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Abstract: Despite the increasing importance of the Internet as a marketing tool to the SME’s (Small Medium
Enterprise) development and for manufacturing company, relatively few studies have been done on measuring
the marketing mechanism and effectiveness of the commercialization university research and this exploratory
study was designed to fills this gap. Technology transfer and commercialization from university is not one
single interaction but it contains a lot of mechanism and methods that can be applied depending on the
situations and geographic locations. The use of the Internet in the technology transfer process is quickly
becoming one of the preferred tools for both the academic research centres and the industry leaders. This study
argues that the seemingly less stringent screening criteria been discussed about the potential of internet
marketing to promote commercialization umversity research and attract the practitioners/entrepreneur. Using
the literature review thus article try to give new conceptual analysis about the commercialization university
research using the internet marketing strategies that can promote the collaboration with practitioner a better
ways. Close interactions between university and industry 1s a main element in commercialization university
research and the author provides experience based on Malaysia University.
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INTRODUCTION

One of the striking problems in commercialization
university research in Malaysia Umversity 1s facing long
time to introduce new inventions or services to the
mdustry. In addition, the Malaysia Umversity are still
need time to changes their paradigms from ivory towers
[1-3] to a place to generate income and revenue to the
university or  country.  Transforming
and technological knowledge generated in Malaysian

scientific

University research to marketable product is not
effective as in United States and United Kingdom.

Commercialization umiversity research m Malaysia
umiversity are still new and university should not be
blamed entirely when fail in this process; the lack of
funding, academic entrepreneurship culture and
university policy are also responsible. Transforming
Malaysia Umversity to gear the economic development
should be a prominent one and most university in
Malaysia are not playing this role. Fundamentally change
and attitude towards the commercialization umiversity
research are important to enhance this process. Malaysia
University should change traditional mission and

marketing techniques to making a big contribution to the
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industry and one of the mechanism is using the
mternet/online mteractions to interact with the mdustry
to help in the commercialization process of Malaysian
mventions. The internet has exploded as the powerful
medium that effect our lifestyle and university/academic
profession 1s no exception. This article explores the nature
mteraction, dimension and consequences of the emerging
Internet and university technology are related to each
other as the marketing tools to promote invention and
innovation from the university to the industry and
practitioners.

Using the internet, the society will get the
mformation about new mvention made by the university.
As we know the importance of the internet to our Lifestyle
cannot be denied, this revolution started m 1999 and it 1s
predicted that with even the most modest estimates of
connectivity to the Internet reaching over one billion
people world-wide by 2005 [4]. Westermeier [5] mentioned
that the Internet i1s global m nature and website are
accessible to anyone in the world with a computer and
telephone line and it also cut the across all jurisdictional
and geographic borders. Based from WMH W Hussain
et al. 2009, 2010 mternet marketing strategy are also
still new in Malaysia and there should be a lot of
developments be made to promote commercialization
using the mternet marketing strategies. Strauss and Frost
[6] claim that such characteristics will enable the Internet
to replace tradittional mass media. The Internet has
become established as a fully- fledged global marketing
and communications channel and can deliver many
aspects of any orgamsation's global marketing strategies
ranging from branding, database building and customer
acquisition to providing customer service, forming
relationships, building loyalty and installing advocacy in
existing customers [7].

According to the Google.com there are more than 16
million website that related to the “university technology
transfer” (without quotes) and looking to the Oxford Isis
Tnnovation (www.isis-innovation.com/) website related to
the technology transfer made specifically by the Oxford
University shows that most of the innovation made by the
researcher at thus distinguished umiversity have the
that related it OrganOx
(www.organox.com), Zyoxel (www.zyoxel.com) ISE

website to such as
(http://www 1se-oxford.com/) and many more. Standford
University also using this approach to marketing and
commercialize theirr mvention. One of the greatest
inventions that from this university are Google.com one
of the best search engine in the world. This innovation

began 1 March 1996 by the Larry Page and Sergey Brin
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and was founded by the National Science Foundation.
MIT Umversity also have their greatest innovation that
give 1mpact to the world and using the internet as their
marketing and promotion tools to show to the society.
In this article we try to emphasis the important of the
internet marketing as the new mechanism to promote
commercialization umversity research and get better
interactions between the practitioners.

