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From IBM’s software to the music 
of Taylor Swift, managing intel-
lectual property (IP) is a global 
industry worth hundreds of bil-

lions of pounds each year. It is a vast and 
varied landscape full of complications 
and organisations are working hard 
to make the most of what they can 
slap a copyright on.

By creating air-tight IP portfo-
lios they can inflate company 
revenues significantly and 
secure the future of product 
lines by fending off copy cats, 
granting measured access 
to rivals or selling intangibles 
wholesale in colossal cash deals.

Increasingly, organisations see 
IP as a strategic opportunity as 
well as a mechanism to limit risk 
– a sword and a shield. They
invest heavily in shoring up
brands, ideas and innova-
tions to make the biggest pos-
sible gains. Monetising IP is noth-
ing new, but the spotlight on this area 
of business has sharpened significantly.

IP is a big-money game. A single deal 
passing rights from one entity to an-
other could be valued in hundreds of 
millions or even billions of pounds, so 
the practice of collating, valuing and 
sweating assets is taken very seriously 
by firms in the know.

Companies of all sizes use IP, whether 
they are conscious of the fact or not, but 
the larger ones spend time and money 
making sense of what they have in front of 
them. The rationalisation process is com-
plicated – what is the value of an idea? – 
and it requires experienced people with 
a firm understanding of territorial laws, 
commercial markets and rival innova-
tions, among many other factors.

“IP is increasingly important in corpo-
rate transactions, which is why imple-
menting an intellectual property strat-
egy is so vital,” explains Nigel Swycher, 
chief executive at Aistemos, a company 
offering a range of IP, analytical and 
risk-management services.

“An IP strategy consists of the meas-
ures that are implemented and mon-
itored by a company to ensure its IP 
rights are developed, exploited and re-
spected in a manner which is consistent 
with, and adds to, its commercial goals 
and objectives.

“It requires the broad participation of 
management from all areas of the busi-
ness. This can be a radical change for 
some companies, where IP has been the 
sole responsibility of the legal depart-
ment and where the remit has been lim-
ited to obtaining trade marks and grow-
ing a patent portfolio.”

He adds that the strategy should take 
into account potential revenue streams, 
which would work in tandem, such as 
training, installation, supply of tools, 
marketing material, product installation, 
ongoing technical support and so on.

By separating a demarking each asset, 
its uses and its worth, companies can 
start to incorporate their portfolios into 
an over-arching growth strategy. 

This is obviously quite a laborious pro-
cess, so software vendors have attempted 

to take some of the strain. The latest tools 
help managers gauge their IP across dif-
ferent measures, including geography, 
technology and industry, as well as the 
status of infringement claims and com-
petitor analysis.

Joan Mill, chief executive of Novum 
Global Strategies, a company supplying 
IP portfolio management applications, 
says software can save hundreds of work-
hours. “As all data and processes are 
wholly integrated, no time management 
effort is used searching for missing data or 
reporting across dis-
parate systems. This 
is otherwise tedious 
and in some instances 
impossible,” she says.

Good software 
should enable a list of 
tasks, such as allocat-
ing the cost of an IP 
portfolio, by relating 
invoices, managing 
global portfolio performance, enabling 
quick search for details, comparing in-
ternal information with external sources, 
segmenting portfolios and creating instant 
reports from data.

It’s no surprise that companies capi-
talising on IP are the sort of ideas-driven 
businesses that create a lot of new stuff 
and have innovation at the very heart 
of what they do. Global tech firms have 
thousands of registered patents and are 
constantly at war with rivals over wheth-
er or not these have been infringed.

Companies use their IP tactically to 

According to Stuart Haynes, corporate 
and commercial partner at law firm Aaron 
& Partners, companies should take a me-
thodical approach to separating, identify-
ing and valuing individual strands of IP.

This process includes teasing apart 
each strand’s uses by territory, market 
sector and application, now and in the 
future. Licences should be created for 
each variable, maximising revenue 
streams without creating roadblocks, 
says Mr Haynes.

slow down the innovations of others and 
invest millions guarding the smallest 
details of their prized products. Not all 
of this is healthy, of course, but it goes 
without saying that these companies 
put so much emphasis on IP for a reason.

“Companies that successfully mon-
etise their IP invariably have an IP cul-
ture. They have an IP strategy so they 
know what to do with IP from creation 
through to monetisation,” says David 
Bloom, founder of SafeguardIP, an intel-
lectual property insurance broker.

“They seek expert 
advice and have 
board-level buy-in to 
deliver the strategy. 
They understand their 
market and what the 
goal of their IP is. They 
recognise innovation 
when it is created, and 
have a process for for-
mally recording and 

registering it, and they ensure the entire 
concept is appropriately protected.”

