3.  Marketing Federally Developed Technologytc \l2 "3.  Marketing Federally-Developed Technology
Technology transfer in the Federal Government uses marketing concepts of the private sector.  The objectives of both marketing and technology transfer are to target user audiences and encourage the adoption, use, and commercialization of products.  Many of the tools used in Federal technology transfer programs are proven marketing tools (some of these were described in section 1 of this chapter).  Marketing offers a means of enhancing technology transfer activities.  Marketing concepts can help researchers and technology transfer professionals target audiences and identify appropriate user segments.   Because of its importance to technology transfer, this chapter focuses on marketing, its definition, and its functions.
A.  Marketing: What Is It?tc \l3 "A.  Marketing: What Is It?
Marketing is the process of determining the target audience or set of users for a product or service, understanding the needs of this audience, and matching these needs to a new product in a manner that causes these users to prefer the new product over existing products.  To market effectively, marketing plans are developed.  The plan is an arranged structure designed to guide the marketing process.  A good marketing plan usually includes what is called a market analysis or market survey.  The market survey analyzes the current marketplace and existing products or competition.  The market survey also helps identify potential problems (including health and safety, regulatory, political, and economic) as well as opportunities (potential growth areas) and provides a gauge for estimating the success of a new product. 

Once the market survey is completed, it is integrated into a plan of action that defines the targeted market, includes sales objectives (or in the case of the Federal Government, commercialization objectives), offers marketing strategies for meeting those objectives, provides a budget for accomplishing the objectives, and describes an annual evaluation plan.

B.  Components of the Marketing Plantc \l3 "B.  Components of the Marketing Plan
The following are components of a typical marketing plan:

A Commercialization Objective: A good marketing plan is driven by the commercialization objectives for a given technology.  This section of a marketing plan describes the product to be commercialized, its principal uses, its benefits, its advantages over the competition, and commercialization goals (number of units to be sold and a time frame for full commercialization).

Defining the Target Users and Market:  The first step in ensuring the timely transfer of federally developed technology is to identify potential users of that technology.  There are many tools available for this purpose.  Standard Industrial Classification (SIC) Codes, available in almost any library, list all industries and market sectors by numerical codes and sub-codes.  These codes can be used to obtain lists of companies in these markets and market segments.   Segments are manageable groups with common characteristics of a broad consuming market that enable marketers to target users with the highest likelihood of adopting technology while minimizing costs.  Targeting specific demographic and geographic market profiles can further narrow these segments.  In addition, markets can be divided into primary and secondary groups.  Primary markets may be the direct consumers of a technology.  Secondary markets are often the manufacturers of the technology.  Technology transfer efforts should consider both markets since one market will create a "demand" that might lead to commercialization by the other group.

There are several publications available at most libraries that list associations of industry groups and segments.  Associations may also help create a demand or interest in the technology being transferred.  Identifying trade journals used by specific market groups and segments is also helpful in targeting potential users.  Additionally, technical experts in the technology field may be able to offer contacts that can lead to further identification of potential users.  State Business Development Centers, Chambers of Commerce, and Small Business Development Centers can also be of assistance.

Market surveys will be very helpful in identifying potential users.  Market surveys often contain lists of companies that might have an interest in the product.  A market survey usually provides the following information:

WHAT A MARKET SURVEY WILL TELL YOU
-  A description of the "new" technology and its potential functions and/or applications

-  A description of "existing" technology that performs the same basic functions and applications

-  The market size of the "existing" technology/product in units and/or dollars

-  The advantages of the "new" technology over "existing" technology.  These can be advantages in function, specific markets, pricing, manufacturing capability, etc.

-  Identification and ranking of the top three to five end-user industries with the greatest likelihood of adopting the new technology/product.

-  Identification and ranking of the most important end-use products that could result from a given technology by potential market size

-  A ranking of companies as potential licensees

-  A review of published literature available on the technology/product and specific companies using, making, and/or selling the technology/product

Conducting a market assessment involves identifying potential users (by using Standard Industrial Classification (SIC) Codes, association listings, on-line market databases), contacting a cross-section of anticipated users, and interviewing potential users regarding the viability of the technology, conducting literature and on-line computer searches for similar technology, and discussing the technology with technical experts in the field.  Market surveys are conducted in close coordination with research development principals and inventors.  In some cases, Federal agencies have used contractors to conduct market surveys of their technologies.  In other cases, certain Federal laboratories, such as the National Institute for Standards and Technology (NIST), have the expertise needed to conduct market assessments. 

