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isclosing inventions
just got easier at the
University of Florida.

   UF’s Office of Technology
Licensing has downsized the
invention disclosure form
from 12 to four pages, reduc-
ing the amount of informa-
tion faculty members are to
submit when disclosing an
invention.
   “Over the last four years,
we’ve continually streamlined

the technology transfer and
commercialization process in
order to make it more user
friendly,” said Jane Muir, asso-
ciate director of the technology
licensing office. “Several
people said the old disclosure
form was too long and cumber-
some, so we fixed it.”
   University rules require fac-
ulty members to fill out inven-
tion disclosure forms whenever
they develop a technology or

process that has patenting and
licensing potential. Most fed-
eral research grants also carry
that requirement.
   The previous form required
faculty to submit information in
areas that many were unfamil-
iar with, such as the market-
ability of their invention. The
new form eliminates most of
these requirements, focusing
almost entirely on the inven-
tion itself.

hile the process of li-
censing new technolo-
gies is well estab-

lished in university environ-
ments, it seems more and more
researchers are opting to start
new ventures to reap higher re-
wards. Bringing new technol-
ogy to market via a start-up can
lead to far better return on re-
search in the form of significant
stock positions plus consulting
fees, compared to technology
licensing fees that can pale in
comparison. But attracting in-
vestors and partners who can
help bring a new business to life
requires first and foremost a
sharp business plan.
   R&D. Once a new technol-
ogy is ready for market appli-
cations, previous success fac-
tors such as technical expertise
and a collegial research envi-
ronment shift to an emphasis on
bringing the new technology to
market. Developing a compel-
ling business plan can bridge
the gap between research and

W
investor, which is a first step
towards forming a start-up
around the new technology.
Even to pursue traditional li-
censing to a large entity, a smart
business plan can “paint the
picture” in familiar senior man-
agement terms to a potential lic-
ensee.
   There may be no better time
than the present. The publicity
of fortunes made during the
Internet frenzy fueled a popu-
lation growth of investors who
are still in place—countless
angel investors, retired execu-
tives, and traditional investors
such as venture capitalists, fin-
anciers, and corporate venture
groups. Now that Internet eu-
phoria has worn off, many are
seeking new technology alter-
natives. All investors are not
alike, and the pathway to top
investors and partners begins
with a compelling business
plan.
   Business Plan . Since re-
search and development skills
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are different from entrepreneur-
ial business skills, researchers
are seeking specialized tools
and professionals to create their
business plans. Assuming that
the technology is valuable and
a start-up is viable, the quality
and number of investors and
partners attracted are likely to
be reflected by the quality of the
business plan.
   In preparing a plan, it is criti-
cal to understand the readers’
perspectives. A few things on
investors’ demand lists are: a
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qualified management team,
sensible business model, large
and growing markets, a unique
and protectable product or ser-
vice, and financials that dem-
onstrate a return on investment.
   A key factor that differenti-
ates top entrepreneurs—who
are often also investors—is an
understanding of how to “sell
the story” of the concept in a
business plan. These plans
“speak the venture language”
and convincingly demonstrate

continued on next page

   Muir said UF’s technology
licensing staff relies on the
disclosure forms for every-
thing from information for
patent lawyers to marketing
campaigns. The technology
l icens ing  of f ice  rece ives
over 200 of the forms annu-
ally, she said.
   Faculty can download the
new form at: http://rgp.ufl.edu/
otl/doc/invdisform.doc

By G. Kip Culler
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Researcher or Entrepreneur?

