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{he Convergence of Issues = Opportunities

\

Our Aging society is putting increasing pressures on the economy.

76mi I I i on per sons b o ryearsiram 1946 through EO®4ywill beo 0 mo
reaching retirement age in the following two decades *

*  Great Recession

Political and Economic push to get more innovations out of the Universities

* 218t century Universities are going to play a larger role in commercialization than
20t century Universities .

* More Public -Private partnerships being formed to solve societal problems
* TigerPlace (University of Missouri/Americare )

*National Academy of Social Insurance http://www.nasi.org/learn/socialsecurity/boomers
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Innovation Commercialization. at:UNCG

* Who we are.

* What we do.

* Why we do it.

* Examples and Evangelizing.
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Office -of Innovation:Commercialization at

UNCG

* Lisa Goble (Director) ——_

* Vacant (Licensing Associate)
* Carlos Johnson (Licensing Assistant)
* Staton Noel (Licensing Assistant)

* Kay Canady (Business Manager)
* Jenna Berasa (Assistantto Manager)
* Jeremy Tyson ( IT’'WEB Technician)

* Located in 1603 Moore Humanities
and Research Administration Building
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OIC Mission Statement

Serving the University and the public by helping faculty,
students and staff protect and realize the full commercial
potential of their innovations.

Supporting the formation of small businesses aimed at getting
academic innovations into products and services for the
benefit of society.

Facilitating and fostering collaborative, reciprocal
relationships between faculty members entrepreneurs, other
research institutions, and regional as well as global industry
partners
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Thhe Bayh  -Dole-Act

* Enacted in 1980, placed patent ownership of federally funded re: ;|
universities in the hands of the university and enabled universities to out -
license technologies for commercialization.

* Creation of more than more than 7200 companies (including nearly 600
last year despite the national recession) and over 8800 new products
were made available to patients and other consumers. *

* University derived start -ups have contributed at least $187 billion to the
U.S. Gross National Product.*

% During a nine year period created a minimum of 279,000 jobs*

* http ://www.autm.net/Bayh_Dole_Act.htm
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Alignment of OIC ' (¢ Goals with Federal, State and

University: Goals

e

dn September 2009, President Obama released his national innovation strategy, which is designe
to promote sustainable growth and the creation of quality jobs. Two key parts of this strategy are
to increase support foboth the fundamental research at our nation's universities and the )
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(Federal Register Volume 75, Number 57)
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and commercialization partnerships, with both public and private sector partnt®@swork _
together to pioneer new ways to innovate and commercialize technologiés

Innovate-CollaborateAccelerate
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Benefits:and Opportunities: of

Innovation Commercialization

‘

Turns knowledge into practice —
Attracts sponsored research

Develops closer ties with industry

Provides faculty consulting opportunities

Opportunities for graduates

Protection of intellectual assets

Generation of income for university and researchers

Public good, societal expectation, Public relations

To Po o Io Io Do Do Do Do

New technologies benefit regional and national economies
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UNCG Patent & lnvention:Policy

One of the highest across the nation!

* 50% Royalty Sharing Rate with Inventors "

(or College)

First $500,000 50% 15% 10% 25%
$500,00% 50% 10% 5% 35%
$1,000,000

Above 50% - - 50%
$1,000,000

* Promotion and Tenure guidelines now incorporate
outreach, engagement and innovative activities

B Metrics currently being developed
B Policy website :  http://www.uncg.edu/innovate/documents/uncgFPP.pdf
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Commerclalization Process

Assessment

A Sponsored Research Opportunities

-

Reseaych ] A Commercial/Value
DVO%UCIHQ [> D'?g'%sllge > Alntellectual Property
ideas

b 4

’ Licensing . od

— Research
Commercialization

Revenue
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Elements.of Innovation Development and Transfer

Campus

In-r h :
Set Invention

Assessment
Policy < IR Market

Development . Evaluation
Material

Transfer ‘ . ‘

Accounting and Administration ¥

Jlarketing/Sales

Confidentiality Intellectual Licensing
property protection

strategy Development

/Prototyping Intellectual

Community
Out+each

Enabling ey Assessment and
Culture Opportunity m=====>Push -out Management
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Types. of Intellectual Property

Intellectual Property Rights recognize the ownership of
ideas generated-by creative thinkers
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Trademarks and Service Marks

A ntrademar ko or fnAmar ko refers t
or service mark. Both refer to words, names, symbols,

or designs that indicate where the goods (trademark)

or services (service mark) originate.