Many Federal agencies have used market surveys not only to help them assess the commercial viability of their research developments, but also to assist in making future research funding decisions.

Another tool for identifying users of federally developed technology and its utility is a citation analysis on an agency’s existing patents.  A citation analysis lists references to a specific agency patent in other inventor’s patents and patent applications.

Marketing Strategies:  Once potential users have been identified, marketing of the technology can proceed by using marketing strategies.  Marketing strategies form the core of a marketing plan.  Many of the technology transfer tools discussed in section 1 of this chapter are marketing strategies of one form or another.  They include:

Advertising - Building awareness of the technology by paid media such as magazines, newspapers, and television and radio, and direct mail.  The Federal Government can advertise its technologies, but prudence should be exercised when doing so.  Advertisements are not inexpensive, but are usually much more effective than publicity (which, by definition, is free), because the advertiser is in control of the communication.

Publicity -  Non-paid media communication that helps build target market awareness and positively affects attitudes about the technology being transferred.  Publicity can be obtained through press releases, news stories and articles, opinion pieces, interviews, public service announcements, and visibility at conventions, seminars, and public events.  In developing publicity strategies, it is useful to consider providing a unique twist to interest the media and to follow-up to ensure that news releases will be used.

Merchandising - A method used to reinforce advertising messages and to communicate product information and promotions through non-mass communications vehicles.  Merchandising includes brochures, sell sheets, product displays and exhibits, video presentations, banners, posters, or other tools that can be used to describe the technology's attributes, positioning in the marketplace (why the technology is superior to existing technology), and economics.  Merchandising techniques may be expensive, but they are usually targeted to specific users audiences.  “Showcasing" and exhibits are merchandising methods, as are meetings.  Seminars, demonstrations and workshops with companies interested in Federal technology and presentations at technical meetings, and one-on-one meetings between researchers and interested parties can often be one of the best means for transferring technology, expertise and know-how, but could involve travel and the need for non-disclosure agreements.  Fairness-of-opportunity must factor into one-on-one discussions.

Evaluation:  The final important component of any marketing plan is evaluation.  At a minimum, progress toward technology transfer should be assessed on an annual basis and the marketing plan refined accordingly.  Often, initial marketing efforts lead to feedback from potential users that can be used to improve the subject technology or products.  Marketing efforts can also lead to CRADAs.  Marketing plans may need to be adjusted to accommodate situation changes created during these partnerships.  These technology transfer activities can help increase the likelihood of successful commercialization.

A simple marketing plan and sample market search conducted for an actual USGS invention follows.

Sample Market Planstc \l4 "Sample Market Plans
Quick Market Search for
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Hydrothermal Reactor Cell Users
Office of Technology Transfer

July 1996

Quick Market Research on

Rosenbauer Hydrothermal Reactor Cells
About the Development
USGS researchers have designed and constructed two reactor cells that provide a new level of experimental capability in terms of corrosion resistance.  The cells are useful for testing and research aimed at understanding characteristics of fluids, particularly their response to high temperatures and pressures. 
One of the new cells is an all gold flexible cell with iridium gaskets.  The gold top on this cell replaces the current design, which uses a titanium top, a source of corrosion in reducing environments.  The iridium seal prevents self-alloying problems.
The second cell is a fixed-volume Rene autoclave with a Pt-Rh liner.  The cell is designed for use with extremely corrosive fluids to 500o C.
Possible Markets
The cells offer widespread potential application to diverse industries involved in highly corrosive and high-temperature and pressure systems, such as nuclear, geothermal power, and oil.
Market segment search categories include:
petroleum research
geothermal power research
nuclear power research
chemical research
minerals research
associations related to these areas
suppliers of analytical and laboratory equipment
Project Objective
The cells both require extensive testing before they are ready for transfer to the private sector.  A partnership with a company with interest in the cells will be pursued under the auspices of a Cooperative Research and Development Agreement.
Promotional Strategy
Promotional strategies include conducting a quick market search and providing fact sheets to companies and associations identified through the search.  A market search of potential petroleum research entities and associations has been conducted and is attached.  Other searches can be conducted upon request.
In addition, this partnership opportunity will be highlighted on the USGS Technology Transfer Home Page.
Additional searches can provide lists of periodicals, newsletters, journals, etc. of interest to specific market segments, such as the petroleum research segment.
U.S. Department of the Interior
U.S. Geological Survey
Technology Transfer Opportunities:
Partnerships
Development of Corrosion-Resistant Hydrothermal Cells
 