Bootcamp for Startups: A Report from the Heart of Silicon Valley
espite the current cli-
mate for initial public
offerings of technology

companies, certain business fun-
damentals remain true today as

D
they did then for starting a busi-
ness.  Six hundred people showed
up in Mountain View to hear ad-
vice from venture capitalists, suc-
cessful and unsuccessful entre-

preneurs, and more than 850 kept
their names on the waiting list.
The event was a “Bootcamp for
Startups,” organized by
Garage.com. Named after the

storied humble first headquarters
of Hewlett Packard, Garage.com
uses database and web technol-
ogy as well as experts to match

continued on next page

why a start-up or new concept
should be funded. This ap-
proach differs from a hard to
follow technology dissertation
or a boilerplate, staff-prepared
document.
   More specifically, here are a
few guiding principles used to
craft a convincing R&D busi-
ness plan:
• Make it clear and translate

the technology. If potential
investors can’t understand
it or it takes inordinate time
to decipher jargon, they
won’t invest in it.

• Focus on applications and
benefits. In contrast to pub-
lished works that provide
technical details and mar-
vel at esoteric research
findings, investors want to
know the basics of the
technology, how it will be
used, and most importantly
what benefits it provides to
whom.

• Demonstrate a market.
Agreed, market research
can be sparse for cutting
edge technologies; how-
ever, there are almost al-
ways universes of potential
customers that can be
quantified to some degree.

• Provide a business model.
State why markets will buy
it and how value will be
created, sustained, and
grown.

• Put financials in the for-
mat expected. Financials
should summarize basics
and follow standard in-
come statement and bal-
ance sheet formats in con-
trast to providing a salary,

continued from previous page expense, and equipment
budget. Unlike grant re-
viewers, investors aren’t
interested in open-ended
funding of research. More
importantly, the numbers
have to be viable, i.e.,
show a path to profitabil-
ity.

• Create enthusiasm in pre-
senting the plan. If you use
techniques that make a
strong business case and
create buzz at the same
time, there is a much bet-
ter chance of receiving a
more enthusiastic re-
sponse.

• Target the right people.
Once the right technology
and a compelling business
plan is in place, it’s then a
matter of putting it in the

right hands at the right
time. The right hands mean
those who would see value
in your proposition and
who can provide the right
resources to you.

   Start-up Business . A strong
business plan will have already
profiled the elements of the
start-up—both looking inward
(operations) and outward (mar-
kets). It should represent a
snapshot of how the start-up
will look in months and years
ahead.
   Once launched, prior empha-
sis on research will now be
joined by a focus on manage-
ment skills, marketing and
sales, operations, financial, le-
gal, and other disciplines. Tim-
ing is also important—the abil-
ity to change as market forces

change is paramount.
   When stakes are high, entre-
preneurial researchers need the
best tools available to attract
investors and partners, and they
need more than technical, legal,
and boilerplate documentation
to “sell the story.” And now
may be the best time to launch.

G. Kip Culler is president of
Atlanta-based US Business
Plan, Inc., a company that pre-
pares in-depth business plans
for the most promising technol-
ogy start-ups and other tech-
nology-related ventures. US
Business PlanSM (www.
usbusinessplan.com) advises
Internet, software, telecommu-
nications, biomedical and other
entrepreneurial start-ups and
corporate spin-outs.
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serious but perhaps less well-
connected entrepreneurs with
“angels,” sophisticated investors
who like to help startups, both
with money and experience-
based advice. The motto of the
conference: “Start up. Kick butt.
Cash out.”
   The founder of Garage.com is
Guy Kawasaki, who first
achieved fame as “chief evange-
list” for Apple Computer, and has
since written several best-selling
books, including “How to Drive
Your Competition Crazy,” and
“Rules for Revolutionaries.”
Garage.com is backed by an all-
star list of Silicon Valley mid-
wives to startups, including Ven-
ture Law Group, which takes
equity in startups in lieu of fees,
formal venture capital compa-
nies, savvy banks, insurance, ex-
ecutive search and consulting
firms, representing most of the
elements needed for success.
   The advice at the conference
was plentiful and varied, but most
of it can be summed up in the
pithy answer one founder,
PricewaterhouseCoopers, gave
to a would-be entrepreneur from
Russia.  We’ll look at each one
of these points in more detail be-
low, interspersing comments
drawn from Kawasaki’s Rules
and from many of the panelists:

The three most important things to
do when starting a business are:

1. Solve a big problem. Enter a
market that is big, preferably at
least $1 billion worldwide now,
or that will be soon.
2. Develop a product/service that
is easy to understand and has a
clear revenue model.
3. Hire a good team around you,
with complementary skill sets.

