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Background of the Invention

For decades, many inventors incur a lot of effort, time and money to research and
20 invent countless inventions. However, only a small percentage of inventions has
successfully commercialized. This can be frustrating and be a waste of labor, time,
talent, money and productivity for a person and country. It is also destructive for the

inventor and may promote anti-entrepreneurship, anti-exploration and anti

invention.
25
For a typical start-up inventor who is not supported by a company or corporation,
he has to overcome numerous financial obstacles from seeding to product launch.
For example, these obstacles may include the following:
» Costs of filing Patent Applications.
30 = Research and Development.
=  Prototyping.
» Cost in getting Investors.
= Company set up and cash flow.
= Manufacturing and Product Inventories.
35 = Distribution of products.

*  Advertising of products.
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Some inventors may have managed to launch the product, but face difficulty in
publicizing / advertising / creating awareness of the product and market
penetration.

30 In the current market environment, advertising is vital and is one of the important
factors that determine the success of the product. Besides the properties of
advertising in branding and publicize, customers, distributors, marketer and retail
chains also use product advertising exposure / coverage as a gauge for the
product’s / corporate reliability, credibility, product worth and product successful

35  rate. This affects the patent product's market penetration and inventor's terms of
negotiation.
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0 branding and product in relative to its industry.

For example, “ABC Corporation”, a soft drink company, hopes that with intensive
advertising, the customers will relate to “ABC” soft drink naturally and instinctively,
regardless of whether the customer requires the need to buy the soft drink.

25
The marketer’s / advertiser's objective is either to promote the new product or keep
the customers reminded about their corporate branding / product. Thus, remaining
competitive in its industry.

30 Hopefully, these advertising expenditures can be converted to greater sales and
profits. But, neither great advertising media measurements nor market surveys can
justify or measure real customer spending before advertising or marketing
campaign. There is no tangible Return of Investment (ROI) for the advertiser.

35 Inthe current competitive market environment, corporations and companies spend
a lot of effort in marketing and implement every possible method to maximize the
probability of success in their product, for example increasing revenue and sales.
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» Lucky draws.
= Gifts.
» Inter-brand collaboration.
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15 * Discounts and Sales.

In these circumstances, there is a need to provide a more effective alternative for
inventors, researchers, entrepreneurs, marketers and advertisers.

20 Summary of the Invention

In accordance with a first aspect of the invention, there is provided a method for
marketing and advertising, which combines the advantageous factors of all entities
to form an advertising media, which benefits the marketer / advertiser and inventor.

25
The method comprising:
(a) providing a first to launch product;
(b) identifying an advertiser to form a marketing relationship with the
product; and
30 (c) forming a linkage between the advertiser and the product so as to

jointly market the product and the advertiser's brand to achieve a mutually
benefiting relationship.

By "“first to launch product’, it is meant to include any object or product or part of a

35  product that is novel and not yet available in a market or country, and that no one
is supplying the market or country with that object or product through any channel
of trade such as retail, internet, mail order distribution, or the like.



By "relationship”, it is nmeant to include any attribute that relates the
advertiser to the product. 10By "linkage", it is nmeant to include a nental,
sensory, woualoecsderal , ol factory, or tactile connecti orchsicesemnoddse
advertiser and the product, or any representation of the product that
characterizes or personifies the advertiser's brand and therefore enables a
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15
Preferably, the first to launch product is a patented product or is the subject of a
patent application.

Preferably, the method further comprises packaging the product with the
20  advertiser's brand.

Preferably, the product is in an industry that is not the same as the advertiser.

Preferably, the product may be first launched in a particular market or country for a

pre-determined period of time, and then launched in another market or country for
25  a pre-determined period of time.

Preferably, the method further comprises conducting a campaign to market the
advertiser’s brand concurrently with the product.

30  Preferably, the advertiser is the sole seller of the product during the advertising and
marketing campaign. However, there may be multiple advertisers involved in the
campaign and using the same product concurrently, if the cost is too high for one
advertiser.

35  Preferably, the product and the advertiser are in complementary industries.



In order that the present invention may be fully understood and readily put
into practical effect, there shall now be described by way of
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preferred system or methodology of the present invention, the description being
15 with reference to the accompanying illustrative drawings.

In the drawings:

Figure 1 shows the table of advantageous / disadvantageous properties of the
20  inventor and Marketer / Advertiser.

Figure 2 shows the table of objectives / goals of the inventor and Marketer /
Advertiser.

25  Figure 3 is a block diagram of a system and method of the present invention as an
advertising media.

Figure 4 is the table of comparison between the current marketing strategies of
inventors, Marketer / Advertiser and the invention.

30
Figure 5 is the block diagrams showing the invention inter-complementing the
advantageous factors of both parties, with implementation of advertising property,
eliminates the disadvantageous elements.

35  Figure 6 shows an example of implementing IPAMM by advertisers / marketers,
with a 2 months promotional campaign.



15 The inventor's objectives / goals may be summarized as: Successful
product conmercialization. Good market penetration. Funds avallabll{ty.
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10 Inventor and Patent Product:
The Patent product is an invention by the inventor, which is novel, new in the
market place and has no competition. While this may be an advantage, substantial
funds are required to commercialize, publicize and penetrate the market place
successfully.

15
The inventor’s objectives / goals may be summarized as:
»  Successful product commercialization.
» Good market penetration.
*  Funds availability.
20 * Lower risk and higher rate of success.

