GEFORDERT VOM

® CLUSTERS Bﬁurndieslrﬂlinisterium
SAROCELL & =
o |

LIVING DRUGS" 100

ce W
O,)
PRECISION THER@R\@@LUSTER FOR SAXONY

SaxoCell — How to transfer

April 26th, 2022

SHERRS | UNIVERSITAT
; LEIPZIG

TECHNISCHE
@ UNIVERSITAT
DRESDEN




How to transfer g
Agenda & Speaker

 What is meant by ,technology transfer”

* Intangible assets as important R&D result A a\\
r'f'( )~

e~ GO
H(\f\"\r\i\\ |
* Transfer options and best practic?5§>§fa(ﬁﬁh§'

—

)

e Typical contracts in ’g@_c!:\ladlééfv %ransfer
. }\\\ »
* How to flr}d(gram‘sh(é partners
Ll VW
. Spe@)l%ex" \

* Dorit Teichmann, SaxoCell® HUB, Startup Managerin Life Science dresden | exists
* Dr. Thomas Tradler, SaxoCell® HUB, Head of Business Development, Fraunhofer IZI

* Tied inventions (service inventions)



How to transfer g

e Excellence in Research and Innovation — no conflict but prerequisite

e Recent examples (e\\
* mRNA-based SARS CoV-2 vaccine (BioNTech SE) 1 0 Ge o
* HPV vaccine for cervical cancer (DKFZ mventrton)m
e CRISPR/Cas 9 (= best and worst pliact\ce example)
e
* All these mygn@@ns are from academia and created a considerable
ecom)@r}mlc impact

* But how does everything start?



How to transfer g

= \What can be the results of research activities?

= Knowledge, skills

®
o .\
Highly qualified staff ¢ ?)TO(/
= Intellectual property rights {V‘\‘\”\\\\ -
= Infrastructure S\r\/) 5 6E
= Physical products ,f&()\’\ \qi

L1700
: Technology transﬁér\gs the exploitation of ideas and results coming out of

thé)s@%ntmc community = FOCUS on economic exploitation

= Active step to make research activities accessible for economic activities

of third parties (outside of your own institution)
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Transfer at academic institutions

* Universities traditionally focus on basic research — but growing
importance of transfer and economic impact — TUD transf r(g\xémples:

* Spin-outs like Novaled, DyNAbind, ... ( ?)TG ’

* Strategic cooperation with i.e. Carl Zeiss AG . m&”\i\\ -

* Fraunhofer-Gesellschaft has a st/rgggqf@&ﬁ’s on applied research and
develops future technolggf[\es\“c\okether with partners from academia

and industry - '(I'(r\a‘rf;)é\ﬁé';*(egéamples from Fraunhofer IZI:

. Sﬁip-@ﬁ’)&)mbanies like PerioTrap GmbH, epitopic GmbH and many others
( »\collaboration with Novartis and manufacturing of Kymriah® in Leipzig
» Strategic partnership and license agreement with Bausch + Strobel (LEEI technology*™)

* Fraunhofer-Preis »Technik fir den Menschen und seine Umwelt« 2021



How to transfer

e Results of research activities
can be broad

* There is intellectual properties
(intangible assets) and other
tangible assets like data,
material, infrastructure, ....

* Over the years grO\er\ggjg’\i\
importanc(_e(?,f intagible assets

)

. But(gmxn\b nies build valuable
portfolios by having both —
tangible and intangible assets

1O\ \r)‘

3
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Different types of intellectual propert\‘

* Patents: Protection of a technological inventior{\@
 Utility model: Protection of a technologi(cgl&rméfeﬁt(ioGh

* Registered designs: Protection of an (agsihéfﬁréxz\:\bﬁ;earance

* Trade marks: Pr?”;e()c\t\io\mb\i‘\},\(éantext-speciﬁc mark

e Copyright: S?J\\{'(R P?)d’éection of authorship (i. e. software)

s\
. Tradg %e\e\rét@:\ © Unpublished Know-how
VTR
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Role of freedom to operate and own IPR*

* Freedom to operate (FTO)

* = No other party has blocking IPR granted = No one has(ph‘é Yight to
prohibit commercial use of your technology .

