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• After finishing the education and make a phd, an important 
milestone needs to be solved…

• Continue research in the same topic…or other different topics…
• Research without (apparently) any direct application (Higgs boson)

• Applied research…having in mind improve the future focus in a topic
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• After finishing the education and make a phd, an important 
milestone needs to be solved…

• Continue research in the same topic…or other different topics…

• Became university professor…in any level

• Joint to a company…and pray to apply your knowledge!
• The main goal of a private company is typically to generate profit for its owners by 

offering goods or services to meet market needs.

• Innovative solutions typically increase in performance and profit metrics…however, 
disruptive and innovative solutions pose to existing lines of business
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OPTIONS AT THE END OF THE ROAD



• Entrepreneurship
• Cambridge dictionary definition

“skill in starting new businesses, especially when this involves seeing new opportunities”

• Wikipedia definition
“Entrepreneurship is the creation or extraction of economic value in ways that generally 
entail beyond the minimal amount of risk (assumed by a traditional business), and 
potentially involving values besides simply economic ones. ”

• Stanford definition
“individual or a small group of partners who strike out on an original path to create a 
new business. An aspiring entrepreneur actively seeks a particular business venture and it 
is the entrepreneur who assumes the greatest amount of risk associated with the project. 
As such, this person also stands to benefit most if the project is a success.”
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Entrepreneurship



Entrepreneurship is the process of designing, launching, and 
managing a new business or venture, typically involving innovation, 
risk-taking, and the goal of creating value—whether financial, social, 
or cultural. It encompasses identifying opportunities, developing 
creative ideas and new products or processes, and bringing 
them to market by taking on the responsibility and uncertainty of 
a new enterprise.
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Entrepreneurship



Entrepreneur must be able to fully understand (not master!) of how business 
works — including from a financial and operational perspective— with a drive 
for innovation

A successful entrepreneur will possess many abilities and characteristics, 
including the ability to be:

• Curious

• Flexible and adaptable

• Persistent

• Passionate 

• Willing to learn

• A visionary 

• Motivated
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Entrepreneurship - Characteristics of an entrepreneur



Jeff Bezos (Amazon)

Larry Page y Sergey Brin (Google/Alphabet) 

Mark Zuckerberg (Facebook/Meta)

Steve Jobs (Apple)

Bill Gates (Microsoft)

Elon Musk (Tesla, SpaceX)
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Entrepreneurship - Previous examples….



A technology can be an opportunity when…

• Technology
• It's oriented toward solving a problem,

• In a money-making sector,

• There are competitive advantages,

• The right people to carry it out,

• Who have already done things to prove it

• Initial resources
• The facilities allow for the development of a prototype,

• It has adequate protection,

• There is funding but ownership is retained,

• Agents interested in the development,

• And also a plan for evolution
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Lab to market - Business Opportunity 



Team

• They bring differentiating capabilities,

• They have the right commitment,

• They demonstrate industry experience,

• A solid network of contacts,

• And they have access to new resources
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Lab to market - Business Opportunity 



Business Model needs to clearly answer the following basic 
questions:

• What?

• How?

• Who and why?

• How much?
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Lab to market - Business Opportunity 



Clients

- It doesn't matter what you offer but what the other needs

- Users vs customers. Who is the customer?

- Who makes the purchasing decision?

- Is the solution a priority for the customer?

- What is market potential?

- Determine how you will get the first customer
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Lab to market - Business Opportunity 



Business Competitor

- Don’t make the big mistake

- How many are there and what are their strengths

- Are you competing against any giants?