The first section of this article will look to the
commercialization process that happened in Malaysia
University. As we lnow commercialization university
research started in United States since the introduction of
the Bayh Dole Act 1980 and this act has made a long of
changes and stimulates the commercialization process of
most university m US [R]. However, there 1s still lack of
understanding about the commercialization process
happened in developing countries such as Malaysia since
most of the commercialization processes of the umiversity
are focussed on the umversity m USA and in Europe
rather in other countries [9-10].

Secondly, it will look to the current development of
commercialization process in Malaysia. Third section, this
article will look to the internet marketing strategy and
compared with the offline strategy that can be used in
commercialization university research. Fourth section will
show the internet marketing strategy that can available for
the commercialization umversity research. Then, this
article will look to the legal implications and barriers that
oceur marketing
commercialization umversity research. Lastly, this article

I internet mteraction  for
will give recommendations the role of internet marketing
that can play in promoting sustainable development in

commercialization university research.

Commercialization of University Research and
Technology Transfer in Malaysia: There a lots of
definition that related to the university technology
transfer [11] give the defimtion of umversity technology
transfer as the transfer of knowledge and technologies
from scientific nstitutions into the marketplace 13 an
important factor for innovative performance at the firm-,
industry- and country level. Universities have long been
seen as organizations devoted to the creation and public
dissemination of knowledge [12]. Today, universities hold
important patents on many life-saving drugs, including
the antiretroviral drugs stavudine (Yale University),
abacavir (University of Minnesota), lamivudine (Emory
University) and enfuvirtide (DukeUniversity). By actively
engaging in technology development, universities are
demonstrating ambidexterity in theiwr ability to produce
both scientific knowledge and technology outputs [13].
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Tt appears that Bayh-Dole Act has been acknowledge
to brought research umversities closer to practitioners
and entrepreneurs to looking commercialize university
mvention [14]. Many uwuversities have formal policies for
encouraging their academic staff to seek industry
assignments for a specified share of their time [15]. Other
policies encourage umiversities and firms to engage in
partnerships and personnel exchange, for instance via
unversity-industry centers or science parks [16-19]. This
study argues that the seemingly less stringent research
done about the commercialization of university mvention
based on the Malaysia University. This have been
supported by Mohar Yusof[20] that mentioned that there
15 a paucity research done about the commercialization
university research in Malaysia university. Then,
WMHW. Hussain ef al. [21] mentioned about the online
legal marketing but from his research only focus on
the new roles of lawyer to promote commercialization
on the Internet besides filling for the IP and consulting
researcher . In other words, this article will give an insight
about the literature of the university commercialization
invention based on Malaysia context especially in
Malaysian Umiversity. Rather than concentrating on
‘blue-skies’ research, academics are seen increasingly to
be eager to bridge the worlds of science and technology,
m an entrepreneurial way, by commercializing the
technologies that emerge from their research [22-23].
Issues on patenting, licensing and academic
entrepreneurships are important for the commercialization
umversity research but there 1s only little literature on this
subject [24-27]. Furthermore, little attention has been
focus to the marketing the invention using the internet as
the marketing platform. This 15 because the nature of the
commercialization university research that more focused
onn the start-up company, licensing jomnt venture
collaborations need to more on the “human interactions”
and don’t give an understanding about internet marlketing
strategy. Given that the commercialization process can
be done on many mechanisms, there is room for the
discussion and understanding the commercialization
process in university and how it should be managed [28].
By knowing this will also help elimmating boundaries
between the mdustry and umiversity and strengthen the
interactions deeply. Overall, this study contributes to the
existing literature about the commercialization university
inventions and technology transfer based from university
research in Malaysia scenario.