The Marketer and Advertiser:

Compared with the inventor, a well-establish marketer / advertiser had penetrated

the market place and gained a market share of its industry, branding, networks,
25  funds availability for marketing / advertising.

In order to stay competitive and keeping customers reminded of corporate branding

and product, corporations may spent about 50% or more in equivalent to their net

income in advertising and marketing, with uncertainty of product sales or campaign
30 profitability.

An established marketer’s / advertiser's objective / goals may be summarized as:
= Stay competitive.
»  Customers remembering their brand / product instinctively.
35 = Sales, profits and market share.
= Positive corporate image.



S | PAWM consists of three sections: 1. The patent product, which relates to
the inventor. 2. The advertising section which is the link / relation /
connect i onohetnwenet he patent product / |Inventor and thecveGal®no66
Advertiser. 103. The Marketing / Sales section which relates to the _
Marketer / Advertiser. 1. Inventor / Pd&tent product: The Patent product is
an invention of the inventor, which is newin the market and has no
conpetition. This also neans that customers can only buy the patent 15
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| aunch 20 i n mbdia pil mackelirgystarbgket / country. The patent product in this
i nvention gdoes not include advertising product by nature (those products
not meant for advertl S 2’? for exanple: Television, Internet, radio ...etc.
| PAMM is a sy ‘é}ﬁ‘a'sﬁé’? ¢ seeiigbs:consi st of patent products that are not

t | 'y ort. STRsRahe plobiyct, e a0 thd¥@dntdrSsi ng nmedi a. Exanpl e: For
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factor tolodi ffesentieaigrdinlVeass LM RBdebiad thé gl'aﬁéete'r EXE/@H%&”S that are

mar ket ed subsequently after they had been marketed 1 n that country under a
different brand name. 30 2. Link / Advertising: As stated in the basic
property of adveyeniosi Refenttphosluetai n obj ective is to expose the advertiser's

brandi ng or proachidnt bl%d@(ﬁ‘?s &Hﬁ\te‘ﬂff@{of'thevmv&g:r RX/I{?&'FB% ﬁe\kr}\ % Wehi@pELy to relate

or recall the adverti ser s randi ng o necessary to have
a 35direct relat1%mepiBet Wisalse Wéear‘wgﬁwﬁ?mrswaﬂmty yobe eeteand t he

adverti ses' s guedudufromoprothucs ilanmsis .or IBAMM, which is only available through the
marketer / advertiser's promotion campaigns. For example, the Marketer /
Advertiser would be the parties acquiring and/or selling the products.

To achieve the best result of IPAMM, the patent product shall be a pioneer launch
20 in the particular market / country. The patent product in this invention does not
include advertising product by nature (those products not meant for advertising) for
example: Television, Internet, radio ...etc. IPAMM is a system and method that
consist of patent products that are not traditionally or subsequently used as an
advertising media. Example: For the inventive pencil, it will not be an advertising
25 media unless through IPAMM, where there is an advertiser, an inventor, and the
link of advertising property. The “Pioneer LLaunch factor” is also an important factor
to differentiate between IPAMM and traditional inventions that are marketed
subsequently after they had been marketed in that country under a different brand
name.
30
2. Link / Advertising:
As stated in the basic property of advertising, the main objective is to expose the
advertiser’s branding or product to the customer — which prompts the customer to
relate or recall the advertiser's branding or product. It is not necessary to have a
35  direct relationship between the invention / patent product and the advertiser's
product or business.



The advertising property of IPAMMis the connecting factor between the

i nventor / patent product and the nmarketer / advertiser, and is

acconpl i shedotyspmekagi ng / desi gni ng the patent productrcrsicationeosse the
advertiser's corporate branding or product. 5 Exanple: The patent product
may be a new and inventive pencil, and%he advertiser / narketer may be a
soft drink corporation. There is no direct relation between the two
parties. But, by packaging the patent product with advertiser's brand or

designing it ke adveAisingbropery ofdPANIM .ém'hbf&oﬁﬂé@t.@w@t&tﬂeﬁ@éenshéouhmr¢r eates an

10adverti si ng reI at| nshi n,ano L exann uct may bhe a novel
and i nventi vePFFrEd C@Ct andqlﬁ%@ﬁ'ike%n} W‘?{e@ﬁer g J['ﬁé%%%" 8% fpa‘ékaﬂé?z

appl i cation sdedigning tha PAERDOBKOGgBRINVevirecthe advertiser's Lﬂ@[p@rﬁﬁe bfanting opat ent
application igraictapparatus for facilitating the transm ssion 15 of vapour
particles gll rectly into a nasal passage. The advertiser/marketer may be a
conpany in a conplenentary field or a conpany in a non-related field. As
regards a compzamplé:nTie pamrntr ploadctdndyi B¢ ch sewharals inserttivapehcic ampathy t hat

sells travel piQAWGE Smarkéter RA} 685 sB% chct,or;ﬁﬁatgﬁf 'Tﬂ@rg lé Ho WL ARGH68624 may
be packaged th th%fet ravel di.it1on, the patent