Solve a Big Problem.

   Your technology may be based
on elegant science or have taken

a considerable intellectual effort.
Unfortunately that doesn’t mean
it solves a problem for a specific,
identifiable customer. Ideally,
you should be able to deliver an
order of magnitude improvement
over current solutions to a prob-
lem facing your target custom-
ers. (Don’t try to sell a product
that is merely less bad!) By the
way, the billion dollar threshold
may seem like it’s a few orders
of magnitude beyond what you
were imagining your business to
be. But consider: the effort in-
volved in starting (but not running)
a business is independent of size,
so why not aim high? (If your mar-
ket is smaller, consider qualified an-
gels instead of formal venture capi-
tal firms.)
    Markets don’t have to be “hot.”
Serial entrepreneur (and former
perpetual graduate student) Joe
Costello said, “if customers in any
setting aren’t happy, ask why not.
You may unearth a huge opportu-
nity.”
   Plan now for change in environ-
ment, competition, technology, etc.
Rather than trying to make the
product perfect for a market today,
calculate the trajectories of market
and technology, listen carefully to
your customers and “build in the
means to change on the fly,”
Kawasaki said.
   The most frustrating mistake
made by entrepreneurs for VC
Steve Jurvetson, of Draper Fisher
Jurvetson, is “when you sense
there’s a great idea, a great oppor-
tunity, but the team is inflexible.”
He might have said, when the en-
trepreneur is inflexible.
Garage.com itself was conceived
when Venture Law Group founder
Craig Johnson improved on
Kawasaki’s initial business pro-
posal to him. There’s a fine line
between sticking to your vision
against the odds, and being unreal-
istic.
   Kawasaki noted that new tech-
nologies will face barriers such as

inertia, complexity, resistance from
the distributors or vendors you’ll
have to depend on, and price. You
will need either to plan how you
will break down those barriers, or
find allies who will help you. If a
bandwagon is rolling, try to jump
on, and let it knock down barriers
for you. Be especially nice and at-
tentive to your very first customers
(in fact, let them sample the prod-
uct, if possible), because they can
turn into unpaid, even paying, evan-
gelists for you.

Can You Explain the Product
and How You Will Make Money
in Eight Floors?

   Many would-be entrepreneurs
don’t know how to make money!
You may announce a price for a
product, but if you don’t know how
much it costs to manufacture and
market, or who will sell it for you,
then you’re less than half-way
home. Or consider other revenue
models; you may make more
money from consumables or after-
market service than from the ini-
tial sale itself.
   If you want funding from busy
venture capitalists who may see
three thousand business plans a
year (funding twenty), you had bet-
ter clarify your thinking, distill it to
its essence and rehearse, so that you
can explain it in 30 seconds—the
time it takes an elevator to travel a
few floors. The audience was sur-
prised to learn that VCs prefer a
crisp two or three-page executive
summary of a business plan to the
plan itself. However, all of them
added that the summary just buys
you 45 minutes to present in per-
son, plus a few minutes for ques-
tions—and then, the more you
know, the better. (Most VCs ignore
the five-year projections many
books and software packages ad-
vise you to produce because they
will produce their own financial
models.) Julie Constantin of
Constantin Partners said, “I like to

see the entrepreneur go through the
business plan process. The exercise
is important.”  It helps you to un-
derstand the balance of elements
required to create a business. (A
solid 20 page plan is plenty.)
   Michael Frank of Advanced
Technology Ventures said the most
common error made by entrepre-
neurs is not to talk to customers
early enough, “to understand what
the real problem is.” Costello said,
“You must learn to think like your
customer ASAP. You must build
your company around your cus-
tomer so that it fits him like a
glove.” The most valuable para-
graph in your summary is the quote
from a credible customer saying
you understand my problem, and
if you build it, I will buy it.