Learning is an indirect benefit in that industry
projects may not lead directly

to novel scientific

outputs, but may lead to new research problems and
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learning about new industrial applications [29]. Oakey’s
[30] study of technology start-ups m the United Kingdom
shows that both the amount and source of initial funding
vary considerably by field. However, there 1s unlikely
to be “‘one best way’’ to manage commercialization as
disciplines will differ in terms of technological opportumty
and commercial potential [31].

Internet offers much opportunity and easily helps the
customer to fulfil their needs. Using the mternet can also
be used to strengthen the relationship between the
industry and umversity. This 1s because the relationship
between university and industry are weak mentioned
by Colyvas et al. [32] and using the internet 1s most
vital element to increase this network. This has been
suggested by Bell et al [33] that the customer needs to
be attracted to an innovation and that “attraction” may be
function of the seller’s advertising expenditure, the
effectiveness of the advertising, the price of the product,
the reputation of the company, the service given during
and after purchase, the location of retail stores and
much more. From this statement show that mtemet can
be used as an important medium in the innovation.
University must use this “tools™ in order to commercialize
their invention to attract the investor and at the same time
give information to the public.

Internet Marketing vs Offline Marketing: According to
Bozeman [34], the effectiveness of knowledge transfer
depends upon five broad dimensions: the transfer agent,
the transfer media, the transfer object, the demand
environment and the transfer recipient. Marketing
invention from university to industry is the crucial
element in commercialization umversity research. Most
of the commercialization university research starts after
the IP’s protection has been made. Then, after that the
university will analyse the appropriate mechanism to
transfer and commercialize that invention to the industry.
At thus stage, the umiversity will focus what are the best
techniques whether want to do licensing agreement,
university based start-up of jomnt venture collaborations.
The marlketing potential of the Internet has been realised
by orgamsations over the past few years, with its
popularity as a medium to target consumers increasing
and many academics predict it will increase in the future
[35-37]. As being said by Mohar Yusof [38] that marketing
activities for universities technology transfer as still lack
and need a lot improvement in Malaysia. By using the
internet marketing strategies help the university in
Malaysia focus on this technique to try penetrated and
interact with the industry.
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Table 1: Comparison between Internet Marketing and Offline/Traditional Marketing

Mechanism

Tnternet Marketing Strategy

Offline/Traditional Marketing

Money

Require less money and get more exposure about the

invention or services that have been advertised.

Required more money to put the advertisement at the
newspaper, radio or television. Most of the inventions are

still on infancy state and need money for the development

purpose.

Targeted Customer

Using internet marketing helps the university/researcher to
target the customer based on that invention. It very easy for

the inventor to market the product to the industry. This will

Offline advertising cannot specify and categories the potential
customer. Retum of Investrnent (ROD) from this marketing

cannot be measured.

help the university know about the market and understand what

industry needs.

Tnternational Tnteractions

market the potential invention to international level. Tt will also

attract venture capital that interested to invest on that invention.

Using internet marketing helps to commercialize inventions to

This type of marketing only focused on the geographic locations
and take time to scale up to intemational level. Tf the inventions
need more money it takes time to find potential and reliable

venture capital.

Time 24/7

help the researcher promoting their invention. By establishing a

Internet marketing provide 24 hour a day and 7 day a week to

Only limited to the 8 hour per day and depends on the budget

and size of the campaign.

website that inventions will stay on the internet and help

promote the invention to the industry/entrepreneur.

