
“Wisdom is the reward you 

get for a lifetime of 

listening when you would 

have rather talked.”

 
Mark Twain
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The Starting Point: Value for the Customer is 
How you Create Value for Your Company
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Voice of the Customer

Toolkit on New Product 
Development and 
Inventions in the Public 
Domain (wipo.int)

https://www.wipo.int/tisc/en/inventions-public-domain.html
https://www.wipo.int/tisc/en/inventions-public-domain.html
https://www.wipo.int/tisc/en/inventions-public-domain.html
https://www.wipo.int/tisc/en/inventions-public-domain.html


Customer Requirements



Listening to the Voice of the Customer is like 
Skeet Shooting



Be Sensitive to Time-Lines for Intersection

An Introduction to 
Technology Readiness 

Levels (TRLs) - RedKnight
Consultancy | Grant Bid 

Writers | Funding Bid 
Writers | Bid Writers

https://redknightconsultancy.co.uk/an-introduction-to-technology-readiness-levels-trls/
https://redknightconsultancy.co.uk/an-introduction-to-technology-readiness-levels-trls/
https://redknightconsultancy.co.uk/an-introduction-to-technology-readiness-levels-trls/
https://redknightconsultancy.co.uk/an-introduction-to-technology-readiness-levels-trls/
https://redknightconsultancy.co.uk/an-introduction-to-technology-readiness-levels-trls/
https://redknightconsultancy.co.uk/an-introduction-to-technology-readiness-levels-trls/


Listening to the Voice

Secondary Research

→Internet browsing

→Generative and 
other AI tools

→Patent databases

→Scholarly literature

→Catalogs

→Market research 
reports

→Other  databases

Primary Research

→Surveys

→Interviews

→Site Visits

→Mockup and Beta 
Test use

→Test Marketing 
(MVP)



Market Barriers and Forces (Drivers) Affect 
Change and the Rate of Change



Use Both Methods

To improve forecasting 
accuracy, combine forecasts 
derived from methods that differ 
substantially and draw from 
different sources of information.
Principles of Forecasting: A Handbook for 
Researchers and Practitioners, j. Scott 
Armstrong, (PDF) Combining Forecasts 

(researchgate.net)

˃ Start out with exploratory 

searching on Secondary 

Sources, with or without 

ChatGPT

˃ Go to Primary Sources 

˃ End with Secondary 

Sources 

https://www.researchgate.net/publication/228178240_Combining_Forecasts
https://www.researchgate.net/publication/228178240_Combining_Forecasts


Exploratory Searching

˃ Functionality and “problem”, 
“need”, “requirement”

˃ Chatbots – but always ground 
truth

What ChatGPT is and what it's not: 
A three minute guide 
(youtube.com)

(26) ChatGPT replicability | 
LinkedIn

(27) "Bearing" with It: Using 
ChatGPT to Solve New Product 
Development Challenges | 
LinkedIn

➢Roadmaps

https://www.youtube.com/watch?v=f70ME-IfeMU
https://www.youtube.com/watch?v=f70ME-IfeMU
https://www.youtube.com/watch?v=f70ME-IfeMU
https://www.linkedin.com/pulse/chatgpt-replicability-phyllis-leah-speser-2qnne/?trackingId=hPPwOGasQuGLuunIu6WgZQ%3D%3D
https://www.linkedin.com/pulse/chatgpt-replicability-phyllis-leah-speser-2qnne/?trackingId=hPPwOGasQuGLuunIu6WgZQ%3D%3D
https://www.linkedin.com/pulse/bearing-using-chatgpt-solve-new-product-development-speser/?trackingId=B7IFHBOyQqK2%2FQXu7bsfcQ%3D%3D
https://www.linkedin.com/pulse/bearing-using-chatgpt-solve-new-product-development-speser/?trackingId=B7IFHBOyQqK2%2FQXu7bsfcQ%3D%3D
https://www.linkedin.com/pulse/bearing-using-chatgpt-solve-new-product-development-speser/?trackingId=B7IFHBOyQqK2%2FQXu7bsfcQ%3D%3D
https://www.linkedin.com/pulse/bearing-using-chatgpt-solve-new-product-development-speser/?trackingId=B7IFHBOyQqK2%2FQXu7bsfcQ%3D%3D


Secondary Data: The More Authoritative, the 
Better

https://battery2030.eu/wp-content/uploads/2021/08/c_860904-l_1-k_roadmap-27-march.pdf

Roadmaps – my 
personal favorites

https://battery2030.eu/wp-content/uploads/2021/08/c_860904-l_1-k_roadmap-27-march.pdf


Functional Decomposition





Determine if Specs Exist and What they Are
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Li-ion Battery Functional Decomposition

(B) Product Risks

B-1.0 Lithium Ion Battery

B-001 Available Energy

B-002 Calendar Life

B-003 Cold Cranking Power

B-004 Cost

B-005 Cycle Life

B-006 Efficiency

B-007 Equivalent Electric Range

B-008 Max. System Weight

B-009 Operating Temperature Range

B-010 Peak Pulse Discharge Power

B-011 Production Price

B-012 Regenerative Pulse Power

B-013 Self Discharge

B-175 Safety

B-014 System Recharge Rate

B-015 System Volume

B-016 Thermal Runaway

B-1.1 Cathode

B-017 Cost

B-018 Electrochemical Capacity

B-019 Ionic Conductivity

Red indicates a risk or 

common design hurdle

Green indicates a goal with 

specific numerical values

Yellow indicates a goal or a 

characteristic without a 

specific value
UMPF







Concurrent Engineering/Design Coherence
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Primary Data: Talk to People … and Listen

✓ End-Users

✓Customers

✓ Experts



Exercise



Exercise







What Do 
You Want 
to Know from
End-Users? 