About the Development
Researchers at the U.S. Geological Survey (USGS) have designed and constructed two laboratory test cells that provide a new level of experimental capability in terms of corrosion resistance.   A USGS laboratory tasked with conducting research on submarine hydrothermal and continental geothermal systems has used the cells.  Researchers have used the high temperature and high pressure testing cells to investigate the chemical and mineralogical changes that occur during rock/water interactions at elevated temperature.  These tests are conducted in fixed and flexible volume reaction cells.  The USGS has conducted considerable research and experimentation to design and build reaction cells that are inert and also have desirable mechanical properties.  A new flexible and a new fixed reaction cell are the products of this research.

The Flexible and Fixed Cells
One of the new USGS cells is an all gold flexible cell with iridium gaskets.  The gold top on this cell replaces the current design, which uses titanium, a source of corrosion in reducing environments.  The iridium seal prevents self-alloying problems.



The other USGS cell is a fixed-volume Rene autoclave with a Pt-Rh liner.  This cell is designed for use with extremely corrosive fluids and temperatures up to 500o C.

Partnership Opportunity
Before the two new reaction cells can be transferred to the private sector for commercial use, USGS researchers need to refine and test them.  The USGS is seeking an industrial partner to work with it through a Cooperative Research and Development Agreement (CRADA).  The industrial partner would assist the USGS in testing the cells and in developmental work.

For More Information
Additional information about the reaction cells and the partnership opportunity can be obtained by contacting:

Robert Rosenbauer

U.S. Geological Survey

Geologic Discipline

345 Middlefield Road

M.S. 999

Menlo Park, CA 94025

Tel: (415) 329-4198

FAX: 415/329-4463

email:brosenbau@usgs.gov



List of Companies/Associations With Possible Interest in Hydrothermal Reactor Cells

Associations
American Hardware Manufacturers Assn

931 N. Plum Grove Rd

Schaumburg, IL 60173-4796

tel: 708/605-1025

American Machine Tool Distributors’ Assn

1335 Rockville Pike

Rockville, MD 20852-1400

tel: 301/738-1200

American Petroleum Institute

1220 L Street, NW

Washington, DC 20005-4073

tel: 202/682-8000

American Society for Quality Control

310 W. Wisconsin Avenue

Milwaukee, WI 53203-2211

tel: 414/272-8575

American Supply Association

20 N. Wacker Drive, Suite 2260

Chicago, IL 60606-3003

Tel: 312/236-4082

Associated Equipment Distributors

615 W. 22nd St

Oak Brook, IL 60521-1977

Tel: 608/574-0650

Chemical Specialties Manufacturers Assn

1001 Connecticut Avenue NW

Suite 1120

Washington, DC 20036-5594

Tel: 202/872-8110

Environmental Industry Council

1825 K Street, NW, Suite 210

Washington, DC 20006-1202

tel: 202/331-7706

Fabricators and Manufacturers Assn International

5411 E State St

Rockford, IL 61108-2376

Tel: 815/339-8700

Fluid Controls Institute Inc.

31 South St, Suite 303

Morristown, NJ 07960-4137

tel: 201/829-0990

Independent Petroleum Assn of America

1101 16th St NW

Washington, DC 20036-4886

tel: 202/857-4722

Industrial Research Inst.