Table 2: Trade Offs Associated with the increase in University-Industry Partnership [83]

Benefits

Drawbacks

Additional income for university

More Rapid Technological Emphasis
Choices Regarding Technological Emphasis
Positive Effects on Curriculum
Local/Regional Economic Development

Two-Way Knowledge Transfer

Negative impact on culture of Open Science
Negative Impact on Student/Adviser Relations
Could reduce the Quantity of Basic Research

Could Reduce the Quality of Basic Research

Could Affect Types of Research Question Addressed
Academics Could Spend Less Time on Teaching

Internet Defined: There have much been said about the
important and impact of the internet to our hifestyle. The
mternet 1s collection of networked computers that
currently are the playground of the universities and
government agencies. [t then uses to transmit the
knowledge and share the knowledge within the networl.

“The development of browsers and the World Wide
Web removed these limitations. Web sites containing text,
graphics, audio and video could be accessed simply with
the click of a mouse. The browser based web grew
exceptionally quickly from its beginnings in 1991, allowing
it to become a sigmficant development in Western
Society. By 1998 25 percent of America’s households had
Internet access [39]. Current figures suggest 50% of New
Zealanders have access to the internet at home or at work
[40].”

Internet Marketing for Commercialization University
Research: In tlus article, we compare the internet
marketing and the offline advertising principle to give
more understanding about this topic. Based from the
table 1, show the comparison made by us to show the
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intermnet marketing strategy and offline marketing strategy.
Using the mternet 1s less expensive and gives value to the
money rather than offlne marketing. Supported by
projections from Forrester Research which indicate that
by 2004 comparies will be allocating a median of $720,000
to their online marketing budgets, compared with the
$240,000 spent 1n 1999 [41]. Advertising on a web site
might cost $5 for each 1,000 individuals who view it, while
direct mail could cost $50 to reach the same 1,000 people
[42]. Internet marketing also help to create the relationship
and improve the network within the university and
industry and practitioners, for example, when future
customers visit web sites on the internet, they will leave
their mformation that ncludes email addresses and clues
about their lifestyle and mterests this can be to enhance
the future collaborations [43].

The use of
internet for marketing 1s growing at rapid rate and it very
hard to slow it down. On 2000, a survey of .S online
households found that 47 percent had made online
purchases and this number are increased every year [44]

Types of Internet Marketing Strategies :
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and furthermore more than $ 2.3 billion U.S consumers
spent over the internet during Christmas season on 1998
[45] Comparison with Moore’s Law, that mentioned about
where computer speed and capacity double every 18
months, the Internet seems to double in capacity (if not
speed) every 18 week [46]. With the growth of the
Internet, electronic peer-to-peer commumication has
become an important phenomenon [47]; e-commumication
enables people to share information and opinions with
other people [48] more easily than ever before. By using
the the

commercialization —university

for
help
Malaysian university increase the time production and

internet  as marketing  strategy

imvention  will

introduce new invention to the market or industry. This
type of technique also help to reduce the connectivity
and improve between the university and industry [49] also
help to increase the social integration within the
university to the market [50].

It 18 widely accepted; at least at the United States
that collaboration umversity-industry are most important
for the strategic response to global competition. By using
the internet as the platform for collaboration and
commercialization purposes, the umiversity can enhance
the relationship with the industry. There are many types
of internet marketing strategy that can be implemented to
promote university research.

Social Networking: Social networking 1s new trends and
has grown tremendously over the past several years.
Nowadays, people use it to comnect with friends and
create new relationship from all over the world. Social
networkings also help to gain popularity and many
celebrities use this to connect with their fans and friends.
The popularity of the social networking can be use in
commercialization umversity research to the ndustry.
Because of the working environment within university
and industry that is different by using social networking
can help to accelerate this process. The researchers can
used the social sites such as Facebook, LinkedIn,
Myspace, Friendster and the latest social networking sites
Twitter to get attention from the industry and to
promote their invention. Using social networking also
the industry
mterested to mvest money for that mvention