What Do 
You Want 
to Know from
Customers?

Food and other 
delivery?

Retail goods 
delivery?



What do 
You Want
to Know From
Experts

What about the 
emissions? Is that 
going to be a 
problem 
downstream? 



Stretch and Discussion



Tricks of the Trade for Calling End-Users and 
Customers

• Do enough market and technology research before hand to know the relevant terms and jargon 
and be able to participate in a conversation.

• Email everyone, provide your questions and ask if you can chat for no more than 10 minutes or so.

• Always clarify you are not selling anything but trying to figure out whether to write a proposal and 
how to focus it and explain why you think they may be able to help.

• If they are busy, ask when is a good time to talk and schedule it if possible. If they say they are the 
wrong person ask who to call and if you can mention you got their name from them.

• Look for common ground and leverage points.

• Be a poor working stiff.

• Know what you want to learn but be open to serendipity.

• If they ask you something you do not know the answer for, be honest and say if you can find out you 
will get back to them.

• Ask where they go for information and advice about the kind products or services you want to 
develop.

• Before saying good-bye, ask who else you should talk to and what other publications, sites, etc.  they 
use to find business-relevant information.



Who to Call in Companies

• Product Development 

Teams

29

• Product Line Managers
• Marketing Managers and 

Staff
• Sometimes R&D Managers 

and Staff
• Division and Unit Managers 

(President, CTO, CNPD, 
Chief Engineer, BD, 
Marketing)

• C-Level Managers (CTO, 
CSO/VP R&D, CMO, CBD, 
CEO)

• Owners in SMEs

End User

Project Leader

Sponsor

Gatekeeper

Champion

Technical

Expert



Foresight Science & Technology   www.ForesightST.com 30

The Fishing Method

1) Develop a straw man. 

2) Float it, then try it.

3) Adapt it to reflect 
comments and 
reactions.

4) Continue to no 
adaptation is needed.



Tips for Talking to Experts

▪ Find them at nodal points in relevant communication channels.

▪ Explore the same kind of things as with Customers and End-Users 

plus some big picture stuff

▪ Start with what you read or saw which led you to call them. 

(“Schmeichel” a bit).

▪ Trade information to get information.

31



Contacting Experts
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• Government Officials Working in Relevant Areas

• Trade and Professional Publications

• Editors

• Authors

• Trade/Professional Associations and Societies

• Officers and  committee chairs

• Presenters at meetings 

• People doing posters

• Exhibitors at meetings

• College, University, and Research Lab Based

• Researchers for technical matters

• Consultants with Industry for anything else

• Technology Transfer and Business Development staff

• Distributors

• Private Consultants and Market Research Companies

• Expert Witnesses



Supply Chain Members as Experts



Stretch and Discussion
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Patent Searching

Identifying Inventions in 
the Public Domain 
(wipo.int)

If you don’t knowhow to 
read or use patents, see:

https://www.wipo.int/publications/en/details.jsp?id=4501
https://www.wipo.int/publications/en/details.jsp?id=4501
https://www.wipo.int/publications/en/details.jsp?id=4501


It is therefore a principal object 
and advantage of the present 
invention to provide a device for 
easier alignment of the pin and 
box of a Zipper. It is another 
object and advantage of the 
present invention to provide a 
device for easier operation of a 
zipper slider body. It is a further 
object and advantage of the 
present invention to provide an 
improved zipper for use by 
individuals with limited dexterity. 

Despite the ease with which Zipper-type 
closures operate, many individuals 
encounter difficulty joining together the 
pin and body. Others may have difficulty 
grasping the small slider body or pulling it 
along the Zipper's teeth. Examples of 
individuals who often encounter these 
difficulties include small children, people 
wearing gloves for protection, elderly, 
and people with poor vision, macular 
degeneration, or cataracts. Additionally, 
people with disabilities such as arthritis, 
multiple Sclerosis, cerebral palsy, 
pervasion developmental dis orders, 
Down's syndrome, ataxia, diabetes with 
neuropathy, stroke (CVA), paraplegics, Lou 
Gehrig's Disease, Parkin Sons, and head 
injuries can also find the operation of 
Zippers to be difficult. 



Other Useful Secondary Sources

Company Information

→Product and R&D 

plans in Annual 

Reports

→Government filings

→Press Releases

→Scientific and 

trade press articles

Trade Literature

→Annual reviews 

and overviews

→New product 

announcements

→Hiring 

announcements



Discussion and Break for 10 Minutes





Customer Requirements



Design Spec



Data Sources and Time to Market

→4
2

Each industry has its own product/service generation timing and time from research to 
market.



What’s Out There Today



Competition to Amazon



What’s Out There or Perhaps Coming



Patent Searching and Landscaping

http://www.cleantechpatentedge.com/wp-content/uploads/2012/10/Screen-shot-2012-10-10-at-12.23.41-PM.png



What may be Coming in the Future

Don’t forget to 
check company 
R&D as well. 



Competitive Advantage



Exercises

How many 
companies 
make 
delivery 
drones? 

Compare 
Amazon, 
Zipline, and 
Flirty





Take-Aways

“Dreams surely are difficult, confusing, and not 

everything in them is brought to pass for mankind.”
Homer

“Walk a mile in the other guy’s shoes.”
Mary T. Lathrap

“Wisdom is the reward you get for a lifetime of 

listening when you would have rather talked.”
Mark Twain

“An ounce of prevention is worth a pound of cure”
Benjamin Franklin



Thank you!

Research and Innovation Foundation (RIF)

P.O. BOX 23422, 1683 Nicosia

Tel.: +357-22205000

Website: www.research.org.cy

http://www.research.org.cy/
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