~ O°
* How to solve in case FTO is not g|ven? g‘f‘f\\\ \\

* Blocking IPR exist — option to Qg&)ﬁlate a license or to seek not addressed
geographic jUSI’IS?JCtLGn$(ahH}:JI’ technology/application areas

* Own protgct{om (\X

@W\ﬁ [PR granted (patents, utility model, others) - You have the right
to exclude others from using your technology

* Be aware the need to comply with all patentability requirements

* Intellectual property rights (Schutzrechte)
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* Inventions are intellectual assets

* They become Intellectual Property if positive steps are taken to convert the assets
int t ®
into property c e\\
- Keep it secret if you don‘t want to give your mventlon a(w'éyf f@r ree
- Be careful when you publish, give sympo§|(a olf\ Hd\j classes
- PATENT FIRST — PUBLISH LA'RER ;U \)

* Inventions are owned byﬁtfh 4ﬁ\>entors unless they sign this right away

e Typically gn%d)hv&éy by signing an employment contract
(Arbeitnehmererfindungsgesetz)

* Transfer begins with the disclosure of your invention to technology transfer staff
(patent office, start-up manager,...) or to anyone else outside
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Disclosure of patentable invention

 Official step: invention disclosure to the patent office of your ir%s’%iiigﬂon

(see official documents provided by your institutio?)( ¢ C a1 0™
(;-‘f\x v
150 s€ °
Legal aspects UtV
O\ \

* Distinguish between Rv\\mérgﬁlp and inventorship of IP

 Basis: Arbegi,fr)\@ﬁh%é?erfindungsgesetz in Germany (in other countries
simifar regulations)

* Negotiations on IP transfer to companies and start-ups are done by owner
of IP in close collaboration with inventors
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* Growing importance of transfer and impact of research in public

. p
fundlng. . c K\
 EU —impact I
* BMBF specific programs — exploitation strat%glgsm \\ i\
02
_nul %
* Typically ideas are ey)aéyat\é@é‘t }he step between basic and applied
research o\ We
LoV
\Rf \

OO0
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Technology transfer as a process

Research Validation Spin-off
Fundamental Applied Project Business plan \\@
| I A 3
I I O (/(/
| L Gol
: I | f(\r(\_- f\\\ \
| Strategic choice how ACARE
: to commercialize —
| R&D
' o b . ' Spin-off process
IP assessment and protection
1l ~t\o\' |
Technology screening/ | Incubation and
( opportunity search/ : business plan i
awareness creation } development
I
I Funding process
I

\4

I
Other ways of technology v
transfer than spin-off (e.g.
licencing)

Evaluation of an idea
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SAZOCELL’

* In which way do we transfer the results of our activities?

knowledge

people

int. property rights

f\[QOV
infrg%%r\uc ure

physical products

G,\

5

publications, speeches & advanced \\©

training (O CC

transfer of staff

licensing & sale of Opportunites

patents are broad!

agreement of utilisation

production
& sale

economy

science society
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Transfer via licensing to third parties

* Licensing enables access to use an IP (not only patents, also material,
data, software,..) for commercial purposes

A third party will use this IP as protection for its own pregﬂc”tg\and
services RS R

* Realised by specific license agreemen fl:/}ut can be also in
combination with coopera ion, a\g?ee\nents/ research agreements (!!
Always check the IP\Fiaft(ih cooperation agreements)

. Before clp%fn‘g a I|cense consider you own plans and try to understand
the(business case of your partner and evaluate the value your IP
provides to the partner
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Transfer via Spin-off (Start-up)