: In
product may beWE¥Y! d""%@a’ﬁ?%nﬁnﬁeb?( H@’kﬁﬁl'%me %‘%B@F%Cté’ﬂt&?d&@'ws

i ncor por at i ngbsodnt desighmp itnmya canvallseft derkosithethe atdventizbrs/rbhd trebtos tnavel i n
consuner s ;o FoLye% Sati L patent product may incorporate the scent of
cherry bl ossons V\Emgk ey Bri ng to the mnd of the consunmers countries such
as Japan or Korea. The consurrer may therefore be enticed into buying the
travel packagt dnethdapampfer heptdiactinisg\bela rmemaynvbhtrvelpgiauair tinkhéntibh nkage
formed betwee ver. ly, the
product's pacE’a‘%‘b% tﬂéggﬂ%ctwg‘agt%ht gﬁjcak grar h 58%/6%6\%?1%% %gl ates to
travel in JapH§ SU'?XER}&E agaisuisylicatinp inran argnarﬁjuq ﬁ'éfa@htétrﬁéﬁhestf@ﬁmtsh'én pat ent

p& oduct ansl tb@aa&;r@dﬁleleg Uﬁi@ﬂy Mitddd Advel pa@@ébegsnha@dt/éweeﬂﬁhtam@ter ﬁhépdélgt as aln
avertlsmg t.ne n is able to mtraditi ona
mg Mrrén IH aé r@p\{em n?ar)gp gld ¥)r 081é)a ¥1 g\ WaS nfag reﬂ)%e({ heg

advertising nme roch or fr fi 13t conpany
to revol uti onéﬂgﬁrﬁé atch@payyn ahomplaied fleld sygh es avrevel campanii¢hapsdlietravehnd, t he

It nvenlt or of tpedias, %tpaﬂalrgo&tu@dct Q@déﬂﬁedmmb@ho@méwrﬁajwpéck&geu Mﬁ!ntl ?3 The
ravel conpan o be the sole s uc uring
the adverti si %Sqaaé%pcgl SRV’ R adyn ‘gcj'tﬁ’ﬂv?ﬁtpggegbﬁ?gk}\#é?aé&% ag%tl nati on
of the tra¥el piomotgt thmtgahela;brpdltctsdets:hva%bselrtcpravlellm scantsy thek peay | ieveke

gi ddi ness, t hgehbassedr TRERRRBAYo HEe M c%ﬂsmsswshe@ﬁxp%mhe phnPpRANEL S tO
pronote to custoners travel her ef or e effect&/vel

| ever agi ng th@%ﬁ\?&rﬁ?"ﬁ% fge B‘fe"? ﬂfgchﬁ& @ﬂ?soﬂ?dﬁlfé‘tm%i’nwmgé‘? ihegnd g tﬂ% added
servi ces of ttmstmersepurdigspainly as Sapanamdionsr. Eheacqubemertrhay thateford bgr oduct may
be a subj ect gicéy PR mtngqmré&a{,éc%estu9Qp§§franm i8R #00¥mbaRLhdbuyher eby the

subj ect of thﬁ] Ratent I_'%pllcatlon IS an ?}g aratus ftor faC|I|tat| ng m Xxi ng
of a fluid THE "JERgEPTMEd hefrser dhs Pateriyproseichandothp adveriser- LleBiiedent ar y
field such astha pc@u;itsrmckagmgtmajt bess mblded haittre cerre bssad) avidich rplakduet s, or
hotels.. 10 | ntr:%\%fnﬁ’éa&af advertising recall, recognition and hit rates, the
custonmer will be pronpted or exposed to the adverti senent - packaged pat ent
product, whenever he uses, interacts, sees or carries it. This pronoting
n’ayl be nul ti phévaatagedialy) Yy cepgiylitig efmehtae of e pauwdt for@luet @hd tthe o

i mpl ement i g ol er er, may be a
soft drin 4 Q&%ﬁ'g&sp&%ﬂ#%é %}"P% '? %a*é"z pﬁ%&%@ﬂxs %n b rt%g’ it %elﬁ%ntp field such
as healt hcar etravghg@ra@qngnls qbqe tee derart gprnmngtlonal advertlsmg media such as

brochures or trade shows to be the first company to revolutionalize the way of
advertising travel. On the other hand, the inventor of the patent product gains
market exposure for the invention. The travel company may also be the sole seller
35 of the patent product (during the advertising campaign). This may be
advantageous where the destination of the travel is at high altitudes where
travelers may experience giddiness, the travel company may also use such patent



| PAMM may al so i nprove the efficiency of the advertiser's on-going

mar keting / advertising canpaigns, in the case where the

adverti sewonbtropmedoaged patent 20 product works as a preapiscagesbewent that
rem nds the custoner about the advertiser's branding / product; and
indirectly relates to the advertiser'si®uture ongoing adverti sing

canpai gns. For an advertiser with an annual advertising expenditure of 100
mllion dollars, an 25 increase of 10%in advertising efficiency equates
to 10 milli ongrofiystss v pragote to oudtemersudordase Wuiiny trave, emsRebrd Rifadvay t i si ng

ef ficiency, tiaGeragheht 'aé\&da&g@éeﬁﬂ%étg@%ﬁ&%& Be L iﬁ&%&ge-b{deeé%%rg{ggﬁa‘:h' eve

t he objective fjaltes or sal es resu etter than”expeé
ci r cunmst ances®HEAYE RMPAMbet t er sal es and profits. 30The life span of
| PAMM and t he patent product are dependent on each other and nmay vary from

