INNOVATION & MARKETING


20th anniversy of TECHNOLOGY TRANSFER PROFESSIONALS     
SUSTAINABLE  INNOVATION
BALANCING 
CULTURE, SOCIAL  AND  ECONOMIC VALUES IN 
R&D PLANNING

HISTORY OF RESEARCH COMMERCIALIZATION

1980 university industry interaction             U2I
Bay Dohl Act 1982

University technology managers             AUTM
                                                                    TTP

                                                                 ASTP

1991-1996         
13 807 licenses realized
Royalties doubled          

USD 248 millions in 1992                 
USD 611 millions in 1997              
Corporate investment in universities research

USD    264 millions in 1980              
USD 2 800 millions in 2000

What is new about today’s commercial practices is not their existence, which is evident, 

but their unprecedented size and scope.
The rise of the corporation and 

the domination of growth as a social value

GDP (gross domestic product) vs. GPI (genuine progress indicator)

“created needs”

“family and community integration”
“overwork”

“waste”

“inappropriate technologies”

“unskilled and bad paid jobs”
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Diminished sense of well-being is linked with decreasing GPI (raising costs to achieve GDP) at rising GDP.

The impact 
of corporate growth values 
on scientific research
crucial links



research                            funds  (private & public)

                       product                       benefit to end-used

main objectives

Undesirable impact on scientific objectivity 
(conflict of interest)
Undesirable impact on education and staff 

(dual affiliation, grants, equity, disclosure regulation)

main advantages
Release of drugs beneficial to human health 

vastly outnumbers objectives

Strategic marketing 

to support sustainable innovation

Triple bottom line impact assessment for R&D projects: balancing PROFIT, PEOPLE & PLANET

Social marketing of sustainable technologies

(motivation based on Maslow pyramid)
Participation in major collaboration public good research initiatives (based on an impact analysis to profit, people & planet)
Community consultation 
New models of identifying and quantifying prospective investors (ethical investing, health benefit – “highly desirable”, food safety benefit – “essential”, pollution control -  “mandatory”).
Strategic marketing activities help to manage U2I interactions. 
Benefit of methodologies applied is immense. 
It creates new industries, avoids technology backlash and supports trust from various sectors of society.
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