* A team out of a scientific institution creates a start-up based on

. . . . ®
idea/IP from the institution f(\(f’/\\

 Specific case of a license agreement (between axr@rft institution and

start-up), option that institutions take(sb@/re@(‘i;hr%fhe start-up
* |n most cases cooperation(a(g(,\eqmgé,ﬁfs)between parent institutions

and start-ups for fy{We[?ﬂévelopments
O

.ol .
* Career optiof for scientists and valuable for local value creation

\

. Inst(i’%L\Jtio'ns support scientists in their journey for a start-up with i.e.
consulting, qualification programs and access to accelerators
e Dresden: joint start-up service dresden | exists
 Leipzig: Fraunhofer IZI BD/PM, Fraunhofer Venture Group, University - SMILE
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Transfer via R&D cooperation

* Min. 2 partners cooperate to reach a joint aim (scope of the
cooperation), open research character ( \\@

* Defined work packages of the partners — normaII(y/spggiffe(lP’brought
in by each partner to reach the aim (backgr_(_qgmb\*lp) |

* Could be between academic partners @ﬁg’/c)r industry

* Could be with or witbop;&jﬁiﬂb\iic\funding (in case of funding — check
the strings atjca(ghed)\‘ ’

. Alwga\@\gpméng‘ with rules on how to handle / get access to the IP
(background, and the newly created (foreground) as well as jointly
created IP) — always check!
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Transfer via contract research

* Important (and often underestimated) technology transfer option

* Industry partner has a specific R&D challenge to address - orders ace@emic partner
to provide relevant service (testing, manufacturing etc.) . ,,O(ﬁ
5 1

€ 5 O
 Particularly important for FhG - but of incre_ggiﬁgﬁhwportance for
universities as well — valuable songr )efﬂf(’revenues
* In case of FhG: based on F;,Qup\hofé‘r eneral Terms and Conditions
c ~3\

AR L . 7 .
* Compared to/,,ﬁ&a\éoxlfa%oratlon models” usually connected with better IP
terms,fpr the industry partner — but details are important:
. Héﬁ\pésition: Don't give away rights for model-/service related IP

 Specific financial rules to be followed by academic institutions (calculation at full
costs — avoid cross-subsidy issues/state-aid)
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Other ways of transfer — Knowledge transfer

* Qualification / Advanced trainings in specific fields (GMP, Regulatory etc.)
* Pretty attractive but sometimes difficult cost/benefit ratio c (\\(
CE

* Transfer via staff (Transfer Gber Kopfe) — people\fc@aﬁg@frbm academia
\

: : <3

into industry co W

* Not always appreciated by the ac )deﬁw\ift(i)riétitution (as the loss of valuable staff
resources is sometin}gs(ogﬁﬁc”uit\t compensate)

* But do not foggggt?ﬁ&l\ﬂting benefits for the academic institution — staff gets lost
butxahn%blb industry connections result

. Eﬁa\dnhofer: Seeks to compensate institutes/groups for associated expertise losses
— ,Ausgrindungspramie” with specific incentives in case of staff loss

 Transfer via sc. publications/other forms of dissemination in the public
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* There are different ways to do transfer — it is always a case by case
decision which way we will go

o\\°
* Just a few criteria: ca oC
* Field of application (platform / produc(:,t) fr\\\ \

* Market size / market charact\engsﬁcg (emerging, how disruptive is
your solution, corpf)(e;rtiéﬁ

* Team ( oktr(QWﬁ \XIISIOH — start-up?; what experts are on board?)
[ \ O
O\\\
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Agenda
* CDAs/NDAs All of these contractual things usually
e MTAS will get supported comprehensively by

your local legal department — and might

* Collaboration contracts be handled by those people — but for

* License/option agreements . successful technology transfer, you
-5 0 \JK need to understand a few important
¢ GTCS (((/r ? \X ) l
S\ (1Ge contract terms!
‘ - G LC
ol ™
,\ [\
O

Note/Disclaimer: These slides do not represent any official opinion of FhG, TUD
and UL - and do not represent any legal advice. Regarding all legal questions, please
always contact your legal department or an attorney.
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CDAs/NDAs - 1

 CDA/NDA - Confidential Disclosure/Non-Disclosure Agreement

* Typically, CDAs/NDAs represent the very first contract th(atl(s\ﬁegotlated
with the industry partner - chance to gfs gréte a positive (or
negative...) first impression for the part(nerfb how collaboration with
your entity feels like
((.\('/’

, (SU?)\X\

50!

