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Talk Outline

B2B marketing 101
NIH marketing overview
Market research & implications
Information sources



B2B Marketing and Technology Transfer

Business to Business marketing is different 
from consumer marketing 

TT professionals don’t sell products; We 
sell (rent) ideas, intangibles or one-of-a kind 
materials



B2B Selling Cycle

Several layers of decision making

Several points of intervention or introspection 
during the sales cycle

Differing rates of customer movement

Importance of institutional memory



When Selling Intangibles…

Brand is king
Longevity of supplier
Customer need is ill-defined
Communicating value is challenging
Value perception is asymmetric
Ability to return “goods”



B2B Buying Decision

Buying decision is universally the same
Emotional decision!
Supported by rationalization!!
Marketing creates a buying climate
Help emotion move forward, provide 
rationale



Marketing Needs to Communicate Value

Translate product features into customer 
benefits
Communicate the benefits
Not the features
You want to sell a drill, but customer wants a 
hole in the wall!
So talk about the hole in the wall, not the drill!



Communicating Value….

Understand customer needs to showcase 
benefits

Study customer 
Their challenges and needs
How can you help them?

Present simple solutions
Be direct, address customer’s specific needs



Communication Styles are Different

Science
Conservative

Jargon
Data-driven

Marketing
Reader Focus
Plain language

Application-driven

Law
Comprehensive

Dot the i's, x the t's
Legalese



When Selling a Technology

DO
Use plain language, be 
direct 
Focus on benefits
Use “so what” and “what 
next” approach
Provide supporting data, 
be credible
Use business focus

DO NOT
Describe technology in 
excruciating detail
Smother reader with 
facts
Think like a scientist
Put confidential matter
Use jargon



Branding at NIH

NIH is a well-known brand
Real-time observations >> Use NIH Logo
Additional elements

Tagline 
Technology transfer “images”

Consistent use of all elements



NIH Brand Elements

Science. Ideas. Breakthroughs.



Branding in Action



Why is a Brand Important

Brand familiarity increases comfort
Especially for intangibles/ service

Brands deliver/ reinforce essential message
Brands differentiate and increase recall
For NIH, brand acts as proxy for its attributes 

Cutting edge science 
Public health mission 
Longevity/ stability 
Fairness…



Protecting and Sustaining a Brand

Use branding elements consistently
Don’t cheapen brand by overuse
Avoid brand clutter, use fewer details/ elements
Brand should deliver: Truth in advertising!
Whole organization has to “live” brand’s promise



The NIH Marketing Mix

Technology Brokers

Targeted Marketing

Talks, posters etc. Trade Shows Print Materials

ABSTRACT Federal Register

E-mail Listserv OTT Website



Communication Channels

E-mail ListServ: 1700 patrons, 25-30 e-mails/ yr, 
5-8 abstracts/ e-mail
OTT website: ~50,000 visits per month, home 
page, gen info and lic opp heavily trafficked
Technology brokers: some enhance information; 
TechEx, PharmaLicensing, Global TechnoScan



Communication Channels, contd.

Tradeshows: 8-10 per year, 10-30 leads/ show
Talks, panel presentations, workshops and 
posters at conferences 
Brochures, and other print materials: distributed 
at meetings, mailed, handed out during personal 
meetings and given to walk-in visitors
CD-ROM to complement/ replace print media



Communication Channels, contd.

