 
•Training 
•PR and Marketing
•Networking 
•Business 
Development 

•Recruitment
•Business 
Development
•A & P
•Market Access 

•International support and 
Mkt. Access 
•Diversification strategies 
and support 
•Recruitment
•Training and Incentives 

Needs of Each Stage

IP Management Needed in all stages 



Goals of IPGoals of IP
•

 
Protect a Potential Product 

•
 

Protect a Path to Market

•
 

“Own a Space”

•
 

Create Exclusivity and 
Desire

•
 

Block Competition

•
 

Funding 

•
 

Exits 



SalesProductTechnologyResearch

IP Needs of Each StageIP Needs of Each Stage
Idea

Types of 
protection 

used

Key IP 
activities

Confidentiality 
agreement

Patent Search

Competitor 
search

Confidentiality

Research 
contract (with IP 
clauses)

Avoid premature 
publication or 
disclosure

Confidentiality

Patent

Industrial 
Designs

Copyright

Develop patent 
strategy

Prepare and 
lodge patent

All previous 
plus:

Licensing 
agreements

Trade marks

Identify 
licensing 
candidates

Augment 
patents

All previous 
plus:

Enforcement of 
rights

Enforce existing 
rights

Maintain 
patents



Intellectual Property: Attention at all StagesIntellectual Property: Attention at all Stages

Litigation

EnforcementTransactions

Prosecution



Basic Message 1Basic Message 1
IP adds value at IP adds value at every stageevery stage of the of the value value 
chainchain from creative/innovative from creative/innovative ideaidea to putting to putting 
a new, better, and cheaper, product/service a new, better, and cheaper, product/service 
on the market:on the market:

Literary / artistic 
creation

Invention

Financing Product Design

Commercialization 
Marketing

Licensing

Exporting

Patents / 
Utility Models/Trade secrets

Copyright/Related Rights

Patents / 
Utility models

Industrial Designs/ 
Trademarks/GIs

Trademarks/ GIs 
Ind. Designs/Patents/Copyright

All IP Rights

All IP Rights



Basic Message 2Basic Message 2

►► IP StrategyIP Strategy should be an should be an integral partintegral part of of 
the overall the overall business strategybusiness strategy of an of an 
EnterpriseEnterprise

►► The IP strategy of an Enterprise is The IP strategy of an Enterprise is 
influenced by its creative/innovative influenced by its creative/innovative 
capacity, financial resources, field of capacity, financial resources, field of 
technology, competitive environment, etc.technology, competitive environment, etc.

►► BUTBUT: : Ignoring the IP system altogether is Ignoring the IP system altogether is 
in itself an IP strategy, which may in itself an IP strategy, which may 
eventually prove eventually prove very costly or even fatalvery costly or even fatal



A Hierarchy of IP/IC ManagementA Hierarchy of IP/IC Management

Cost Control 
(Control Costs, Improve Productivity)

Profit Center 
(Manage for Profitability)

Integrated 
(Manage for Growth)

Visionary 
(Drive Growth)

Defensive 
(Build Portfolio, Protect Markets and Technology)



Summary: IP = Asset which should Build ValueSummary: IP = Asset which should Build Value

•
 

Protects a Blockbuster Product 

•
 

Protects a Path to Market

•
 

“Owns a Space”

•
 

Creates Exclusivity and Desire

•
 

Blocks Competition

•
 

Is Budgeted for; has a Strategy

•
 

Encourages Funding 

•
 

Helps Drive Exits 



The The ‘‘Commercialisation Commercialisation 
PipelinePipeline’’

Idea Invention IP
Commercialisation 
Decision

Do it yourself

Assign IP

Out-license IP

Partner

Etc



How are commercialisation How are commercialisation 
strategies strategies actuallyactually chosen? chosen? 

►►
 

Ability to exclude incumbantsAbility to exclude incumbants11

►►
 

Complementary asset environmentComplementary asset environment11

►►
 

OthersOthers
Go where the easy money isGo where the easy money is
Past ExperiencePast Experience
Internal constraints & politicsInternal constraints & politics
Business network of the entrepreneurBusiness network of the entrepreneur
Risk adversityRisk adversity
Market forcesMarket forces
etcetc



A Simple Process?A Simple Process?
NoNo

Idea Invention IP
Commercialisation 
Decision

Do it yourself

Assign IP

Excl. out-license

Partner

Etc
Excludability

Complementary assets

Easy money Experience Network

Risk

Politics
Market forces



Build, Buy, Partner: Build, Buy, Partner: Benefits and Benefits and 
TradeoffsTradeoffs

BuildBuild

BuyBuy

PartnerPartner

Time to Market & Control & Profit

C
os

t &
 R

is
k

Most product control
Own the IP
Most profit opportunity

Longest time to market
Risk in market shifts
High development costs
Highest switching costs

Pros Cons

Shorten time to market
Own the IP

Acquisition costs
Integration costs

Least Control
Integration Costs
Shared gross margins -
Least Profit Opportunity

Shortest Time to Market 
Conserves Resources
Try before you Buy
Lowest Switching Costs
Credibility and access



Which horse to pick?Which horse to pick?