days to rs f oal ' ditignal advertising.costs. For
co%venti ggﬁl Izgda\ff‘/‘g%t ?Pg(%hnégnteﬁl ‘Jaa,‘e”}zh’té’g.@cﬁté"aiﬁ"ea%\s/‘é T ggﬁé’ﬁ{emr%o@[}%?'?%g will
i ncur costs, BEh@g in{yo papdr wherehy dheg stbjech of thiepaleink epplicdtian is an char geabl e
by the medi a appapasifes facWatihy HRAVLOE fuke Tméeﬁia%ghisér@xeﬁ@%%&{ Lbere ‘tN' I'l be
no cost i ncur st r i.s_exposed to .the advertisenents since
t he products %ﬁgaﬁ%goéﬂg {é:/ngasry ﬁ%‘é SHHES ?hcgffﬁ’éqtvgéhaééﬁl?sa@"a‘if&%ﬂi sements.
11 This |i nkaj@WerPredyetscsihpiglsor ati ve el enent of the inventor's patent
product amd the marketer / advertiser. Wthout the advertising property,
the marketer [ tgqq\éegftgdsv%%igirmy viI ew t he, Br%%uc_t as _a}[ non-related entity to

[

the corporation' s core Mhdeg!: feadttio Whrae i thy custpraerenl) bes 3. The
Mar ket er and PiORied presxposettdo the agivariisepett-tackaped aatesisiredui, shekvemiket er /

advertiser usisadlipteiadB) SSBBNrScatrdk&NS Mg M&ﬁgir@%{‘g% tn?J\l}@FeO%n%gHi'res the

avai | abi ity gf Wértising may

Q %.rela Ivg(lf?% I%rg«? udget. Thé |
fall into ond 8f I'fe®t 419 N9 B5'd b e dmplemeniag, patest RERdurteln £ ng.
Repeti tiVié adwanple.ghngdyettioenreayi rech suiisdriokresrspaaipOard thé patentlpraeting and
product. be iV¥ bifterbRAMMsutd ad Reaftaidl & B! I\f‘eer{té]'ta{ﬁ'ncrir\l/e%{t | sing and

mar keting, which result in 15greater sales, tevenues and market shares. In
| PAM the patent product will be packaged / designed relative to the
advertiser' s IRV onat aiscoimprib nig: efficigicp ithe Fdosrticuty Bhidomb MekrikdfiRy &TENT At i on.
;I_Etee?;?; 0mr3r %dWrtlislingbgan%%§,eﬂ Ha &be \Aﬁﬁg%qhtel g&gﬁigémemgc ?:1\9/9e p;ter?ty use,

28 product works as a prompting element that reminds the customer about the
advertiser’s branding / product; and indirectly relates to the advertiser's future on-

going advertising campaigns.

For an advertiser with an annual advertising expenditure of 100 million dollars, an

25  increase of 10% in advertising efficiency equates to 10 millions in saving. In other
words, with increased in advertising efficiency, the advertising expenditure may be
reduced by 10% to achieve the objective sales or sales result is better than
expected. Both circumstances result with better sales and profits.

30 The life span of IPAMM and the patent product are dependent on each other and
may vary from days to years, and best of all, without additional advertising costs.
For conventional advertising media, keeping an advertisement recurring will incur
costs, be it TV, newspaper, internet, or the like, that is chargeable by the media
companies. With IPAMM of the present invention, there will be no cost incurred

35  when the customer is exposed to the advertisements since the products are on the
shelves and they themselves act as advertisements.



20carry the adverti senent-packaged patent product. This increases the
advertising recall, recognition and hit rates, and indirectly increases the
adverti sewo0mmsg®sng marketing / advertising effici encyct/hER009/000466
advertisenments may energe nore confortably and closer to the custoner,
25dependi ng on the type of patent pr odlict. Wth | PAM the custoners may
only purchase the patent product fromthe advertisers' marketing canpaign,
whi ch nmay be a pioneer |aunch for the patent product in a particular market
or country. Hiisdinkagali$ the dolfeborativek element/ of dlthyiavéntas’s rpatenl/ pré@gaend fheom t he

sal es reven u?r?arl&:ftert/ ngéﬁ@eﬁ MitRSR %Cédv%giné(;:p&tpgﬁyp AR ﬂnQr'R@tler ﬁ?dv@ﬁlser

concurrently, I rect I ncreases s ‘and ket share.

Advertising K@Y ‘Q%fhﬁrHFPd@’t 4%@@@@ FRiaAR) e’it'év ferbe P%fPPrét'Qﬁ‘fS <Ox% Busingsg

advertisi ng erdqeedr tarketingsoraregnt i onal advertising nmedia can only provides

t he expectsed 35media circulation rate, for exanple: nunber of viewers /
readers / “print circulations... etc, but not the nunber of custoners buying
t he product. 3. irbeN@rl@@ranCtAqumWfposm ble to evaluate the RO before the

advertising cagay @bmpdEwnay, Yanadutaibhesiemar@tel d ddviesdr uskaIpWniplegneatspect ed

returns / sales in every adverti.si ecalse rge

expect ed expé’ﬁ?ﬁsﬂvﬁra V%SYngh ﬁta)?qli"rr?ﬁg%tava' h&g}’ arg' {fve&j%rﬂ Luc} Ft+h II%AM\/l t he
adverti si ng Rbecivanf dyedising may tad inig orte cémé@ltowwaﬂee@eand m ni mum
procurenmggt cost Qfewt feduRBhGRhingr 0duct . Majority of the product cost may be
transferred to the, inyentor subse uentl hence, ro iding .a lower risk and
cost in advertiSi ﬁ:’gepfa e SOYREIRINOS A v?f“t"i ‘r%or?eé%aﬁb E'E&Q%FWOW and hit
rates, which are gesintial to the advertiser, will also be evaluated with