1550 M St. , NW, 11th floor

Washington, DC 20036-0000

tel: 202/872-6350

National Assn of Manufacturers

1331 Pennsylvania Ave, NW

Suite 1500N

Washington, DC 20004-1703

tel: 202/637-3000

National Petroleum Refiners Assn

1899 L St NW, Suite 100

Washington, DC 20036-3896

tel: 202 457-0480

National Solid Wastes Management Assn

1730 Rhode Island Ave, NW

Suite 1000

Washington, DC 20036-3196

tel: 202/659-4613

American Institute of Mining, Metallurgical and Petroleum Engineers

345 E 47th St, 14th floor

New York, NY 10017-2330

tel: 212/705-7695

Metallurgical Society of AIME

420 Commonwealth Drive

Warrendale, PA 15086-7514

tel: 412/776-9000

National Assn of Corrosion Engineers

P.O. Box 218340

Houston, TX 77218-8340

tel: 713-492-0535

Society of Petroleum Engineers

222 Palisades Creek Drive

Richardson, TX 75080-2040

tel: 214/669-3377

American Assn of Petroleum Geologists

1444 S Boulder Ave

Tulsa, OK 74119-3604

tel: 918/584-2555

American Nuclear Energy Council

410 1st St SE

Washington, DC 20003-1894

tel: 202/484-2670

American Society for the Testing of Materials

1916 Race St

Philadelphia, PA 19103-1108

tel: 215/299-5400

Institute of Nuclear Power Operations

1100 Circle 75 Pkwy, NW, Suite 1500

Atlanta, GA 30339-3024

tel: 404/953-3600

Materials Properties Council

345 E 47th St, 14th fl

New York, NY 10017-2330

tel: 212/705-7693

Scientific Apparatus Makers Assn

1101 16th St NW, Suite 300

Washington, DC 20036-4884

tel: 202/223-1360

Industrial Corporations With Research Laboratories - Oil and Gas Extraction

Amoco Production Co

200 E Randolph Dr

Chicago, IL

tel: 312/856-2222

Coastal Oil and Gas Corp

9 Greenway Plaza

Houston, TX 77046-0979

tel: 713/877-1400

Conoco Inc

1000 S Pine St

Ponca City, OK 74603-0001

tel: 405/767-3456

Conoco Inc

600 N Dairy Ashford Road

Houston, TX 77079-1121

tel: 713/293-1000

Continental Laboratories Inc

6600 Fairbanks-North Houston Rd

Houston, TX 77040-4309

tel: 713/460-0780

Discovery Oil Ltd

2049 Century Park E Suite 1930

Los Angeles, CA 90067-3121

tel: 213/277-7692

Dupont El de Nemours & Co Inc

Petrochemicals Div

1007 Market St

Wilmington, DE 19898-0001

tel: 302/774-1000

Exxon Chemical Americas

13501 Katy Freeway

Houston, TX 77079-1398

tel: 713/870-6000

Exxon Co USA

800 Bell St

Houston, TX 77002-7426

tel: 713/656-3636

Freeport-McMoran Oil and Gas

1301 Fannin St

Houston, TX 77002-7008

tel: 713/658-7145

International Mineral and Chemical Corp

2315 Sanders Rd

Northbrook, IL 60062-6108

tel: 708//564-8600

Meridian Oil Inc

801 Cherry St

Fort Worth, TX 76102-6803

tel: 504/582-4000

Mobil Exploration & Producing US Inc

12450 Greens Point Dr

Houston, TX 77060-0000

tel: 713/775-2000

Mobil Oil Corp Exploration & Production

150 E 42nd St

New York, NY 10017-5666

tel: 212/883-7433

Newhall Refining Co Inc

22674 N Clampitt Rd

Newhall, CA 91321-0000

tel: 805/259-2660

Occidental Petroleum Corp

10889 Wilshire Blvd

Los Angeles, CA 90024-4201

tel: 213/879-1700

Pacific Enterprises Oil

Pacific Enterprises Oil

2001 Ross Ave Suite 1000

Dallas, TX 75201-2916

tel: 214/979-6900

Phillips Petroleum Co

4th & Keeler Sts

Bartlesville, OK 74004-0001

tel: 918/661-6600

Quaker State Corp

255 Elm St

Oil city, PA 16301-1412

tel: 814/676-7676

Quinoco Petroleum Inc

4582 S Ulster St Pkwy Suite 1700

Denver, CO 80237-2641

tel: 303/850-7373

Royal Oil & Gas Corp

P.O. Box 809

Indiana, PA 15701-0809

tel: 412/463-0246

Santa Fe Energy Co

12070 Telegraph Rd

Santa Fe Springs, CA 90670-3746

tel: 213/944-0311

Shell Oil Co

900 Louisiana St

Houston, TX 77002-4901

tel: 713/241-6161

Texas Meridian Resources Inc

580 Westlake Pk Suite 825

Houston, TX 77070-2676

tel: 713/558-8080

Texas Oil and Gas Corp

1700 Pacific Avenue

Dallas, TX 75201-4618

tel: 214/954-2000

Total Petroleum North America Ltd

999 18th St Suite 2201

Denver CO 80202-2492

tel: 303/291-2000

Union Pacific Corp

8th & Eaton Aves

Bethlehem, PA 18018-2297

tel: 215/861-3200
A Model "Marketing Plan"
(Note:  This plan is intended to serve as an overall guide; it contains some specifics to convey in general how such a plan may be written.)

