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"Interactive workshop on Networked Media R&D commercialisation”  

NEM Summit in Istanbul, Turkey 

 

On 16 October 2012, the SMARD consortium partners organised a four-hour "Interactive workshop 

on Networked Media R&D commercialisation” at the NEM Summit in Istanbul (Turkey). The 

workshop covered two core aspects of the SMARD project, being the R&D needs of European SMEs 

(see part 1) and the commercialisation and technology transfer best practices and hurdles for 

European research partners (see part 2) . The workshop had a diverse audience of over 35 people 

from over 10 different European countries with different backgrounds: researchers, SMEs, larger 

companies, investors, representatives of the European Commission and other stakeholders in the 

R&D and commercialisation process. 

 

1) R&D Needs of SMEs in the digital media industry and web economy 

 

Under the umbrella of the SMARD Project, European small and medium sized enterprises (SMEs) in 

the digital media industry and web economy were surveyed in spring 2012 to find out about their 

research, development and innovation (RDI) needs. The survey was conducted in the period 

between March and June 2012 and distributed Europe-wide. 

 

The aim of the workshop in Istanbul was to validate the survey results with European SMEs in the 

digital media industry and the web economy, EU officials as well as other relevant stakeholders. 

Following a presentation of the survey results, the experts discussed and further validated the 

findings in three separate discussion tables. 

As a general impression to the survey, some participants noted that the study had successfully pre-

selected relevant issues and needs, as the scores of the surveyed need statements were generally 

above a 2.5 importance-level, and hence regarded as fairly important. On the other hand, some 

participants expected to find more need items with a lower satisfaction level. This particularly 

applied to technological needs. 

One of the main findings of the survey was that technological needs were perceived as less 

important than non-technological needs. Some participants were surprised by this, while others 

thought not so. 

Those who were not surprised by the findings, for example, noted that RDI is often regarded as of 

secondary importance for smaller companies. Also companies usually know very well of how to 

approach technical problems, but they need money, resources etc. to tackle technological 

challenges. Funding programmes may provide the financial means, but they are also often 

associated with a lot of administrative effort and bureaucratic barriers (i.e. concerns that were 

identified as main priorities in the survey). 

The workshop participants discussed possible reasons why only few technological needs could be 

found in the “Focus Quadrant”. Possible explanations were that most companies tend to have very 

specific RDI needs. There also seems to be a shift in terms of how technology is perceived. For 

instance, companies increasingly see technologies not as means in themselves, but as the basis for 

creating broader “experiences” and products; in other words, the focus shifts from technology per 

se towards creating technology-enhanced experiences and products. 
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In addition, it is usually research organisations and universities that are developing RDI projects. 

Smaller companies, on the other hand, often do not have the necessary resources and/or skills in 

developing RDI projects, in particular on a European scale. 

They also noted that companies usually need concrete results very quickly. RDI projects, however, 

often take a lot of time to initiate and implement. In the highly dynamic digital media industry and 

web economy, RDI projects are thus often too slow to adapt towards rapid market changes. In a 

worst case scenario, you still might be forced to implement a running project that has already been 

overtaken by market developments. The composition of consortia in RDI projects often further 

complicates this situation, as companies and research organisations tend to operate at different 

speeds: Companies, which are primarily interested in product development, are usually much 

quicker in their activities than research organisations, which usually focus more on the longer-term 

research aspects. This makes it difficult to develop innovative products out of RDI projects. As a 

result, companies often even decide to develop a product or service directly in-house, rather than 

developing it together with other partners in an RDI project. 

As a possible solution, future RDI programmes might provide specific project types for different 

“constituencies”. For example, larger and longer-running RDI projects are well suited for research 

organisations and bigger companies, while smaller, shorter and more development-oriented projects 

might be better able to cater the needs of SMEs. 

Another aspect which particularly applies to SMEs is the legal framework which governs multilateral 

RDI projects. Legal aspects between partners are regulated by consortium agreements. As these 

tend to be formulated rather vaguely, usually all partners have access to the consortium's know-

how. The better "bargaining position" of bigger companies often further complicates the situation, 

as they have the more resources and skilled personnel in drafting agreements towards their 

advantage, or, in extreme cases, more (legal) power to intimidate the other partners. This helps 

particularly bigger companies in getting access to know-how from smaller companies or the other 

partners. As a result, partners tend to be overly careful and protective, which might discourage them 

from working together effectively. 

Participants were not surprised to find that administrative effort, financial risk and effort to apply for 

RDI funding were identified as main concerns of SMEs. Most SMEs do not have established RDI 

structures, so they usually have to figure out the entire process of applying for funding up to the 

management of projects by themselves, usually with very limited resources available. This is 

particularly the case for SMEs which have no prior experience with EU funding programmes. Existing 

funding schemes often do not take this into account sufficiently. Hence companies have to spend 

their scarce resources on administrative issues rather than on RDI activities.  