t he sal es nunber of patent product. For the marketer / advertiser, |PAW

al so creates an alternative market segnent 15 rela ve t e atent
product . For WM. it lseam qlrpstivedp ahesrisig and grerkeing r|"?l?1‘ftag‘turer
conpany and tdnastgrablesntrevenedwod maeket Yardsn a di f f er ent f| eld, e.g.
heal t hcare, education, entertainnment; IT... etc.. Wth | PAMM of the present

i nvention, the advert| ser is having a carrpal gn to advertise his product
(soft drinks)in dBAMN rtsPripnt Bfﬂgt"l’fe}“"”vﬁ’% R2cHEeH dt astonpt delaidee. orEiSce, the

adverti ser wddlertdet's @6iporate branding or product for advertising implementation. The
customers will be exposed to the advertisement, whenever they use, interact or

20  carry the advertisement-packaged patent product.

This increases the advertising recall, recognition and hit rates, and indirectly
increases the advertiser's on-going marketing / advertising efficiency. The
advertisements may emerge more comfortably and closer to the customer,

25  depending on the type of patent product.

With IPAMM, the customers may only purchase the patent product from the
advertisers’ marketing campaign, which may be a pioneer launch for the patent
product in a particular market or country. Financially, the marketer / advertiser may

30  gain from the sales revenues of the patent product and his promotional sales
concurrently, which directly increases profits and market share.

Advertising ROl (Return Of Investment) is the ratio of sales and advertising

expenditure. Conventional advertising media can only provides the expected
35 media circulation rate, for example: number of viewers / readers / print

circulations...etc, but not the number of customers buying the product.



20custoners that are interested in fields that may be different fromthe
advertiser's products (e.g. soft drinks). Advantageously, |PAWM nay al so
enhance twe 20navdegdoer / advertiser's corporate inmage in trhe/scabdomwsssg ways:
251. Relative to the patent product - exanple, supporting healthcare if the
patent product is related to healthcarg 2. Supporting invention and
research. 3. Supporting talent and entrepreneurshi P 4. Supporting dreans
and anbition fulfillment. 305. Supporting juveniles' interest in

expl oration ngcgqﬁgﬁ,?ogﬂﬁé%gé\)aﬁgtte 1R ROPEAS b e adb&‘ﬁﬁht?@ahes ig i BRey

possibility o caring corporation 05|t|ve
benefits are ayprésairyquid ikerip Z80w dba éXpeﬁV?H rﬂtélg‘sa( %ﬂ‘%séﬁte"?féisth’?%”%& npact to

the people / é‘aﬂﬁ)b@ﬁEbécabsé”laf itige Jargd @K pectdie expenditira tubichmap empatrenber ed
per petual | y. ?baFor custoner, he may benefits fromthe discounts of

t he patent pro PVSF?'egnu?e 4 1is the tabl e of conparison between the current

mar keti ng 5strategies of inventors, Marketer/ Advertiser and | PAMM 5

Current col | ayug amma ﬂ%r mtemsagg Sidla&éhgb@%vélwted Mlef&@éo’@ed sMaﬁd)rshl P
advertising, where advertiser's

oroduct . but AP prg e et 2670 AP sugned B MERU G T o Bl ™

deal ershi p / lkhH tansielyed tortgdinpentor subsequently, hence, prowdmg a lower risk and cost
in advertising investment.
10
Advertising recall, recognition and hit rates, which are essential to the advertiser,

will also'be evaluated with the sales number of patent product.

For the marketer / advertiser, IPAMM also creates an alternative market segment
15 relative to the patent product. For example, the advertiser may be a soft drink
manufacturer or company and the patent product may be in a different field, e.g.
healthcare, education, entertainment, IT...etc.. With IPAMM of the present
invention, the advertiser is having a campaign to advertise his product (soft drinks)
concurrently together with the patent product. Hence, the advertiser will attract
20  customers that are interested in fields that may be different from the advertiser's

products (e.g. soft drinks).

Advantageously, IPAMM may also enhance the marketer / advertiser's corporate
image in the following ways:
25 1. Relative to the patent product — example, supporting healthcare if the
patent product is related to healthcare.
Supporting invention and research.
Supporting talent and entrepreneurship.
Supporting dreams and ambition fulfillment.

o~ e DN

30 Supporting juveniles’ interest in exploration and academic excellent
explanation: because of higher possibility of success.

6. As a caring corporation.

These positive benefits are monetarily immeasurable, and has a direct positive
35 impact to the people / customers / nation, where the corporate may be
remembered perpetually.



10 Col | aborative sales wth other corporate. Current marketing strategies
for marketers/ advertisers: |Inplenenting conventional products |ike cups,
pens ...ewowm8/@idoss or di scount sales to attract custorersc2dmd/obiwket
product using other established brand that is unrelated to their industry.
Exanpl e: Marketer is a |laptop corporaté and the established brand is a car
corporate, hence, marketing inplenent by putting the car | ogo on the | aptop
as an attractive synergy. 20Conventional nmarketing strategies may be

i npl ement ed  byoraifg/cusforrel) @e prly beRsits(flofViB e tREoUREs offhe lpefeBt préduadver ti ser),
where the stated are the preferred nethods. Fromthe conparison of | PAMM
and conventional nethods, it can be seen that only | PAMM has the properties
of pat ent - abi Fipgrg 4 §db@hbles¢fr@”19ﬁr@pmb§w@§n dife euneenhorerketingsaategigpdf sal es /