. MaR/ transfer projects at academic institutions fail in early phase due to
mistakes in negotiating CDAs (e.g. long delays in answering to contract
proposals, improper negotiation behavior, unrealistic terms etc.)
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CDAs/NDAs - 2

 Why a CDA: Prerequisite for any exchange of confidential information

* Intention is to regulate conditions for the exchange of g&g‘(ﬁ‘idential
information during the early phase until another contract-comes into force*
(e.g. collaboration contract with confidentiality(tg\r\rm\)\\ -

* Make sure that all people /Q?y{n@ﬁ%ccess to the confidential
information at your enti(ty{m\é\tixttjtion know about the confidentiality

of stored releva(rily')m(fﬁ‘rfrﬁation — and keep specific handling rules
* Frau ho(\fér\f (g)uideline “Informationsklassifizierung” containing labelling

6bﬁg tions for information handling

* Mutual/one-way
* Does your entity also want to disclose confidential information?

* Do not mix CDA content with that of collaboration contracts (e.g. IP foreground ownership terms)
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CDAs/NDAs - 3

* Contract partners

* Contracting party must be identical with the information e>§cl'(1)a\r§§é party
(carefully check the addresses, names and legal form!) -0~

* Frequently discussed: What affiliates do w{ewy{(éhi\*co‘Jaccept as allowed
recipients? Consider impact of fQRe)i(gﬁ,ﬂe“gal systems and impact on
information flow control . \SU\

S5O
* Scope: (39\\ :
* Defi e (hre\fs%pe/technology field of relevant confidential information as
clearly and detailed as possible — this is where your TTO/legal manager needs

your comprehensive support

* Consider defining confidential information you don't want to receive (e.g. to
avoid unwanted blending with own research results you later want to publish)
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CDAs/NDAs - 4

 Technical definition of “confidential information”

* Confidential information should always be labelled as “confide t%a‘\‘i( Option in
case of verbal information exchange: Written summary exchanged AFTER verbal

information exchange ( ((\;\-y\x\/\ -

* Validity period of the CDA ply%\goﬁfiﬁuation of obligation to keep
information exchanged Agra\,c‘QIar:”tI'\éagreement as “confidential”

* Be aware the qkfteir%(ﬁc(e(' Validity period: information exchange period; Follow-

up tin ﬁef\'Nﬁ e&change anymore - already exchanged info to kept confidential

. Op\/t 10 yrs total CDA lifetime are usual - make sure to keep obligation during
that time and consider staff changes etc.

* If not already present — establish a contract management at your institution
which has an eye on such things
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CDAs/NDAs - 5

* Applicable law - n
e Most frequently occurring reason for long

discussions/negotiations o —_
* Do not accept foreign law that you don't know\midéi&éﬁ\ ' ?
) CG/ . — °
¢ COpIES r r)gg\'\)()‘ O

* If the CDA draft fores,e}%;thré@e}ll copies made must be destroyed on demand
- Considerfv%l?@gt?yk)\} eally can realize (e.g. not applicable for IT backups!!)
{ \
. Vio@t\i@r{ of )éDA terms
* Do not overestimate your options in case your contract partner discloses your
confidential information to third parties without permission

* |n such cases, you are certainly obliged to claim compensation - But it often
turns out to be difficult to demonstrate a concrete loss
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License agreements - Basics |

* Some IP (e.g. secret know-how) = Owner keeps it confidential, thus

o ®
avoiding use by others r (/(,/\\

* IPR (e.g. patent) = Owner can prohibit technolo\ig‘,(\qsfe?by(bthers for a

limited period of time™* in exchange for ma kuh‘é he invention known to
[
the public TARE 0=

-~

-

* License = IP/IPR owﬂgr(g?néﬁgﬁs} use rights to another party (= licensee)

* Note: Bas(i)C@IM\}SU can grant a license (“Nutzungserlaubnis”) for everything what
'ts)ip\\iduf possession, including secret know-how!