The social network then facilitates online interactions

can create relationship and make

and connections among people [51]. Friend-networking
sites, such as MySpace and Facebook, are a specific type
of Social Networking Sites (SN3) that have grown rapidly
in popularity over the past few years [52]. The social
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networking site My Space ranks sixth in overall web traffic,
with over 47 million unique UJS visitors each month [53].
The web traftic data for Facebook, a social networking site
ortented towards college students, shows more than 120
million unicue US visitors a month [54]. By implemented
social networking with the commercialization university
will help the university remove the barriers and mteract
more deep to collaborate in the future. Total facebook
user in Asia is more than 60 millions [55] and more than 5
millions users are from Malaysia. Social Networking sites
can be used as the bridge to connect the university and
industry by promoting university invention. Using the
social networking online also can create word of mouth
marketing activities. Organizations recognize that this
word-of-mouth exchange exists and deliberately employ
strategies to turn communication among consumers mto
“*word-of-mouth marketing™” [56]. We will elaborate on the
next section about the word of mouth marketing
technique.

WOM (Word of Mouth Marketing): Another mechanism
that can be implemented to commercialization activity
university invention 1s the word of mouth marketing.
Word-of-mouth commumnication has received extensive
attention from both academics and practitioners for
decades [57]. This types of communications plays and
integrate an important role in shaping consumer’s attitude
and behaviours [58] and also using the word of mouth
marketing provide a better influence on consumer
behaviour rather than print ads, personal selling and radio
advertising [59-60].
Commercialization university invention using this
mechanism help the researcher promotes their invention,

m certain  circumstances

plus also help the invention receive an attention from the
industry. Using word of mouth marketing also can be
implemented using the mternet. It has been said that the
new communication structure is an amorphous web of
connections [61]. Word-of-mouth has been shown to
have a substantial impact on product choice [62], as well
as 1 choosing services [63-64]. Research done by Katz
and Lazarsfeld [65] show that using word of mouth was
the important sources to influence the purchase of good
and food products. Their research give an important
contribution about the effectiveness of the word of mouth
advertising, however word-of-mouth is gaining new
significance by the unique properties of information and
communication technologies, like the Internet [66] and
thus it 18 important to explore how the electronic
environment may affect word-of-mouth behaviour.
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The internet helps to market and transfer the
technology from university effectively and using the
“word of mouth™ made the researcher commect with the
mdustry  easily. [67] the

phenomenon as follows: "word-of-mouth is being given

Dellarocas describes
new significance by the unique property of the Internet”
(p. 1407). Usmg word of mouth will generated the mdustry
attention about the invention from the university. This
also increases the confidence from industry about the
capabilities of Malaysian researchers.

Viral Marketing: Viral marketing happened after the word
of mouth marketing. Viral marketing occurs when a
message spreads among individuals online quickly and
exponentially [68-69]. The concept of viral marketing cans
also being used m promoting health and disease
prevention topics, it already been applied in promoting
public health to limited extent [70]. Phelps et al. [71] have
defined viral marketing as "the process of encouraging
honest communication among consumer networks" (p.
334). Based form the Montgomery [72] mentioned that
viral marketing is "a type of marketing that infects its
customers with an advertising message, which passes
from one customer to the next like a rampant flu virus"
(p. 93).

Commercialization university invention using these
types of internet marketing can also help in promoting
university mvention. However we feel that this techmque
needs a proper strategy to make it become viral and give
infection to the surrounding environment. This technique
also been knows as the buzz marketing techmque and it
help to create the potential for exponential growth in the
message's exposure and [73]. The key
characteristic of this influence is that it is interpersonal

influence

and informal and takes place between two or more people,
none of whom represent a commercial selling source that
would gain financially from the exchange of information
[74].