Title:  Technology Transfer of a Research Product

Person Responsible:  Principal Investigator, Bureau Research Center

FYXXX Funding:
$XXXX

FTE's:

X

Related Projects:  Title of Related Projects

Background:  (SAMPLE) The U.S. Bureau of Mines conducts research to ensure that the Nation's minerals and mineral materials supplies are readily available to consumers.  Research focuses on making mining a safer and healthier occupation for mine workers, making the minerals industry more competitive through the development of advanced mining and mineral processing technologies, and helping the Nation conserve its valuable mineral resources by developing minerals and metals conservation and recycling techniques.  Another very important facet of the Bureau's research program is to make mining and minerals processing compatible with the environment.

About (the Research Product):  (SAMPLE) Research on the (product) was conducted in concert with the Bureau's mission to make mining and minerals processing more compatible with the environment and to provide mine and mineral processing plant operators with low-cost, effective technology to meet their environmental responsibilities and obligations.  (Continue with a description of what the product is, what it does, why it is important.)

(Market Position Statement) Goal of Market Plan: It is the objective of this plan to transfer the (research product) to (continue with a description of what will be accomplished with this project, i.e., that the product be transferred to at least one or two commercial manufacturers, who will produce XXX quantities of the product during the next XXX years.)

(Basic Selling Idea)  Benefits to Industry:  (Start with a problem statement and tie into the research product.  How does the research product address the problem, what benefits does it offer the industry or potential marketers and their customers, etc.)

(Market Analysis, Current Market--a market analysis may be a task of the TT Project) The Market:  The immediate, target market for the (research product) is.... (Which type of industry? Who in the industry specifically if this is known?  What incentives does this industry have to use the technology, i.e., are there expected regulatory requirements within the next few years?  What other segments of the industry may be interested in marketing?  The construction? Agriculture? Aerospace?  Who will the customers of the marketers be?)

(Promotional Strategy) Technology Transfer Strategy:  We propose the following as part of our overall strategy plan to actively transfer the (research product) technology.  This plan will use economic benefits data delineated through a study conducted by the XYZ office/company.

Task 1:
Conduct a thorough market analysis of manufacturers, venture capitalists, entrepreneurial companies that may have possible interest in marketing the (research product).  This will be contracted to XXX Market Survey Company.----------------------------------$ X,000

Target date:  XX,XX,9X

Task 2:
Conduct a market analysis of industries and users who would serve as the customer base/market for the (research product).

Target date:  XX,XX,9X--------------------$ X,000

Task 3:
Identify procedures, equipment, processes for (producing large quantities of research product or accommodating process/technology).

Target date:  XX,XX,9X--------------------$ X,000

Task 4:
Prepare an informational handout on the (research product) and send this to companies identified in market survey.----------------------------$ X,000

Target date:  XX,XX,9X

Task 5:  Conduct "sales visits" to promising companies identified through market survey.  Present concept and economic benefits data to company.------------------$XX,000

Target date:  XX,XX,9X

Task 6:
Identify a suitable site where technology can be demonstrated.

                                   ------------------$XX

Target date:  XX,XX,9X

Task 7:
Schedule and conduct a demonstration of the (research product) at the identified site.  Invite interested companies identified in market survey.  Invite other companies who are interested in using the technology.  Invite secondary and tertiary market companies to generate interest within these sectors.-------------$XX,000

Target date:  XX,XX,9X

Task 8:
Follow-up with additional "sales visits" to companies appearing to have further interest in marketing the research product.

Task 9:
Advertise exclusive patent licensing opportunity in the Commerce Business Daily.  Select licensee(s) (to be coordinated through WO)--------------------$X

          

Target date:  XX,XX,9X

Task 10:
Establish MOAs or CRADAs with licensee(s) to study scale-up of (research product) development/fabrication.--------------------$X

          

Target date:  XX,XX,9X

Task 11:
Conduct large-scale testing with cooperator.

Target date:  XX,XX,9X---------------------$XX

Task 12:  Initiate commercial production/fabrication and produce at least XXXX.

Target date:  XX,XX,9X---------------------$XX

Estimated Cost to Implement Plan:

(based on tasks list)    $XXXX,XXXX

Progress and Evaluation:
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