- Determine the weaknesses of your competitors

- Locate a market niche

- Strengthen yourself in that niche
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Lab to market - Business Opportunity 



SWOT Matrix
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Lab to market - Strategic analysis of the environment



Macro environment, micro environment, and technological solution
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Lab to market - Strategic analysis of the environment



Macro environment & PEST analysis 

- Political

- Economic

- Social

- Technological

- Environmentalist

The external factors of the macroenvironment provide us with information 
about potential threats and opportunities that may affect the commercial 
development of technology.
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Lab to market - Strategic analysis of the environment



In any case, we will only consider those relevant factors that directly 
impact our income statement: 

- In the revenue

- In the expected profits 

- In the way we make money
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• Micro environment & Porter’s five forces
• Clients

• Current competitors

• Potential competitors

• Substitutes

• Suppliers
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The external factors of the microenvironment 

provide us with an analysis of the sector and 

again information about possible threats and 

opportunities in our immediate environment.

Lab to market - Strategic analysis of the environment
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Lab to market - Strategic analysis of the environment
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Lab to market - Strategic analysis of the environment



- Determination of key competitive advantages

- Resources needed for technology development

- Strengths and weaknesses of the technological solution

• The internal analysis of our technological solution must yield those 
critical factors that determine the strengths and weaknesses of the 
technological solution.
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Lab to market - Technological solution



• In any case, we will consider those critical success factors that are 
essential to carry out the activity: 

• Of all the factors analyzed, we must select those that are significant enough 
to become critical success factors for their introduction in the market in the 
sector.

• All factors are necessary; it is about choosing those in which superior 
performance is more relevant for achieving success in the activity.
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Lab to market - Technological solution
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Lab to market - Technological solution
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Lab to market - Technological solution
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Conclussions

• Macro environment and micro environment vs technological solution

• How prepared we are to compete

• You have to bet on the relevant factors

• The SWOT matrix is used to compare and cross:
• Strengths and Weaknesses

• Opportunities and Threats

• Strategic analysis has to motivate actions
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Lab to market - Technological solution



Marketing is customer orientation

Customer’s needs:

- Define your customer

- What needs do they have, that is,
- What problems concern them
- To do this: Research, ask, inform yourself

• DO NOT invent needs

• DO NOT imagine needs

• DO discover needs
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Marketing



Opportunities

• There is a problem to solve

• Someone is willing to pay for the solution

• How is this currently covered?

• Is it improvable?
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Marketing



• Generate Value

- What is your proposal?

- Why you?

- Do you have any competitive advantage?

- In what way does your product or service improve the existing one?

- What messages will you send?
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Marketing



• To survive in the face of Competition:
• We must overcome the best proposals 

• not through advertising, colors, and announcements 

• but by perfectly understanding the needs of the customers 

• and providing magnificent responses: products or services.

Javier Sánchez Álvarez (L´Oréal) 
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Marketing



• Once we have a clear understanding of the business opportunity 
(the problem to solve, the customer willing to pay, and the value 
proposition), we need to clarify what we are selling, whether it is a 
product, a service, or software, at what price we are going to sell it, 
where we can be found, and what we are going to do to make 
ourselves known.

• What are we going to sell

• At what price

• Where are we going to be present

• What are we going to do to make ourselves known
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Marketing
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Marketing
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Marketing
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Marketing
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Marketing - Christopher Lovelock flower – Full product
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Marketing - Christopher Lovelock flower – Information
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Marketing - Christopher Lovelock flower – Consultation
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Marketing - Christopher Lovelock flower – Order Taking
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Marketing - Christopher Lovelock flower – Hospitality
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Marketing - Christopher Lovelock flower – Safekeeping
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Marketing - Christopher Lovelock flower – Exception
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Marketing - Christopher Lovelock flower – Billing
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Marketing - Christopher Lovelock flower – Payment
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Disruptive technologies



46

Disruptive technologies



47

Disruptive technologies



48

Disruptive technologies



49

Disruptive technologies
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Disruptive technologies
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Startup market data
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Startup market data



• Evolution of the number of ideas submitted to the UPM Business 
Creation Competition, ActúaUPM (2004-2016)
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Startups – UPM case



• Evolution of the number of companies created under the Business 
Creation Program, ActúaUPM (1998-2015)
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Startups – UPM case
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The Best way to predict the future 

is to invent it

Alan Kay, 1971



For more info, visit the website
https://www.uses2.eu/
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