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MARKETING TIPS

MARKET RESEARCH PRECEDES MARKETING—

AND THEN MARKETING

to convert to an invention, two key activities you may be

involved in are market research and marketing. They are
distinctively different activities, largely due to their timing in
the invention development process.

Initial market research is generally performed at the “I've got
an idea” stage, to see if there is any product like or potentially
similar to yours that is in the marketplace. This is typically done
by going to stores that might sell products like yours, review-
ing product catalogs, going to trade shows and conducting an
internet search. You may also want to conduct (or have con-
ducted for you) an initial patent search to see whether any like
or similar product has been patented because you want to avoid
possible patent infringement.

I f you have an idea for a new product that you want

2 types of research

There are basically two types of market research—primary and
secondary. Primary research involves customized data gather-
ing such as interviews, surveys, questionnaires, focus groups
(sampling potential customers and getting direct feedback).

In secondary research, the focus is on data that have been
published: newspaper articles, magazines, trade publications,
published industry surveys, books and periodicals typically
found at the library. Be aware that relying on the published
work of others doesn’t necessarily give you the full picture. It
can be a great place to start, but the information you get from
secondary research can be outdated. If your new invention prod-
uct is in a previously untapped market, there is no substitute
for primary market research.
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Should you find nothing like or similar to your new invention
and an initial patent search suggests no potential patent infringe-
ment, the next step in your market research is to “dig deeper”
to make an assessment of whether your new invention idea is
worth developing. This involves defining the problem your new
invention will solve; how this problem is being solved today; how
much of an improvement your new invention might provide;
who has or cares about this problem, and assessing how much of
a demand there may be for solving this problem.

If not enough people appear to care about solving this prob-
lem, drop the idea. But if it appears that your new invention may
have some unique features or discriminators for which there is a
demand, you must decide how to move forward. Recognize that
up to this point, you have only performed market research, not
marketing; market research is a prelude to marketing.

If your initial research indicates that your new invention
appears to be worth pursuing, the next step is to secure some
form of protection for your idea via filing for a provisional pat-
ent application or an actual non-provisional patent application.
Before you commence any type of marketing activities and
start telling people about your new idea, you want it protected.

Decision time

At this point, you need to decide how to move forward with
your new product. There are basically three choices: 1) license
it, 2) sell it outright to investors, or 3) manufacture, distrib-
ute and sell your new product yourself. Now you will be more
involved in marketing activities. Depending on your choice,
some of these may include additional market research efforts.
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To interest licensing candidates (licensees) or prospective
buyers of your new invention, you should prepare marketing
materials or brochures such as a sell sheet describing your over-
all value proposition, with the following information:

« What your product does
o What problem(s) it solves and why it is better than

existing solutions
o Estimates of the market size for products of this type,

as well as growth rates and trends
« Who the potential competitors are, and how your

problem solution compares to theirs

You will also have to conduct additional market research to
identify who your prospective licensing candidates are, such as
companies that produce similar types of products or have prod-
uct lines relative to which your product might be a good fit.

If you decide to manufacture, distribute and sell your new
product invention yourself, you will have to further consider
the market for your invention in terms of realistic sales and
profits. You must specifically focus on who will use the prod-
uct, how many people will buy it, how much would it cost to
make, and the selling price.

If you have to perform additional
market research to find manufacturers,
suppliers and distributors to support
your activities, you may find yourself
involved in marketing research.

You also have to decide the most effective way to market your
new product and how will you sell it—i.e., through distributors,
directly to consumers, internet advertising, major retailers,
infomercials, etc. You don’t have to worry about any of this if
you license or sell your invention to investors.

You may also have to perform additional market research
to find manufacturers, suppliers and distributors to support
your activities. In this situation, you may find yourself involved
in a new activity, marketing research—which is distinct from
market research and marketing. Marketing research involves
a much broader range of activities but typically includes various
types of market research. Investigating the above-identified issues
is typically an integral part of marketing research.

So, selling your invention is an entrepreneurial process in
which you generally start by performing market research, then
marketing and marketing research. All are key activities in the
invention development process. ©

John G. Rau, president/CEO of Ultra-Research Inc.,
has more than 25 years experience conducting
market research for ideas, inventions and other
forms of intellectual property. He can be reached at
(714) 281-0150 or ultraresch@cs.com.
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MEET WITH COMPANIES
LOOKING FOR NEW PRODUCTS

PRODUCT SEARCHES & PITCHING
OPPORTUNITIES

SEMINARS, PRESENTATIONS
& PANEL DISCUSSIONS

NETWORK WITH INVENTORS FROM
AROUND THE WORLD

CASH PRIZES & MEDALS AWARDED

CALL TO RESERVE YOUR BOOTH FOR 2017

888-54-INPEX

FOR MORE INFO VISIT:

WWW.INPEX.COM
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