* License agreement = Defines conditions under which licensor grants
license to licensee in exchange for license fees

* E.g. patent: 20 years starting from priority date
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License agreements — License types

Advice: Always try to limit
* Kind of licensed IP/IPR: license content in any

e Patent, Know-How etc. - Often: Combinations possible regard, keep revenue

- Type of allowed use: potential for further licenses!

 What does “use” exactly mean? E.g. manufa(ctu[rmg\ bil\strlbutlon license

* Allowed field of use: 5.0 \)
« What products, techpo}ogyiaﬁﬂéa\s\are allowed
* Geographic vakldatﬁbﬂ\X \
hwhaft tountries is licensee allowed to use the IP
* Allowed user number:
 Single use (unlimited number of licenses can be granted) “non-exclusive”

* Sole (ONE license holder/licensee AND licensor can use the IP)
e Exclusive (ONE license holder and licensor CANNOT continue using his own IP)
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License agreements — Further important terms

e Sublicenses

* Grant licensee the right to grant further licenses to third partiegs ;‘Y&(F‘lelps to
realize full commercial potential for your IP — but be aw(arg,tﬁa ’ﬁ’censee will
negotiate with sublicensees directly — so retain (cRr\\i;r\@l\anﬂ ensure revenues

W

* Maintenance of the IPR/Patent costs’ 0SE

* Without contractual argrgeﬁrehft,\lfcensor is obliged to maintain the IPR = In

case of exclusiy% L}(&éﬁ&éf’ﬁétent costs are frequently carried by the licensee

\ £0 ! O‘
() \f\\ 3
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License agreements — Further important terms

* Further development of the licensed technology/product

* Can happen on both sides (licensor and/or license holder) ?(Jg\?ﬁust be
agreed about how to deal with new IP cgiO"

* Liability \N(X’\'X’\\\\ |
* Never ever give guarantees reggrd)ivg\f\q O
* the absence of(c?ld r PR of \third parties - Find a suitable formulation

4

that keeps,ypg\f‘réie rom liability if an older IPR suddenly arises (e.g. “will
i (fplf\m) licehsee as soon as we become aware...”)

('the usability (successful economic exploitation) of the licensed
technology/product

cC

—
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License agreements — License fee basics

* License revenues can become an
important revenue source for
academic institutions

,\\@
kA 50 - 100 Mio. Euro p.a.

* Typical components ce W
* Upfront fees (Einstiegszahlung) ,)\g\’\f)o :
* Annual maintenancg{f«e(e%(\é\@éh\a\?s »Mindestlizenzgebuhren®)

* Milestone p,aYmeﬁ%\\
L ™ Beachte: Royaltys (DE),

. &0
. lties
(P*S)W\t'e _ Royalties (EN)
e Also to consider

* Patent costs coverage
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License agreements — License fees )

e Upfront payment

* “Einstiegszahlung” — Hard to negotiate for early stage acade c()ii(‘\\ge’ntions,
but you should really try (all further payments bear hfighe(((,d%pr-éut risk) —
E.g. should at least cover already realized pate(n(t&(\)%tg\\ >

* Annual maintenance fees (AMF) (0 0S€

* Usually charged against n‘gfe\//arxf annual royalties (you won't get both),
Important strate é\ ’(Sb(eét\"increasin AMF motivate licensee!!
ﬂg}) d : g I

i - O ] . :
. |V|IleStqne(\ﬁa\ym‘ents/AnnuaI license fees Advice: Never accept profit

p RS , as royalties base (1) and
* Increasing fee acc. to the achieved development stage carefully watch costs the

o Royalties licensee want to deduct
_ from net sales in the license
* 0.5-15% of the net sales of licensed products agreement definition