Video Advertising: Another internet marketing strategy
that can be used is the video advertising. With internet as
the platform the online video advertising gains a wide
attention and becoming mcreasingly pervasive. Unlike
other mternet marketing strategy, this types of marketing
using the video to promote university inventions. The
researcher needs to create a video that describe their
mvention and put it on the video sharing site such as
[75-77] and many more m the mternet. Using this
technique can help the researcher save time, money and
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increase the commercialization activity. Because of the
commercialization involve other agent such as venture
capital, entrepreneur and practiioners, this techmique
important to help and create attention from them. This 15
because nowadays the people love to see 20 minutes
video rather than read the 10 pages article. By
transforming the umversity invention as the video will
help the entrepreneur to watch it and contact the
researcher to know about that invention. The potential of
the video marketing has been accepted by the Google.com
when they buying website Youtube.com n 2006 for $1.65
billion [78] and become one of the biggest deal in the
history. Google.com know that this marlceting will affect
the future, the university and researcher should tapped
into this marketing techniques.

Other Types of Internet Marketing Techniques: There
are also intermet marketing techniques that can be
implemented to promote commercialization activity such
Search Engine Optimization (SEO), Keyword
Advertising, Banner Advertising, Email Marketing and

as

Forum Marketing. Internet marketing strategies are only
tools to help the commercialization umversity and to
prevent bottlenecks technology transfer activity
Swamidass [79]. We feel that in the futwe SMS
advertising also can help in the commercialization activity
umiversity mvention. There 13 still little attention been
discussed using these types of marketing in technology
transfer and commercialization activity especially in
Malaysia University.

Effect of the Internet Marketing and Legal Implications:
Rules regulations in Malaysia the
commercialization university invention still need and need
further development. As been mentioned by Yusof [80]
the commercialization university research i Malaysia are
still at paucity level and it more research been done about

and about

these. By implementing internet marketing strategy for
commercialization umversity mventions will help the
university promote university mvention but there are also
drawbacks that university must know. This is because the
internet is just like “double edge swords” and university
must it wisely to maximise the profit and reduce the risk.

In seocial networking online, it 18 generally accepted
that social network analysis is intolerant to missing or
incomplete data research done by [81]. Borgatti, Carley
and Krackhardt [82] have shown that lower response rates
are detrimental for the calculation of certain network
analysis measures, especially degree centrality.
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In this article, we put the benefit and drawbacks of
the collaboration Umniversity and mdustry [84]. The
benefits of the commercialization activity help the
university gain additional mcome promote two way
knowledge transfers and give impact to the economic
development. However, some of the negative drawbacks
from this activity 1s the impact on the student relationship
and the academics spend less time on teaching.

Future Research: The Internet has fundamentally
changed our economic, political and cultural life [84].
Statistics (InternetWorldStats.com 2010) [85] show that
the internet users in Malaysia increased from millions m
2000 to more than 16 millions users in 2010 and totals
populations i Malaysia is about 26 millions. This number
shows that more than half of the Malaysian populations
exposed to the mtemet everyday to communicate and
mteract online. Malaysian government also have put a lot
of mitiatives to increase the ICT development and
facilities in Malaysia. National Broadband Tnitiatives (NBT)
is one of the national strategies to introduce the
broadband in Malaysian. The Malaysian Government has
already set the target to achieve 50% of household
broadband penetration in 2010. Tn commercialization
university research perspective, this is the opportunity
that must be used to promote the mvention to the market.

“ People Invest in People, Not Ideas™: Thus is the famous
quote for the entrepreneur when want to attract venture
capital to invest money for their busmmess. Venture capital
will mmvest their money for the people not their project or
ideas [86], as for the commercialization university research
mternet marketing 1s about networking and relationship.
If the researcher knows how to show and attract the
venture capital or entrepreneur to invest into their
invention they can commercialize their inventions to the
market [87-90]. Thus, further research should be done to
compare the commercialization university invention using
onlme or offline are more suitable for the technology
transfer m umversity or not. Additionally by providing
case study for the internet marketing strategy will give an
overview about the best mechamsm that can applied in
promoting technology transfer using the
marlketing and how the entrepreneur or industry interact
with this types of internet marketing strategy.

internet
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