Build Buy Partner

Leadership Core 
Business

Time to 
Market

Reduce 
Risk



The Key is CollaborationThe Key is Collaboration

““Few if any companies today can hold all the pieces Few if any companies today can hold all the pieces 
of their own product technologyof their own product technology……they simply must they simply must 
collaborate with others if they want to survive and collaborate with others if they want to survive and 
prosperprosper……IPIP has become much more of a has become much more of a 
bridge to collaborationbridge to collaboration””

Marshall Phelps, MicrosoftMarshall Phelps, Microsoft



Ways
of... designing

supplying producing marketing delivering

Know-how transfer
contract

EEleven leven MModes of odes of CollaborationCollaboration 
AAgreements: greements: IIllustration of llustration of TTheir heir AAnchor nchor 

PPointsoints

Research
contract

Common
Research

Common
purchase Subcontracting

Engineering
contract

Patent
licence

Common
production

Trademark
licence

Consortium
(common

marketing)

Distribution
agreements



New Business Models EmergeNew Business Models Emerge

Then…

One Integrated 
Company

Now…

Many Distributed 
Companies

Product 
Development 

Cycle

Product 
Development

Tool 
Companies

Testing 
Services

CRO’s CRM’s



New Regional Model EmergeNew Regional Model Emerge

Then…

Manufacturing

Research

Development

Trials/Testing

Services

Self-contained 
regional clusters

Region A

Region E

Region B

Region F

Region D

Region C

Region G

Now…

Specialized, 
networked regions



New developments in innovation New developments in innovation 
raises new issues and problemsraises new issues and problems

►►
 

Greater emphasis on Greater emphasis on commercializing scientific commercializing scientific 
discoveriesdiscoveries, particularly in IT and the bio, particularly in IT and the bio--sciencessciences

►►
 

Speed and potential value of scientific progress leads to Speed and potential value of scientific progress leads to 
emphasis on emphasis on solid and wellsolid and well--designed portfolios of designed portfolios of 
research projectsresearch projects

►►
 

Universites as Universites as activeactive drivers of innovation: Academic drivers of innovation: Academic 
entrepreneurship and the entrepreneurial universityentrepreneurship and the entrepreneurial university

►►
 

UniversityUniversity--industry partnershipsindustry partnerships
►►

 
Increased search for Increased search for radical innovationradical innovation and topand top--line line 
growth.growth.



‘‘Closed Innovation: Single TrackClosed Innovation: Single Track’’

“Ideas & “Current Market Place”

Research Development Commercialization

Investigations”

Based upon ‘Open Innovation: Researching a New Paradigm’ 
(2006) Henry Chesbrough, Wim Vanhaverbeke & Joel West

1
2

3

4
5

http://www.google.co.uk/imgres?imgurl=http://upload.wikimedia.org/wikipedia/commons/thumb/8/81/Stop_sign.png/600px-Stop_sign.png&imgrefurl=http://commons.wikimedia.org/wiki/Image:Stop_sign.png&h=135&w=135&sz=32&tbnid=6KoCwbHaIWgJ:&tbnh=135&tbnw=135&sa=X&oi=image_result&resnum=1&ct=image&cd=1
http://www.google.co.uk/imgres?imgurl=http://upload.wikimedia.org/wikipedia/commons/thumb/8/81/Stop_sign.png/600px-Stop_sign.png&imgrefurl=http://commons.wikimedia.org/wiki/Image:Stop_sign.png&h=135&w=135&sz=32&tbnid=6KoCwbHaIWgJ:&tbnh=135&tbnw=135&sa=X&oi=image_result&resnum=1&ct=image&cd=1
http://www.google.co.uk/imgres?imgurl=http://upload.wikimedia.org/wikipedia/commons/thumb/8/81/Stop_sign.png/600px-Stop_sign.png&imgrefurl=http://commons.wikimedia.org/wiki/Image:Stop_sign.png&h=135&w=135&sz=32&tbnid=6KoCwbHaIWgJ:&tbnh=135&tbnw=135&sa=X&oi=image_result&resnum=1&ct=image&cd=1
http://www.google.co.uk/imgres?imgurl=http://upload.wikimedia.org/wikipedia/commons/thumb/8/81/Stop_sign.png/600px-Stop_sign.png&imgrefurl=http://commons.wikimedia.org/wiki/Image:Stop_sign.png&h=135&w=135&sz=32&tbnid=6KoCwbHaIWgJ:&tbnh=135&tbnw=135&sa=X&oi=image_result&resnum=1&ct=image&cd=1


‘‘Open Innovation: Three Lane HighwayOpen Innovation: Three Lane Highway’’

“Ideas & “Current Market Place”

Research Development Commercialization

Investigations”
“New Market Place”

“Other firm’s Market Place”

“External Ideas &
Investigations”

licensing

“External Technologies

Technology 
spin-offs

Insourcing

 

gate

Outsourcing gate

Based upon ‘Open Innovation: Researching a New Paradigm’ 
(2006) Henry Chesbrough, Wim Vanhaverbeke & Joel West

1
2

3

4
5



Thank you for your attention!Thank you for your attention!

►►GURIQBAL SINGH JAIYAGURIQBAL SINGH JAIYA
►►DIRECTOR, DIRECTOR, SMEsSMEs DIVISION, WIPODIVISION, WIPO

►►guriqbal.jaiya@wipo.intguriqbal.jaiya@wipo.int
►►www.wipo.int/smewww.wipo.int/sme

mailto:guriqbal.jaiya@wipo.int
http://www.wipo.int/sme
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