* Do not forget “taxable” non-sales revenues of licensee! section (2)



HOW tO find tra nSfer pa rtnerS (licensees, sponsors, investors, ...) g
Agenda

* Marketing mix* — relevant key parameters

* Marketing process perspective vs. product perspective c G\\ﬁa
o (?)'If() -
Attt -
* Ways to find transfer partners — M/a,r}gqt@né(\c%annels
* Scientific publications/taIlgsrx%van\éi g:i\éntific conferences
* Press & social media cov
» Trade fajrs ¢ ( 5 0C
. Fgﬁxly\e(rihg conferences
* Cold calling
* Network

* Product development/design + pricing strategy/conditions + distribution/communication
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Marketing process vs. product perspective

* Basic TTO marketing/sales process: Y=
H ive is th
e There are two key parameters/ B
perspectives to watch/to control customers point of view
* Marketing process view l
. Marketing
e Product perspective \)KS\\ Product > | Customer
\

* In a typical TTO er\m\fkoﬁﬂent the I

roduct eé{ﬁ/e Somet|mes |S Marketing & Sales Process View

” : How efficient is marketing

undere estimated and often
uncoupled from TTO activities

* Thus, consider both perspectives
when setting-up optimal technology
transfer activities
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Marketing process perspective

* How to improve marketing processes?
» Key questions: How to find customers? How efficient is marketi 2. \\

* General advice™: Ani
* Do not forget the customer after the 1st a55@t/§é§*\>|ce has been sold...

* Important role of an intensified w%r\a ‘o\rganlzatlonal communication (e.g.: get your
TTO knowing about y L%FKWQH( as early as possible)

* Optimize mar(kq’mnéic annels usage
. EZI r&etlmé)r\wust be a continuous process
X

)pI0|t the true customer data value (CRM systems, systematic approaches to
select target customers etc.)

* Discussion of marketing channels follows
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Product perspective

* Product attractivity = most important transfer success factor!!!

e Customer value: What additional (risk-adjusted) value dp(e(s/(iit,\irgalize for

the customer compared to existing solutions?; i Gol
\' \

* How to optimize product attractivity? And When to start?
* Know your target custome{‘rs(a;(lg ﬁF’h@ﬂ\'1)eeds/demands/wishes/problems
* Primary (resear\gﬁf(mﬁrkét) market (e.g. licensee for a drug candidate)

. Secqr]qlgrﬂ(‘én(duser) market (e.g. patient/health insurance)

. Kmt’)\sv the value of your product by knowing about USPs of your solutions

compared to offers from competitors/alternative products

* Consider market demands and potential USPs before R&D project start and during
project conduct, implement customer feedback as early as possible
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Market analysis — Useful information sources

* How to , know“?

Review articles, general newsletters* and newsletters publishedg(bxi\rﬁér—trade
organizations**, attending talks at area-specific com‘erren(ee;[(r £./ARM and ISCT

meetings, BIOs) ( ((\;\7\/\“ \

Market reports offered by many comE;?p(igs (very expensive, ~ 5k€ - but often
publish free of charge abstract\s) 35U

Commercial datalga\figﬁ ((éaé'ﬂ&iobal Data, very expensive, 10-15K€ p.a. for basic
module?— ut;very useful if one can afford)

%a\t\i%‘té Cb(ésic account free of charge)
Unternehmensregister*** and company filings search at SEC****

* E.g. Fierce Biotech; ** E.g.: VfA, Biosaxony, ARM, ISCT etc.; *** www. unternehmesregister.de;
***E*https://www.sec.gov/edgar/searchedgar/companysearch.html
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Mrkt. Channels - Scientific publications/conferences

efforts

* Reseach-oriented companies usually follow the state (o{:
research in their respective technoloy area clpg\é\lﬂ(\ﬂ’chus
they should become aware your tiﬁhﬁﬁf@g\/ based on © SPIEGEL, 06/17
publications in high- rankmgjoklm\a {