Small businesses and non-tech firms, 
even those without anything obvious to 
protect, could benefit from drawing on 
this approach. Understanding what you 
have to offer puts a new perspective on 
what generates value in your business.

It helps investors understand why they 
should back you and tells buyers they 
should get serious about an acquisition. 
Companies that stick with finger-in-the-
air assessments could be missing out on 
an IP gold mine.

Source: Intellectual Property Office 2015
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A single deal passing 
rights from one entity to 
another could be valued 
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Turning great ideas into gold nuggets
Putting a value on an intangible asset can be testing, but commercialising intellectual property is a lucrative business

STRATEGIES  
FOR MONETISING 
IP RIGHTS

CASE STUDY: GOOGLE

In April, Google – the famous 
devourer of cutting-edge IP 
– announced the launch of a 
new test programme to speed
up the process in which it 
buys patents from businesses 
wishing to offload their bril-
liant ideas and creations.

The Patent Purchase Pro-
motion, which went live the 
following month, is meant to 
“remove the friction” from 
the market and speed up 
transactions, offsetting the 
dragging effect of non-prac-
tising entities, also known as 
patent trolls.

Organisations and indi-
viduals can list the patents 
they have available and 
even set their own prices. 
Whether Google buys or not 
is a different story, but the 
system essentially helps put 
opportunities in front of the 
business and takes out some 
of the leg work.

The offer site was meant 
to be live for just a few 
days, but Google is still 
open for submissions, 
possibly indicating that the 
original call to action was 
a success. It promises swift 

resolution to deals after 
working with the sellers on 
due diligence. 

Google essentially wants 
to snaffle exciting new 
patents and before they end 
up in the trolls’ hands. The 
website permits multiple 
submissions, in English, but 
will only grant one patent 
per submission. How Google 
evaluates each submission 
has not been revealed. 

Successful applicants could 
expect a decent pay day, how-
ever. Google is known for its 
regular big-money gambles. 
The company has acquired 
nearly 200 companies, with 
its largest purchase to date 
being Motorola Mobility, 
bought in 2011 for $12.5 billion.

Other major deals over the 
years have included YouTube, 
acquired in October 2006 
for $1.65 billion; DoubleClick, 
scooped in April 2007 for 
$3.1 billion; and Nest Labs, 
purchased in January last 
year for $3.2 billion.

Source: MyIPO
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COMMERCIAL FEATURE

We are delighted to 
receive the Acquisition 
International’s 2015 IP 

Innovation Award. This 
recognition refl ects our 
continued dedication to 
developing services to 

meet the needs of the IP 
industry. I am proud that 

our team’s hard work 
has distinguished itself…                            

Dr Malte Köllner, patent 
attorney at Dennemeyer’s 

Frankfurt offi  ce

WHERE’S THE 
VALUE? STRATEGIC 
INTELLECTUAL 
PROPERTY 
MANAGEMENT

Managing intellectual property is an intensifying 
challenge for managers in almost any industry

If well executed, strategic intellectual 
property (IP) management can contribute 
to top-line results and also enhance the 
bottom line, says Sevim Süzeroglu-Melchi-
ors, IP expert at Dennemeyer Consulting, 
an international IP management specialist.

Hans-Georg Greif, head of patents at 
RWE, adds: “In a joint project team with 
Dennemeyer Consulting, we developed our 
new patent strategy, organisation, process-
es, resources and basics for software tools. 
I am proud that our implemented patent 
competence centre passed several, even 
externally driven, assessments, with the 
result that our patent management is up to 
date with no need to improve further.”

E�  cient IP management is important to 
handle the growing number of patents and 
trade marks, as companies are now fi ling 
more and more IP rights.

PATENT EXPLOSION
All major patent o�  ces around the world 
are exposed to a patent explosion. Over the 
past fi ve years, the number of patent ap-

plications fi led globally has grown by 33.5 
per cent. The trend is particularly dramatic 
in some commercially signifi cant technolo-
gies. In computer technology, for example, 
the increase is 85 per cent.

On top of the increase in numbers is the 
complexity and intricacy of patents.  In 
recent years, the growth in patent volumi-
nosity has become extreme. For example, 
the European Patent Office received an 
application  with 283 priorities, 80,259 se-
quences and an estimated 50,000 pages in 
a biotechnology application fi led together 
with genetic sequence listings.

Paradoxically, this increase in patent 
activity does not seem to be the result of a 
boost in research and development spend-
ing. R&D expenditures of OECD member 
states revealed a slight decrease.

STRATEGIC PATENTING
An explanation for this apparent paradox 
lies in a trend towards “strategic patenting”, 
where patent applications are motivated 
not by the purpose to protect a specifi c in-
novation, but by a desire to secure a market 
position against competitors.