marketing is pesitds, MRekdidt AbisbshdnPAMRL er / advertiser. 25 Figure 5 shows
| PAMM i nt ef - conpl enenti ng advant ageous factors of both parties, with

i npl ementation of advertising property, elimnate the di sadvant ageous
el enents and Ge¢rdnécaisbardtive otsrtetind stetegleg dalirvenbrst he marketer / adverti ser

and the inventors $hdBokhE aﬁ@ér{éﬂ\@ me@%gﬁlﬂﬁ%ran-ﬁh\% it HGGhHted dn  CaAN

achi eve faster and, easj er enetratl on. Easier to obtain
supporting funds fH8RPR ‘2‘?‘8" ut garkeingand S§'eslli?r©lf9§rther'3‘feé‘°6f success in

product comrer ci*al Excdisivedealérohip{ distritvorkigp.er / Advertiser: 14 1. As the

patent pregguct i.s @gﬁg&rat,\%@bgmﬁ Sth fﬁmty buy fromthe marketer /
advertiser in the marketing canpaign. IS wll increase the sales,

revenues, profits and market share in the coll aborative pronotion of t he
pat ent producCuraamdmb&stirtg@trplegnaifoﬁmaméﬁcbaacﬂvertﬁé’rs Al ternative market segnent

relative to the -pafﬂ%rétmemlr@g&]ivent%ngpg\éﬁ ctté ﬁkéqgu ehsS t%t' %I%/B l Sr to reduce

ri sk and advertising cost 1 SI ng aspé Keter |/
Advertiser can ben®@fGopntisplgpia FHisacheMsamarsi ng propert| es of higher
advertisi ng ef f ect isketr proést UG DHer eél@BI&ﬁétl biz08 tedds I&hﬁela[e%it ®Stheir 105.

Increase in advert fnéds'f@ el':fxfaﬁmgfe:eplcé»e’gcepl p%%l gogporgg earr;[d egtagl?s‘:{g@ I gns,
brand is a car corporate, hence, marketing implement by putting the car
logo on the laptop as an attractive synergy.

20  Conventional marketing strategies may be implemented by any of the parties
(inventor or marketer / advertiser), where the stated are the preferred methods.
From the comparison of IPAMM and conventional methods, it can be seen that
only IPAMM has the properties of patent-ability, advertising properties of the
advertiser, and sales / marketing is performed through the marketer / advertiser.
25
Figure 5 shows IPAMM inter-complementing advantageous factors of both parties,
with implementation of advertising property, eliminate the disadvantageous
elements and achieves the objectives /goals of the marketer / advertiser and the
inventors with the following advantages:
30
The inventor:
1. Can achieve faster and easier market penetration.
2. Easier to obtain supporting funds from investors or banks.
3. Higher rate of success in product commercialization.
35
For the Marketer / Advertiser:



wi t hout additional advertising cost. 6. Longer advertising |ife span

W t hout additional advertising cost. 7. The advertising may be cl oser and
nmor e confwot2atm@4doe t he custoner. 8. Enhance positive cecpsGablwobemesge in:
15 -Supporting inventions and entrepreneurship. Supporting other field of
i ndustry that may provide a positive iitage to the corporation. Exanple:
Heal t hcare, education... etc. Supporting academ c excell ence.

Supporting juvenile interest in exploration and research. 20 Caring

cor poration. ThQS9A§MQB%Et'pY8du9{|QH&IeF E@Fondre mBP BRY By floh thETRASHF Abl e. For
the custonmer: My buy the patent Bro uct at a W|th

|PAMM it is a w na%eﬁ’s% i g‘iet natkele FEPARe i \?eW'[ o'Pcre?'?ﬁr{jgt
advertiser and t herel&uuestmofits and Fiagwet shae mhﬂ)woﬂdberatl\rq)prememmaafltm and

mar ket flow of IP tisin di th dvertiser /
At d{?& hé:"?M\é B3R pRdu&r tising nedia, the advertise
mar keter A, A2...etcC Uﬁ)l i IFé’lct% SOPE&t‘%rmtl onal  canpai gn of its product

/ servicess with% hé'tefﬁ%ﬁt‘lé%'f“a’ﬂf%%%‘f’”té@até(e REEEHPEPtat egy and an
advertising nedisa Awveaisig RO isibtaizbleps eductrisk andadiedisied cast. packaged

relative to the ad%egé\/‘e lglh%sasgéc@qhgg)arketer /Tgf?l ﬁgéraédnoger@f‘lt Frg'ﬁ tﬁgvert Iser’'s

/ marketer's pronotiona X vary 3 'ustration 1s ased on 2
nont hs) for each p@ﬂ@ﬁ'ﬁ'"@r@@ﬂ@i'es i dhighrys s trsiringy efostve nratss &86%her pat ent
product (pat ent prtédbtjiﬁnoﬂ;an&hut rate®f.C) in | PAMVI 15 The initial pronotional

canpai gn y be enented .in.a Si 0, sggg ool lowed to
ot her rr(g Rsmfreageu’ ag\éert'st"}?ee#gerfc?' Hf.)r ? %ﬁﬁ%apo eoand fol | oned
by Uni ted St at es. Wltfmutaddsmaé%ﬁf@!mcpﬁftoducts or inventions may origin from
various invent 0r65 (.é}{gera%lgertlgllg I|f93panw1@blﬁ)adﬁlmﬁad9§rlﬂ§ﬁg&dsﬂg and supporting

(e oblectves, o O RS oo LG b R ona 1 1721 o o

8. Enhance positive corporate image in:

15 = Supporting inventions and entrepreneurship.

