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T
he Information Economy, or Knowledge Economy, of the 1980s 
and 1990s has given way to the more dynamic and accelerated 
environment in which we now live known as the Creative Economy. 
Today’s Creative Economy is marked by significant advancements in 
communication and technology that have transformed our economic 

model in a brief period of time. The introduction and rapid acceptance and use 
of new technologies during the past five years have fundamentally altered the 
way we conduct business and live. To develop and then implement a successful 
commercialization strategy within this new environment, bioscience execu-
tives must understand the three fundamentals of marketing in today’s Creative 
Economy.

First, bioscience executives looking to successfully commercialize their 
product are best served by understanding the various Creative Economy dynam-
ics. Second, executives need to realize the impact those dynamics have on the 
stakeholders they need to influence: angel investors, venture capitalists, clinical 
research organizations, insurance companies, healthcare providers, manufactur-
ers, management candidates, and marketing partners. And finally, bioscience 
executives need to realize, and then avoid, the common marketing mistakes 
that others in their profession make. Understanding these three basic tenets will 
improve their commercialization efforts as they seek investors to finance their 
ventures and work to maximize their product’s market performance. 

CREATIVE ECONOMY DYNAMICS
To successfully commercialize a product, bioscience executives must become 
intimately familiar with the following three Creative Economy dynamics:  

1. Accelerated information exchange rate  
2. Increased number of information media 
3. Additional decisions about more products and services 

Although these Creative Economy dynamics are not unique to the bioscience 
community, they do greatly influence the stakeholders involved with successfully 
commercializing a bioscience product. 

ACCELERATED INFORMATION EXCHANGE RATE
With the advent of Internet access during the 1990s, the old Technology 
Economy gave way to the Information Economy, or Knowledge Economy. In the 
1990s people were introduced to new information resources  by way of dial-up 
access to a new medium of information exchange known as the Internet. One of 
the developments to stem from that was the fact that people started to create their 
own web-based information portals and web pages so  they could communicate 
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and share information electronically. 
In addition to the information por-

tals and web pages people built and 
used in the Information Economy, 
people also substantially increased the 
ways in which they communicated 
with one another. The amount of time 
required to communicate with some-
one greatly decreased with the advent 
of e-mail and instant messaging. 
These new vehicles of communication 
increased the amount of information 
sent back and forth between people, 
created a new shorthand lexicon 
(for example, ttyl = talk to you later) 
and did so at little or no cost to the 
end user. Such developments greatly 
enhanced the speed by which people 
shared information with one another. 

Although the Information Economy 
opened new avenues of acquiring 
information by way of the Internet, the 
Creative Economy has substantially 
increased the amount and exchange 
rate by which information is made 
available to people (Figure 1). With the 
advent of high speed internet access, 
wireless, and Bluetooth technolo-
gies—as well as the introduction of 
web-enabled mobile e-mail devices, 
and sophisticated cell phones operating 
off of global networks—the amount 
of information exchanged from one 
person to another has grown and 
accelerated faster in the past five years 
than any previous period in world 
history. According to the University 
of California at Berkeley’s School of 
Management and Systems report pub-
lished in 2003, “the amount of new 
information stored on paper, film, 
magnetic, and optical media has about 
doubled”  from 1999-2003(1).

INCREASED INFORMATION MEDIA 
As Table 1, the Technology Prevalence 
Table, illustrates, the second dynamic 
of the Creative Economy is marked by 
a substantial increase in the number 
of information media now available. 
The new products and technologies 
mentioned previously empower people 
to distribute and obtain information 
more effectively and efficiently than in 
the Information Economy.  

The accelerated information 
exchange rate, coupled with the 
increase in the number of informa-
tion media, have allowed companies 
to substantially decrease new-product 
development time and manufacturing 

costs. One example of how this directly 
affects the biotech industry was noted 
in a recent article by Paul Kedrosky. 
Commenting on the current ease 
and availability of accessing biosci-
ence laboratory equipment, Kedrosky 
wrote “a basement biotech entrepre-
neur can buy all the equipment they 
need—DNA synthesizers, sequencers, 
and so on—for as little as $50,000 on 
eBay” (2). This example is just one 
illustration of how the marked increase 
in the information exchange rate inter-
sects with the new information media. 
Doing so produces the third Creative 
Economy dynamic of additional deci-
sions about an ever growing number of 
products and services.

