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Introduction: Defining IP, brands and commodities

Intellectual Property
“an intangible asset that is the result of
creativity and can be legally protected”

A brand

“Intellectual property that distinguishes
one product from another to the end customer”

A commodity
“a primary agricultural product typically
traded in bulk with minimal processing”
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Introduction: Types of brand
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W Problem: The value that producers receive is declining
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W Problem: The commodity bottleneck
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W Problem: Certification has serious and growing limitations
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W Problem: Intellectual Property does not have intrinsic value
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W Opportunity: Product similarity is not a barrier to branding
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Opportunity: Balancing risk and reward
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W Approach: Structured investment creates value from IP
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W Approach: Four core strategies for I[P monetisation
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revenue maximisation brand licensing
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Revenue maximisation
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W Revenue maximisation: Creating an integrated Barbados brand
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W Revenue maximisation: Creating an added-value product range
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W Revenue maximisation; ingredient branding and tourism links
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Brand licensing
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IP licensing; A common commercial model
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IP licensing; empowering smallholder chili farmers
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|P sales
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w IP sales; developing IP for Mexican co-operative coffee
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IP sales; sale to Ecom Trading

Organico

|"1|!'-Ii.'|::|.1'.L- con sus notas dulces y acarame ladas que saben a tierr

de café, relajan tus sentidos y te inspiran a construir un mundo mejor
Granos orgadnicos de pequenos productores de Chiapas
Tostacion media alta.

Presentaciones disponibles: Frasco de 100 grs y sobres de 2.5 grs
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|P collateralisation

Corporate cases studies for
trademarks, data & patents
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W | 1P collateralisation: the future is intangible
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W Final thoughts: Bridging the gap between IP and Profit
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Intellectual Property does not have intrinsic commercial value so creating profit
from it requires expertise, investment and a structured approach to brand building.
Realising this through mechanisms such as licensing is a highly specialist field.

* Intellectual Property is the start, not the end, of the investment process
Investment in creating and registering IP must be supported with ongoing
expenditure in developing brand value through structured marketing and sales
activities and ensuring that |IP value is protected over time.

* Creating demand and adding value means broadening expertise
This is critical as value moves from upstream to downstream. This requires
buying in or outsourcing a range of skills in IP, marketing, social media, sales,
category management, distribution and quality.

* Clear objectives for Intellectual Property monetisation are critical
Once IP is built and has value, creating profit depends on product sales (e.g.

increased margins), licensing (e.g. royalties), collateralisation (e.g. leveraging
value on balance sheet) or sales of the IP (e.g. transfer of IP ownership).

© Windward Commodities www.windwardcommodities.com Slide 25




Thank you

Questions, queries or comments ?

Email;

Web:

contact@windwardcommodities:com
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