=  Supporting other field of industry that may provide a positive image

to the corporation. Example: Healthcare, education...etc.

= Supporting academic excellence. '

= Supporting juvenile interest in exploration and research.
20 = Caring corporation.

These supportive properties are monetarily immeasurable.

For the customer: May buy the patent product at a lower cost. Hence, with IPAMM,
it is a win-win-win situation for the inventor, marketer / advertiser and the

25 customers.

Figure 6 shows the implementation and market flow of IPAMM. Using IPAMM as
an advertising media, the advertiser / marketer A1, A2...etc) may implement

30 promotional campaign of its product / services with the patent product as a
marketing strategy and an advertising media (where the patent product is designed
or packaged relative to the advertiser's branding).

The duration of the advertiser's / marketer's promotional campaign may vary
35 (illustration is based on 2 months) for each patent product, and subsequently
switch to another patent product (patent product 1, 2 ...etc) in IPAMM.



10 Exanple: Inventor:al Funds required:$10 mllion Patent product:InvPl

Unit Selling Price:$100 Actual expected retail nmarket price: $200 The .
adverti sewol2oMack®eer : Advl Annual Advertising spendi ng: $t@8Gridolobeme Pr of i t
of Advertiser's /| Marketer's per service / product:$ 4 Selling Price of
Pronoti onal Patent Product$110 For the inventor, al, to fulfill the
required funds to | aunch his product, the m ninnum 15expect ed patent product
sales may be 10 mllion /100 = 100,000 sets, which shall be the initial

pur chase or defhd initial pteenctiohe rcainpaign /mayask ehgementd  5hadde solaut he probl em
of the invent Fﬁrarkb@ faH@chE)Q/HE Ctb WheétSmarkets.  As ﬂlustﬁ?te%%}glmltlal a% ét gunds will

be available fromt vertiser POSSi ty of
getting finaneingAPoRadelowed By pisdiSiates- - 980 vat e 20| nvestors. For the
advertiser / marketer, the profit of inplenmenting | PAMM 1. Sal es of

service / pro [ mar.ket durin t i onal
canpai gn. .‘g 5 Z‘f'hbsﬁe?t% p“c?]%{;t%%wﬁ{v%ntlo n(ag ogiely Ff‘rlo \ f3iious lfgenttors (ep1 Emb
b2...etc) hence benefltlng and supportlng the objectives of entrepreneurship and

invention.

Example - lllustration of the system, method and the benefiting effects:

10
Example:
Inventor: al
Funds required: $10 million
Patent product: InvP1
Unit Selling Price: $100
Actual expected retail market price: $200
The advertiser / Marketer: Adv1
Annual Advertising spending: $100 million

Profit of Advertiser's / Marketer's per service / product:  $ 4

Selling Price of Promotional Patent Product $110

For the inventor, a1, to fulfill the required funds to launch his product, the minimum
15 expected patent product sales may be 10 million / 100 = 100,000 sets, which shall
be the initial purchase order from the advertiser / marketer.
This shall solve the problem of the inventor in fund sourcing as:
1. Total or part funds will be available from the advertiser.
2. Higher possibility of getting financial support from banks or private
20 investors.

For the advertiser / marketer, the profit of implementing IPAMM:
1. Sales of service / product of the advertiser / marketer during the
promotional campaign.
25 2. Sales of the patent product InvP1.



If the advertiser! marketer sells the patent product with a profit of 10%
or $10 at $110. The expected total additional profit fromthe initial sales
of pat entwpnothastvsei | | be $10 * 100,000 sets = $ 1 ni |l ipomscaGBuhsegsent
purchase of the patent product fromthe advertiser nay be sustainabl e by
the inventor, al, as the basic cost w 4 be nmuch | esser and nmanageabl e
because there will be no one-tine typical cost |like start up, prototype,
nold cost... etc. This may benefit the advertiser / marketer in term of

fi _nf_nc: a: qut irmét advertiser / E@Eke&éa%eﬁdm&gétbﬁqﬂdum.heé s.ront sfh@upsrepleyen ; 0{ ht he
Inftli a e o0 e
patent Productt D G5 siprRRbRe) Siana pit s Pt Syessteaiet BRBLAE” Fnvpl

| f the eval uabedl0t’ci08L0Qsadbakb 1gailies of patent product, InvPl, is 10 million
sets, the 15evaluated for the advertiser! marketer shall be 10 mllion *
$10 = $100 m on. The eval uated urn of | nvestnent | PAMM shal |
be: 1. For’ %‘ﬂqsﬁﬂueﬁh‘?%‘&as? ?fAW?fﬁrﬁ'B%dtjﬁ?mf”H%e yprtiser may be Sugta'"f‘%l t profit
of patent pr ollutbe invertri 41, ps dfei Hasio tostravilkbetnarch esperadd atanageable becavied * 20Tot al

nu”ber of Pat fFlQrte \Eﬂ QQH&Bn tlirﬁlé/fi?ltcg%gét IIE@§t5ﬂ up,(p]'(gcot"'p )rnoldl&gf(oggl Tl:|19 000, 0000

= 0.14 = 14%or 10%1f on roduct’'s profit 1s taken into
consi der at i onmaég@eﬂtﬁ?ﬁ a‘HPB'B%{I/ "T?élﬁ@ét" t?WW@&f?b%Ht'@Yr of 10 nillion patent
product sal esFortthe alREtisery robiRéter, iiecObredkeadn foatheniitifd nRENIMtpatentriotiugor of i t  of

mar ket er pr L o) Pat ent Product! | nvestnent
cost = (1?)O Wﬁg Td %G %eﬁifbeJO%gl T NI S s S Vel y
pat ent product's pr18f'TP“t'°rl Is'@aken into consi derati on.