Businesses are Built by Teams

   When asked to rank order team,
market and technology, the venture
capitalists and angels at the confer-
ence were split. Some said the size
of the market came first: Costello
said, “A C team in an A market
gives you much more room for er-
ror.” Mike Levinthal of Mayfield
Ventures said, “We can always fix
the team.”
   Others said the quality of the team
was paramount: Shanda Bahles, El
Dorado Ventures, said, “A great
team is going to find the market.”
Several people repeated variations
of the truism, “‘A’ people hire As
and a few Bs. ‘B’ people hire Cs
and a few Ds.”
   What makes a great team? At a
minimum, one needs or will soon
need a CEO who can inspire oth-
ers, a marketer and a technologist,
all of whom can execute. Levinthal:
“We’re often approached by just
one person, and we like the ones
who recognize what they can’t
do.” Jurvetson: “We like self-
confident people, self-confident
enough to be humble.” Bahles:
“People who are passionate, with

continued from previous page
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a relevant background and the abil-
ity to pitch the idea.”
   If the founder has the interest of
the venture at heart, then he will
accept that his role may change as
the company grows. While it is hard
to find people who will share your
vision without crushing it, it is es-
sential to be “open to new people,”
says Frank, and to the new ideas
they will bring which they will, if
they’re good enough. One way to
tell if there’s a good cultural and
workstyle match, beyond the re-
sume, is to check references thor-
oughly and meet the best candidates
multiple times in different settings.
Finally, Steve Bochner of Wilson
Sonsini said, “Share the wealth”
[with the team].
   If you’re not ready to commit to
hiring people, Frank advised, “ Dip

your toe. Get advisers with the right
industry and functional expertise.”

What About the Technology?

   Note well: none of the speakers
put technology first. Mike Hildreth,
head of Ernst & Young’s entrepre-
neurial services practice, said, “The
biggest mistake we see is entrepre-
neurs trying to get it perfect. Go,
go, go! [To market.] Get real-world
feedback!” Jurvetson noted that if
the technology is truly revolution-
ary, it usually will underperform at
first, “but then, suddenly, the un-
derbelly of the market opens up.”
   Angel Audrey MacLean, once
featured on the cover of Forbes
Magazine, looks for “real technolo-
gies under the deal, and a defen-
sible competitive advantage” in
other words, protected by patents;

“but I’m not interested in funding
R&D projects.” (Asked about pro-
tecting one’s idea from theft,
MacLean said, “Unless you have
patent protection, you don’t have
protection.”) Frank said, “I want the
team to obsess on marketing, sales,
execution, and time to market. We
can deal with competition later.”

What About the Money?

   Despite the economic downturn
there is plenty of money still avail-
able, the problem is getting to it.
Angels may be better sources for
entrepreneurs at such early stages
that market size or technical risk is
not clear, or when the venture needs
from half to two million dollars.
That’s below the efficiency thresh-
old for formal VCs, which have
pools of capital many times larger

than they did just five years ago,
but hardly any more partners and
more work triaging current portfo-
lio companies. The best angels or
venture catalysts will connect you
to the VCs at the appropriate stage.
And in a change from earlier years,
the salaries paid to founders with
relevant experience are comparable
to what they could earn in estab-
lished companies.
   A new company is not always the
best way for your invention to reach
market, nor is working round-the-
clock to beat deadlines or jumping
through hoops to mollify investors
the lifestyle for all. But if it is, then
your institution will be able to help
you secure rights to your invention,
and may be able to help you begin
to build the network you’ll need to
follow your IPO or company sale
dream.
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