* Even more prorgmyﬁg(‘arxe talks given at relevant
scientific m@et?n%s

Méé% of the larger conferences enjoy substantial industry
participation, at least at technology scout level
WORLDVACCINE

* Good channel for assets and high-tech based service offers CONGRESS

"‘5-:\

%z
Z
s
L

O
\:)
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Marketing channels - Press/social media

* Generally helpful to facilitate transfer by creating g nnnnnn .
public awareness — but pretty much depending on Annual Report
the type of activity and kind of asset/service offer: (2021

* Printed media i

* Web presence ) g

* Newsletters " r\(?j\—f\m’\ 8

* Press articles & o

) SOCI?km(@(d :b U drfmsintest e Ty Lln ked m

. Reqmres close collaboration between scientists,
TTOs and local press offices!

Y @
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Marketing channels - Trade fairs

* Examples: MEDICA, BIOTECHNICA, ACHEMA,
LABVOLUTION etc.

* Having a booth at a trade fair can be very expensive, (f>]@|§€;){6
— cost/benefit ratio (costs/number of genera{c[e[qf\'h"néh\vélue

contacts) sometimes rather bad w0G6C (GHERNnse

. NS

* Some of these trade fairs are wvery big (e.g. MEDICA 6k
exhibitors) — tl %\(\ﬂﬁfn(k of how you would like to

differe {ﬁaf\te\’f%m all the other booths, to attract

enough attention for your booth

* Important role of items/exhibits — sometimes difficult for
pharma assets




How to find transfer partners g
Marketing channels - Partnering conferences 1

Ol=E

 Examples: BIO conference series (several events, global event PARTNERING™
+ events focusing on specific regions), BioFIT (France,( @
Europe), JPM/Biotech Showcase (global and US < C
Pe) / 8 ) GBI ﬁ Limitless

* Specific conference format in life sciences/gobgfﬁm\émh‘ich s [ TTogether
dedicated towards bringing ro@fe\rg’nsf “and potential s
customers/partners togetberX le)fxﬁci\ekt\y
* Many conference mo(d?“(s{;'?o@tgh\tombined with exhibition/lecture program

* New: ,,paftmegrin@\’érga&” at scientific conferences (e.g. ARM, ISCT AM) T

~\Sf N
* Not | néa\ll“y cheap but in optimal case best cost/benefit ratio JPMorgan
at all — no other conference type can deliver so many BIOTECH
qualified contacts and sales pitches SHOWCASE"™

* Requires in-depth preparation as well as labor-intense - gug
conduct and follow-up @ Biofit:::

\

CELL ¥} CENE
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Marketing channels - Partnering conferences 2

* ,Partnering” — pre-scheduled 30min meeting with a potential partner

* Process: ‘
* 1. [~2m PTE] Enter company/offer profile in partnerin%,DQ ”
o 2. [starting 2m PTE] Send meeting requests - \(\ﬁ;\_y\\ \ \ AN
e 2.1. Other participants will contact yfougi@ C)a@er(bf’interest
* 2.2. Go through the other profil€s cohtact potential partners too

e 3. [starting Im %m(\ﬁfké&i\hgs scheduled automatically .
e 4, [G{Z‘ trhg(qéinfé}’ence] Attend meeting, introduce your asset e

Dets: [ WWednesdsy, Aprl 20

Background:

()'\fE change contact data (business cards), agree on meeting follow-up

» 5. [starting after the conference] Meeting follow-up (e.g.
answer guestions, provide further info, send CDA draft)
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Marketing channels - Partnering conferelnces 3

* Things to be aware of:

* Not every asset is well-suited at BIO level — prepare your portfolio carefully )\\ o
* Maintain high communication standards (avoid spam-type mess:age§) ?)TO 2l