A strategic patent or portfolio of patents 
can prevent a competitor from developing, 
manufacturing, o� ering and selling a similar 
product. It may also deter competitors from 
even entering the market.

In short, the role of IP management has 
changed from creating a legal barrier to pre-
vent copying of innovations, thereby securing 
a return on investment, to a sophisticated uti-
lisation of patents to achieve maximum stra-
tegic benefi t and business competitiveness.

HOW TO HANDLE A GROWING 
PATENT PORTFOLIO
The drawback of strategic patenting is the 
resources needed to manage a complex 
portfolio.  Quantity does not guarantee 
quality; indeed the larger the portfolio, the 
more di�  cult it becomes to ensure that it is 
serving its strategic and economic purpose. 
When a patent portfolio becomes too large, 
individual patents and applications often 
cannot be managed e�  ciently.  

However, methodologies and tools are 
available to support analysis, reporting 

and steering of complex portfolios. Perfor-
mance indicators, such as patent strength, 
citation frequency, and age and country dis-
tribution, can be evaluated and interpreted 
to support strategic decisions.  Specialised 
visualisation methods, for example patent 
landscaping, create transparency for non-IP 
professionals and help enable sound exec-
utive decisions.  

Dennemeyer’s experience shows that 
the evaluation and interpretation of patent 
portfolios, including the generation of 
patent landscapes, requires a deep un-
derstanding of the technology, the patent 
portfolio and the competitive environment.

SURVEYING THE LANDSCAPE
With patent landscaping, a company’s 
portfolio can be inspected and managed in 
respect of:

Identifying white spots or areas which are 
not yet protected, but are essential to im-
plement the company’s innovation strategy.
Benchmarking and infringement detec-
tion; comparing the company’s patent 
portfolio with competitors’ portfolios en-
ables executives to assess trends, discover 
potential growth areas, to avoid infringing 
others’ patents, and to identify 
enforcement opportunities.
Outdated clusters of patents, typically 
related to technology that is no longer 
needed to fulfi l the company’s core 

business objectives; often such clusters 
still o� er a value and can be sold or 
licensed-out.

Patent landscaping is a fi rst step to facilitate 
obtaining reliable information on the value 
of a portfolio or certain patent clusters 
within the portfolio.

GETTING THE MOST OUT OF THE 
PATENT PORTFOLIO
Expert analysis of a patent portfolio can 
help an enterprise understand:

White spots, which can feed key infor-
mation back to technology and innova-

tion management to ensure sustainable 
future developments.
Costs of maintaining the portfolio, as well 
as strategic opportunities and threats.
Exploitation potential of the patent port-
folio to maximise return on investment.

“With the increasing importance of IP as a driv-
ing force of innovation and economic growth 
worldwide, IP rights have become central to 
the modern economy,” says Cary Levitt, Den-
nemeyer’s US chief operating o�  cer.

“At the same time, it is increasingly chal-
lenging to fi nd IP professionals possessing 
the education, technical background and 
global experiences necessary to enable 
businesses to grow, beat the competition 
and do it all cost e� ectively.

“The challenge is big. That is why I am 
proud to be a member of the Dennemey-
er team. The company employs a collegial 
group of professionals, who are delivering a 
wide range of consulting, legal and adminis-
trative solutions to the global IP community. 
They are intimately involved in cutting-edge 
issues with IP thought leaders and are con-
tributing to a growing body of emerging 
topics – with the ultimate goal of adding 
signifi cant value to our customers around 
the world.” 

www.dennemeyer.com 
info@dennemeyer.com

1. Perspective: Defi ne an IP strategy which
refl ects the corporate strategy, supple-
mented by medium-term objectives.
2. Position: Categorise your patents and
identify your own IP competitive position,
taking into consideration strengths and
weaknesses such as white spots.
3. Purpose: Defi ne strategies per patent 
category, such as securing your crown 
jewels, aggressively patenting of early 
inventions, exploiting the patent portfo-
lio to maximise return on investment, and 
blocking competitors from key technolo-
gies and markets.
4. Performance: Optimise your patent
management such as organisation, pro-
cesses or cost-benefi t ratios to achieve
performance improvements.
5. Profi t: The patent portfolio of a compa-
ny is a valuable asset. As owner of a patent, 
you can exploit your invention not only to 
secure an exclusive position on the market, 
but also you can sell or licence your patent.

FIVE Ps IN IP
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2,43%

2,46%
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214.500

164.341

PCT applications [absolute]
R&D expenditure [% of GDP] OECD members

Patent categories White spot

Patent explosion source: WIPO statistics database/World Bank/OECD/Dennemeyer analysis/Patent Co-operation Treaty (PCT) research and development, 
2014 data interpolated. Patent categories source: Dennemeyer analysis
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