GROUPON

A Purpose : Identify the source and qua

A Standard:  Priority of use and remove likelihood ofm
A Duration: Infinite life tied only to use

UNCG
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Trade Secrets

A trade secret protects businesscoritechnicaliinformation that derives actual or
potential:commercialvalue ffom not beingigenerallyknowrily known or readily
ascertainable through independent development or reverse engineering, and is ithe
subject of efforts that are reasonable under the circumstancesitormaintain its
secrecy

x Infinite Protection as long as secret OR have tried to keep it
that way

x Need to have a confidentiality procedure in place, and
follow that procedure, before the trade secret is disclosed to

ANYONE.
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Copyrights

The purpose of <cop
wor ks of author shi

A Standard: Expression of idea in a tangible form

A Duration: Life of author plus 70 years

lon is auto ;
registration allows you to sue infringers Cre

and receive statutory damages plus Distribute
attorneyso6 fees

Easy and Inexpensive

Perform
Display the Work Publicly
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Patents

The purpose of patents is to protect inventions.
A Standard::Useful, Unigue, and Unobvious

A Duration: : 20 years from date of filing

What You Do NOT Receive :

The right to make or use the A ChangesUStoa?{’fo fsitl e o
product or process of the country

claim, as other patents may

cover aspects of the same item

UNCG
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Ratentahility: Criteria
© Orginal At \
5o e ﬂ{  Uniqueness/Novelty

* Not previously known to others .
* Not in public use

=S

* Un -Obviousness

* Not obvious to someone having ordinary skills in
the relevant subject matter

eyd 1 gj ysae

asLoe

*  Usefulness/Utility
* Must have a useful purpose
* Must actually work

VTh 'heel of urs-Dues e 4 * Must no’t) |be frivolous or immoral (who
be. tound ¢ Wil any e, 407" decides?!)

) MUNCG
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What is NOT Patentable?

Perpetual motion or anti -gravity
device;

Laws of nature or scientific
principles;
Naturally occurring substances;

Abstract ideas or mental
processes;

A mere change in size, form, or
shape;

Nonfunctional descriptive
material;

“-.-I--._h_»

Literary, dramatic, musical, and
artistic works;

Data structures or programs per se or
mere mathematical algorithms;

Electromagnetic signals;
Human beings;
Inoperative inventions;

An invention which can only be used
for illegal purposes (torture device);

UNCG

Office of Innovation
Commercialization




Types.of Patents

Provisional Patent
* 1 year placeholder e
* Design Patents
* New original or ornamental design
* Plant Patents
* New variety of seed or plant
* Utility Patents (Functional or Mechanical )
* Processes
* Machines
* Manufactured Items
* Compositions of Matter

UN CG
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Intellectual Property Protection

not needed to.commercialize!

o

Desired©OlC commercializationarequirementsements:

X Innovation created with University Resources
x A Development Plan
x Has commercial value or social value to UNCG

x PLEASE CONTACT OIC IF YOU THINK YOU MAY HAVE AN
INNOVATION THAT NEEDS INTELLECTUAL PROPERTY PROTECTION

BEFORE YOU PUBLISH !

5 MUNCG
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OIC outreach:efforts

Bon 4 e Al

btd ' :
Al the
S T C l’. NUSSBAUM CENTER

Your business. Better i for

ENTREPRENEURSHIP

[ |
Office of Innovation
Commercialization

THEUNIVERSITY of NOKTH CAROLINA

GREEMSBORC PARTMERSHIP GREENSBORO |
EMTREPREMEURSHIP INITIATIVE North Carolina '

Entrepreneurship Center




} Partnerships with NCA&T
B Gateway University Research Park e
B Joint School of Nano-Science and NaneEngineering
1 M.S. and Ph.D. in Nanoscience
B Joint Ph.D. Program in Social Work
} New Programs
B Center for Drug Discovery
1 PhD Program in Medicinal BioChemistry
B Department of Mathematics and Statistics
1 PhD in Computational Mathematics
B Department of Biology
1 PhD in Environmental Health Sciences
B Bryan Business School
1 B.S. in Entrepreneurship

UNCG
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Examples of UNCG Innovations

Date of Startup

EcoGenomix May 2002

* Spinouts formed around
education, performing arts,

economics, biology, human L March 200
' gy, hu The Learning Together Company July 2004
health and nanotechnology. Partnership 4 Dynamic Learning March 2005

Prevention Strategies October 2006
Best Friend Reverse Mortgage July 2007
Science Lab Courseware June 2008
Thermiacure July 2008
Metis June 2009

NuDelta Digital January 2010

Digital Languages October 2010

* Nearly $800K of royalty
revenue generated.
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Estimated Activity for 2011 -20172

~35 Innovation Disclosures
* ~13 Patent Applications

* ~5-6 Agreements and Options

* ~5-6 Material Transfer Agreements
* ~6-7 Confidentiality Agreements

* 1 start up company



Summary,of OIC Sekrvices

Consultation on intellectual property and technology trank

iIssues

* Determination of patentability, protection, and assessment of
commercial potential of disclosed inventions

* Administration of the patent process

* Negotiation of licensing agreements, material transfer,
confidentiality agreements.

* Guiding UNCG inventors through the process of establishing start -
up companies to commercialize their innovations.

DRAFT. DO NOT DISTRIBUTE
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An Aging Society Presents Opportunities To Do Things Better

Is the AARP's video game lesson helpful or condescending?

It's condescending. 70%
It's helpful. 30%