Many SMEs, it was remarked, could be helped if there were agencies or opportunities that not only 

help companies in identifying potential application programmes, but also helping them to write 

project proposals and managing accepted projects. 
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2) Commercialisation and technology transfer best practices and hurdles for European research 

partners 

 

The part on commercialisation and tech transfer consisted of two main parts. In first instance, the 

SMARD consortium highlighted the efforts undertaken to understand and subsequent outcomes of 

their activities to report on commercialisation and tech transfer best practices in the domain of 

networked media R&D. Hurdles have been identified for R&D project to commercialise their 

outcomes and interviews with various stakeholders in four European regions (Salzburg, Piemonte, 

Baden Württemberg and Flanders) have been conducted to get insights into the practices used in 

the various regions to support and enable commercialisation of research results, whether in-house 

or through a transfer towards other existing entities or newly created spin-off companies. These 

insights have been bundled into a report on “Guidelines for successful Networked Media R&D 

commercialisation”  

 

The second part dealt with the individual experiences of the three projects (FascinatE, Vconect and 

Beaming) when it comes to commercialisation and tech transfer. In three working sessions (one per 

project) people discussed the individual characteristics of each project, what the efforts of the 

respective consortium partners where on commercialisation and tech transfer and finally what the 

main hurdles or barriers towards effective commercialisation were. Each of the projects was in a 

different stage, allowing capturing various insights and hurdles, depending on the stage of a project: 

one was near to its end (FascinatE), one was in its mid-life (Beaming) and one just started (Vconect). 

The outcomes of the workshops were not necessarily surprising, but nonetheless relevant and 

interesting. In the first place, all actors around the table recognised the need for more efforts and 

attention towards commercialisation of R&D outcomes in European projects. If Europe wishes to 

become an innovation leader again, we need to overcome the European Innovation Paradox and 

make sure our large pool of R&D outcomes leads to more impact in business and society. Secondly, a 

number of hurdles in EU funding programs came to the foreground: consortium agreements 

(especially the part on intellectual property rights) currently rather hamper than help effective 

commercialisation of the project outcomes; the current funding scheme does not encourage 

commercialisation enough and projects should be obliged to a larger extent to make efforts to 

create impact (whether societal impact or new business impact) based on their research outcomes 

(i.e. make part of the funding dependent on commercialisation efforts). Additionally, the workshop 

tested a canvas (the so-called SMARD Canvas, based on Alexander Osterwalder’s Business Model 

Canvas) that can help R&D projects to start thinking about commercialisation in all stages of their 

project (see graph below). 
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The participants all recognised the need for more efforts on commercialisation and tech transfer 

from their part, while the representatives of the European Commission also recognised their role in 

the story. In this sense, the workshop was successful: it created more awareness amongst European 

project partners, alerted the European Commission on some issues and introduced some tools (the 

SMARD Canvas and the Guidelines) that can support European project in their efforts.  

 

 

 

 

 

 

 

 

 

 

Need 
 

• What is the need 

you are trying to 

respond to? 

 

• What kind of 

problems do you 

solve?  

 

• Where do you find 

these problems? 

What is your use 

case?  

 

• Who currently 

tries to solve these 

same problems 

(with similar or 

different 

solutions)? 

 

 

 

 

 

 Solution 
 

• How do you solve 

the customer’s need 

/ problem? 

 

• What is the benefit 

or added value of 

your product 

compared to existing 

solutions?  

 

• Is your 

product/service 

unique and (if yes) 

how? 

 

• (How) is it 

protected?  

 

• Are there any 

dependabilities of 

your solution with 

other technologies? 

 

• Did the consortium 

make any upfront 

agreements on the 

ownership of newly 

created knowledge? 

  

 Business model 
 

• How will you bring 

your value or your 

solution to your 

customers? 

 

• How do you intend 

to make money 

from customers 

(e.g. asset sale, 

usage fee, 

licensing, 

subscription fee, 

advertising)? 

 

• What additional 

revenue streams 

(e.g. additional 

paying services) can 

you generate?  

 

• Which other 

organisations do 

you need to bring 

your solution to the 

customer? 

 

 Customer 
 

• Who will use this? 

 

• Who will pay for the 

product/service? 

 

• How will you sell to 

customers? Where 

will they buy / 

purchase your 

product or service? 

 

• How will you reach 

your customers 

(marketing-wise)? 

 

• How will you present 

and position your 

product/service 

(communication and 

branding)? 

 

 