* Learn to deal with difficult meeting partners ( ﬁ;\-y\\\ \

* Plan enough staff and time resources to allow prPfgsGlth-I preparation

c )
* A substantial share of meetings won't d)iréétiv result in project closure — stay on the ball*,
and take advantage of ne{gatiy(ef\rﬁéexuihgk as well (every feedback is valuable)

c

* Give comprehensjY? /ﬁéédb(a(ck to your scientists — positive and negative
e Quali y,[sgq’@é[ &(bartner orientation of the follow-up are key success factors

. Par{r’?éﬁn‘g conferences might be more suitable for BD/TTO people
(combining several assets of their respective organization in one portfolio)
but can be a valuable experience and time invest for scientists too

* There are project examples at 1ZI where the deal finally got closed > 4 years after the initial contact
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SaxoCell® offer

* The SaxoCell® HUB team is going to attend several partnering
conferences, trade fairs and other events 2022 - 2024 ~o1(©@

M, o Deutsche CelL '.:: GENE
EFE}:L_ ']'i [IZ:FE I\Mlﬁ D.B.T ':: Biotechnologietage y

M E E T M G O M T HE M E S A

HYBRID

-
¥

M BlO-EUROPE’

June 13-16, 2022
San Diego, CA

>

e We'll be happy to introduce your CGT-related assets, platform
technologies and services there towards potential customers,
partners and investors — Please contact us in case you re interested
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Marketing channels - Direct contact

 Definition: Sales pitch with a potential partner who has never interacted
with the sales person before — But differentiate from ?tgl\"f\éfard »cold

calling” = ,unerwiuinschte Telefonanrufe” ey 0
. c ;\f\x\ \ -
 Typical process: ce Wit
* Market analysis to identify potgnEigIgé’dét%hﬁers/partners >
 Selection of target §9R)ngﬁib@,\éontact data research © o giga.de
cted partners (e.g. Email, contact form, LinkedIn), Follow-up

* Send in?uiry tosel

g 0V TV . . L

. AIV\(@WS\ keep ethical questions, employer branding and legal limits in
mind — use business-related contact addresses only (e.g. company BD

contacts, relevant social networks) — Can be a very efficient marketing
channel, then
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Network

* Can be a valuable source of potential customer contacts

®
* Use every chance to expand your network (FO(/@\\

* Implement work-related routine processes, e.g. g{e&,u&gofig invite people you
met at a conference the same day ce U

* But care the network quality ;r,c\:q)(ééivré?uylly select whom to invite)
RS
* Important role of iqﬁrafzﬁé’éworks:

Ay V€
" { O\
' o
[G) OOMeta  »XING Linkedf}
| | Well-suited for tech transfer International professional
| matters but focused on network

Best suited for private area or in order to reach (wide/broad) public German contacts



GEFORDERT VOM

C L U ST E R S Bﬁurndieslrjnninisterium
r % 4 FUTURE % I fmdBFlgrscﬁung

Innovationsnetzwerke
fur unsere Zukunft

SAKOCELL®

Thank you for your att\e«\r\tWh('

For any questions and further information on technology aI(s—fJer\o\r just for discussing new ideas for transfer
please contact yﬁu‘(y&ch? B transfer person:
00
'IV@(oIfm\ann (TUD, dorit.teichmann@tu-dresden.de)
c \Mﬁ‘s

cell’

rickner (TUD, luisa linda.brueckner@tu-dresden.de)
\[ \@tXafanle Binder (Universitat Leipzig, stefanie.binder@medizin.uni-leipzig.de)
Sophia Kolbe (Fraunhofer 1ZI, sophia.kolbe@izi.fraunhofer.de)
Thomas Tradler (Fraunhofer IZI, thomas.tradler@izi.fraunhofer.de)

on

i#) | UNIVERSITAT
55 | LEIPZIG

TECHNISCHE
@ UNIVERSITAT
DRESDEN
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