Federal Register notice: Requirement, free perk
Targeted marketing: Narrower target of 
companies, richer information; Expensive but 
most valuable tool in a B2B setting
Personal contacts: license specialists, inventors 



Targeted Marketing Elements

Good list of companies
Good cover letter; short list of benefits
Additional supporting documents
Follow-up/ tracking is very important
Learning from the customer

New application areas
Market information
Is technology too early or restrictive?
Even a “no” is useful information



Market Research

The NIH study of 150 licenses
The Harvard study with focus groups 
Implications



NIH Marketing Research Goals

To identify sources through which licensees 
learned about NIH inventions
To evaluate current marketing practices
To identify additional marketing strategies



NIH Study: Data Sources

The License Application
Internal license database
Conversations with licensing professionals
Follow-up with licensee when feasible



Information from License Application

License category
Application Date and Effective Date
Foreign/ Domestic, Small/ Large Business
How did Licensee learn about Invention: 
Inventor, Publication, OTT, Prior Contact… 



NIH License Application
APPLICATION FOR LICENSE TO PUBLIC HEALTH SERVICE INVENTIONS

Thank you for your interest in the technology transfer activities of the U.S. Public Health Service.  Your answers to the following questions will provide the foundation for licensing 
decisions.  Please return this form and the required attachments to:  Office of Technology Transfer, National Institutes of Health, 6011 Executive Boulevard, Suite 325, Rockville, MD 
20852.

Identification of Inventions(s) For Which License is Sought (Complete all relevant sections)

U.S. Patent Application(s) Serial Number(s), Filing Date(s), and Patent Number(s) (if issued):

Title of Patent Application(s):

Biological Material(s): 

Inventor(s):

Source from which you learned of availability of a license to the present invention(s):
Information About Applicant

1.  Name & Address of Applicant:

2.  Name, title, address, phone and FAX numbers of Applicant's licensing representative:

3.  Is applicant a U.S. Corporation?  _____ yes _____ no
If no, state country of origin: ________________________________________
State of incorporation or citizenship (if an individual): ________________________________________

4.  Is Applicant a Small Business Firm?  _____ yes _____ no

NIH Office of Technology Transfer
APPLICATION FOR COMMERCIALIZATION LICENSE

940329 - Page 1 of 4



Licenses Reviewed

Total Licenses Reviewed: 151
-- Year 2002: 74
-- Year 2001: 75
-- Prior Years: 2
Source information not available: 25
Licenses with positively identified sources: 126



Licensee Identification: Summary

41%

25%

18%

13%
3%

Personal
Contact

Publications

OTT
Marketing
Efforts
Repeat
Customer

Others



Personal Contact – 41%

42

9

Inventors
Other employees



Publications-25%

21

8

2 1

Scientific
Publications
PCT/Patent
Search
Pubmed
Search
ATCC



OTT Marketing Efforts-18%

5

2

4
1

4

1
2
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Licensing
Specialist
OTT Website

PharmaLicensing

Fed Reg

 Call to OTT

OTT Email

AUTM Meeting

Scientific Meeting



Repeat Customers-13%

7

9

CRADA

Previous
Licensee



The Harvard Study 1

Focus group w/ 10+ Boston biotech execs. 
Questions: Channel and content preferences
Results

Disliked direct mail, liked e-mail and loved phone!
Liked color, graphics, logo of school etc.
Need inventor information and summary data

Best strategy: E-mail followed by phone



The Harvard Study 2

Focus group of 10+ pharma execs. at AUTM 
Questions: Information gathering, review, 
decision making: Who has the greatest impact?
Results:  Scientists rule
Side note: Easy to get focus group participants, 
even with no remuneration!



Implications of Market Research

Inventor is very important; marketing role?
Make strategic use of publications
Need licensee internal champion
Use multiple marketing strategies and 
communication channels
Need customized, personalized message–
Targeted marketing



Marketing Information Sources

Proprietary databases
Knowledge Express
BioPharm Insight
Recombinant Capital

Sites with free content
Hoover’s
Dun and Bradstreet….

Public sources: Google, Medline, PTO…
Dialog, STN, NERAC and other search services



In Closing…

Change mindset: Think business, not science
Think about technology applications and 
benefits 
Solve customer’s problem; Learn from them
Recruit “Technology Champion”: Inside 
(inventor) and outside (company scientist)
Invest in marketing: Room for growth
Preserve, Promote and Grow institutional brand
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