= 90,909 sets of patent product, Invp1

If the evaluated total global sales of patent product, InvP1, is 10 million sets, the
15  evaluated for the advertiser / marketer shail be 10 million * $10 = $100 million.

The evaluated ROI (Return of Investment) of IPAMM shail be:
1. For initial market IPAMM campaign, the ROI:
= (Unit profit of patent product + Unit profit of marketer’s product or service) *
20 Total number of Patent Product / Investment cost
(10 + 4) * 100,000 / 10,000,0000
0.14

14% or 10% if only patent product’s profit is taken into consideration.

25 2. For global market IPAMM campaign of 10 million patent product sales, the RO!:
= (Unit profit of patent product + Unit profit of marketer’s product or service) *
Total number of Patent Product / Investment cost
(10 + 4) * 10,000,000 / 10,000,0000
14
1400% or 1000% if only patent product’s profit is taken into consideration.

Il

30

In comparison to the advertiser's / marketer's conventional advertising, IPAMM
may only cost 10% of the annual advertising spending and achieve the advertising
and marketing objectives, with a longer life span of advertising (properties of
35 IPAMM) and financial benefits. In terms of RO, it will be more evaluative and the
business risk will be lesser and more manageable. Concurrently, it enhance the



In conparison to the advertiser's / marketer's conventional adverti sing,

| PAMM may only cost 10% of the annual advertising spendi ng and achi eve the
adverti siwg 2anghemmsket i ng obj ectives, with a longer |ifecspanomfooods
advertising (properties of 351 PAM) and financial benefits. In terns of
RO, it will be nore evaluative and thé’business risk will be | esser and
nor e manageabl e. Concurrently, it enhance the 17 corporate imge of the
advertiser / marketer in supporting entrepreneurship and invention. The
pronoti onal seMpPeralg ipedeef be advetiseatl evatkefer ddsupporitisg $atldprdnesisripdnof t he
expected 5 repaddiopri ce of $200, which benefits the custoners of the
advertiser / marketer in cost saving of $90. This illustration shows the
basi c benefits and the systemflow of | PAMM O her variations nay be used
in ternms of thee pemotamelegling priqercdthetratenRbdueyBI$aed insBadbf thebkRttedy

pronotions; 1 rk nd adverti.sing, the
ret hod Con:SpH %Italllpﬁlcgoﬁ$m which 'ﬁeﬁ’@?l*shtﬂg caﬁgm%gung’% rOdser m%‘(eﬁ‘ﬁ "Eientl fyi ng

n
an adverti ser cfsbge?"ﬂ]grf%fEQQTHT*N%H'M@“?%?“QWP diesheisis WQ"F\S aiitthe syrtere flow and
(c)formng a ¢filRkidbe Qe weretionsheaatbiaed lnsafnsamdwetpbﬁ:eﬁtbgébmrof@R@‘ﬁ to

jointly mar keévawggorp{]%%i%@ﬂgmg%%sadvert| ser's brand to achieve a nmutually

benefiting relatio
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2. The method according to claim1, wherein the first to |launch product is
a patented product or is the subject of a patent application. 3. The

met hod acwondiong4dee any one of clains 1 or 2, further ceapRGNP0466
15packagi ng the product with the advertiser's brand. 4. The nethod
according to any one of the preceding &%ains, wherein the product is in an
industry that is not the sanme as the advertiser. 205. The nmethod accordi ng
to any one of the preceding clains, further conprising conducting a
canpaign to nerket¢ the advertiser's brand concurrently with the product.

6. The nethod according to any one of the preceding clains, wherein the
25advertiser is the sole seller of the product. 7. The nethod according to
any one of th& prebautithng foindrketing addeadeentisind: éhepnetbidodtormrising:he adverti ser are

preced ng ol ai m i??f P o the product  using el ement s
recedi ng ¢l ai ns,
b v br Al ST B S AT BPHG IRl B RSN e

of the advertiser’ .
precedi ng cl apmdyct;fapdt her conpri sing using the product as an advert|5|ng

nedi um (c) forming a linkage between the advertiser and the product so as to
jointly market the product and the advertiser's brand to achieve a mutually
benefiting relationship.
10
2. The method according to claim 1, wherein the first to launch product is a

patented product or is the subject of a patent application.

3. The method according to any one of claims 1 or 2, further comprising
15 packaging the product with the advertiser's brand.

4. The method according to any one of the preceding claims, wherein the
product is in an industry that is not the same as the advertiser.

20 5. The method according to any one of the preceding claims, further
comprising conducting a campaign to market the advertiser's brand concurrently
with the product.

6. The method according to any one of the preceding claims, wherein the
25  advertiser is the sole seller of the product.

7. The method according to any one of the preceding claims, wherein the

product and the advertiser are in complementary industries.

30 8. The method according to any one of the preceding claims, further
comprising designing the product using elements of the advertiser’s brand.

9. The method according to any one of the preceding claims, further
comprising using the product as an advertising medium.



