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Foreword

The management of intellectual property and other intangibles as
business assets has been evolving over the past 20 years. During that
time my own career has involved working with companies to define,
enhance, and apply best practices relating to intellectual property
management (IPM).

The year 2014 marks the 20th anniversary of the founding of the
ICM (Intellectual Capital Management) Gathering, an informal group
of managers utilizing corporate intangibles as business assets. These
companies have been meeting three times per year to share new ideas,
processes and capabilities relating to IPM. The group, initially formed
for knowledge-sharing, pioneered the creation and implementation
of many of the commonly accepted IP management methods and
techniques in general use today. The list includes: dealing with IP and
other intangibles as business assets (not solely as legal assets); relating
the IP strategy to the company’s business strategy; defining value and
valuation characteristics of intangibles, such as recognizing that they
may generate multiple, simultaneous value streams, or that a patent
may be viewed as an option on a potential value stream, not neces-
sarily only as a generator of a unique value stream.

Intellectual property continues to be a hot topic in the business
community, if not the academic community. Patent lawsuits and
their business implications are constantly in the news. Increasingly,
sophisticated businesses are finding new and compelling ways to use
their IP as a competitive business tool. Intellectual property has now
increased sufficiently in importance to have become one of the focal
points of national policy disputes between and among nations. All of
this may cause one to ask why; if IP is so important, is it not the focus
of university teaching and academic research?

This book explores that very question. It provides the introduction
and fundamental concepts necessary to understand how businesses
may use their [P for competitive advantage. The authors would like
to create a reading audience that is capable of understanding those
concepts and is interested in applying them to their own business
right away.
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Foreword xiii

The past 20 years has seen a large body of knowledge evolve
around the management of intangibles and specifically IP. Given the
continued interest and focus of the ICM Gathering, there is still much
ground to cover in finding new, interesting, and profitable ways for
companies to use their intellectual property to create strategic and
tactical competitive advantages. I hope readers find the ideas in this
book stimulating and that they provide a pathway to a brighter busi-
ness future.

Suzanne Harrison
Author, Edison in the Boardroom book series
Partner Percipience, LLC



Preface

Intellectual property (IP) rights management is receiving increasing
attention among scholars as well as business managers. There is a
growing body of published research on I[P management, and the topic
is no longer just a small part of existing courses such as industrial
economics, strategy or law, but has emerged as a full course in its own
right, either as part of a larger required educational syllabus or as an
elective in a specialized program.

Among the main reasons for the growth in interest in intellectual
property rights is undoubtedly the fact that a greater proportion of
firms now operate with IP and pursue activities that are [P related.
Such activities are no longer the preserve of a few large organizations:
small and medium-sized firms are also seeking to reap the potential
benefits of IP. Managers have realized that IP may solve many of
the challenges they face, but once they venture into the world of IP,
they quickly discover that IP management is by no means a simple
voyage.

This book provides insight and advice on how firms can consider
and manage IP-related issues. The authors do not make any positive
or negative normative statements regarding IP; rather, their goal has
been to assess the role of IP from an objective perspective. Thus, the
book puts forward arguments in favor of and against the use of IP as
an instrument for overcoming challenges and obstacles in business.
The aim has been to furnish an understanding of the virtues and
limitations of IP and to offer the reader an appreciation of its many
facets. ‘

The authors hope that readers will find the book useful for making
informed decisions in relation to their IP conduct. IP is a strategic
matter and can be thought of as an integral part of a firm's overall
strategizing. Yet there are also circumstances in which IP should not
be considered part of a firm’s management activities. This book will
consider the circumstances under which firms are able to pursue IP
successfully. It will also present finer and more elaborate analyses of
the different ways firms can consider using IP strategically.
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Preface xv

The book builds on empirical data drawn from extensive inter-
views, workshops with patent lawyers and practitioners, register data
at the firm and the individual level, and IP registrations covering
not only the usual suspects, such as patents, but also design rights,
copyrights, trademarks and utility patents. The authors have kept the
details of the analytical investigations to a minimum, with the aim
of making the book more accessible to researchers new to the field.
We believe that the book can be used as a primer for courses at all
levels at higher education institutions, but we suggest combining it
with more research-oriented literature at advanced levels of educa-
tion. We also believe that the book will be useful for managers already
engaged in firms or in IP management as the book makes some prac-
tical recommendations and observations with regard to the consid-
erations the IP manager might need to take into account. Moreover,
the book can serve both teaching purposes and a more general read-
ership because it presents a taxonomy of firm archetypes with regard
to IP management. By identifying with a particular archetype, a firm
may be able quickly to assess some of the IP challenges it is facing,
and their potential solutions, and act accordingly.

We believe that the book’s strength lies not only in the extensive
data analysis in which it is grounded, but also in the multidiscipli-
nary nature of the discussions. The book does not pursue a single
paradigmatic way of thinking; rather, it crosses disciplinary bounda-
ries to provide a more elaborate picture of IP-related issues. An open-
minded reader will recognize this breadth and hopefully be intrigued
by the novelty of this approach.
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1

Introduction

Abstract: The creation and usage of intellectual property (IP) is central
to a wide variety of firms. Firms engaged in new technologies or other
intangible assets often find it difficult to reap the rewards of their efforts,
not least because of competitors imitating or copying their products. IP
is a useful tool for avoiding these infringements, for protecting ideas, for
investments and for the future of the firm. However, IP is not only useful
for gaining or retaining market share. It may be used as a directly trad-
able asset or as part of the firm’s strategy to increase competitiveness or
positioning in a variety of markets. An IP strategy is a crucial element in
the overall strategy of the firm, which addresses marketing, production
and sales. The number of IP registrations is increasing globally. IP is hence
increasingly relevant to a firm’s ability to operate efficiently and satisfac-
torily. This chapter argues for the relevance of working with IP as part of
the firm’s strategy. The objective and outline of the book is presented in
the closing section.

McDonalds does it, Sony does it, Johnson & Johnson does it, not to
mention Honda Motor Company and L'Oreal, who also do it. Large
firms do it and small firms do it. Old established and newly founded
firms do it. Firms in all sorts of industries do it, as do individuals, both
men and women. Universities, agencies, committees, and public and
military organizations also do it. It is a widespread activity that tran-
scends institutional borders and barriers. These days it is hard to read
a newspaper without hearing about it. The creation and utilization of
Intellectual Property (IP) has become common in today’s world and
is here to stay.