ADDITIONAL DECISIONS  
As a result of the amount of informa-
tion and new information media, 
there are more products and services 
to choose from than ever before. If 
we use a typical supermarket as an 
example, there are approximately 
50,000 Stock Keeping Units (SKUs) 
(3). If an average household uses 
about 200 SKUs regularly, that leaves 
more than 49,000 products that chal-
lenge the loyalty of others. Awareness 
of this dynamic is crucial as biosci-
ence executives look to successfully 
commercialize their products. 

Bioscience executives have products 
that compete in the global healthcare 
marketplace. In the Creative Economy, 
that marketplace has witnessed a 
substantial increase in the number 
of products and services available to 
healthcare professionals and consum-
ers. If a bioscience executive hopes to 

successfully commercialize a product, 
he or she must realize that com-
petitors, no matter how insignificant 
they may seem, actually do exist.  

In the Creative Economy health-
care professionals and consumers 
are both more aware of their options 
every day. The number of options 
available to treat any one particular 
condition is generally higher than dur-
ing the Information Economy. As the 
information exchange rate continues 
to increase through an ever-growing 
number of information media, people 
are learning about different ways to 
optimize their health and wellness. 
Successful bioscience commercializa-
tion will depend on physicians and 
other healthcare professionals writ-
ing prescriptions. In the Creative 
Economy, however, traditional pre-
scription services are but one vehicle 
by which people seek optimum health 
and wellness. People now have a mul-
titude of complementary and natural 
remedies from which to choose. 

Additionally, not only are there 
more products and services available to 
healthcare professionals and consum-
ers in the Creative Economy, but there 
are also new ways to purchase those 
products. For example, U.S. consum-
ers looking to purchase expensive 
brand name pharmaceutical prod-
ucts can easily get such medications 
at a lower price through a Canadian 
pharmacy. Although the practice 
is illegal, “an estimated two million 
U.S. citizens spent $800 million on 
medicines purchased from Canadian 
pharmacies via fax, phone or web site 
in 2005” (4). One example of this is 
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the web site www.drugsavings.wi.gov 
that Wisconsin Governor Jim Doyle 
launched in February 2004 so that citi-
zens could access prescription drugs 
from three Canadian pharmacies.  
During the February 2004–February 
2006 period, “this web site has proven 
that buying drugs from Canada is a 
safe and affordable option that should 
be available to more people” (5).  

Understanding the effect of these 
three dynamics is the second ingre-
dient in developing a successful 
bioscience commercialization plan. 

THE IMPACT 
The three dynamics of the Creative 
Economy have resulted in two signifi-
cant developments. First, people have a 
difficult time deciding among the ever 
growing number of choices. Not only 
do people have more products and ser-
vices to choose from than ever before 
but, once a purchase is made, there are 
additional decisions that must be made 
to fully use the product or service pur-
chased. In some situations people have 
so much difficulty making a purchas-
ing decision that they will choose not 
to purchase anything, or make irratio-
nal purchasing decisions. Recognizing 
that is important because, in such 
situations, the seller has limited or no 
affect on the purchasing decision. 

Second, an ever-growing psycho-
logical burden is placed on people as 
they try to decipher more informa-
tion and messages being distributed 
through more advertising media. The 
Creative Economy and its dynamics 

create additional stress in the everyday 
lives of people. Bioscience executives 
who hope to successfully commer-
cialize their product and provide a 
return on their investor’s financing 
need not only to understand these 
two affects, but also to develop a com-
mercialization plan that addresses 
how they will deal with them. 

The venture capital market that so 
often serves as the initial and neces-
sary funding source for bioscience 
commercialization is an excellent 
example of how these two Creative 
Economy developments directly influ-
ence bioscience executives. Angel 
investors and venture capitalists find 
it difficult to decide among the ever 
growing number of proposals they 
receive. As Figure 2 illustrates, it is 
common for a typical angel or VC to 
receive thousands or proposals, briefly 
read through a few hundred, research 
and consider perhaps 40-50 and then 
provide financing to only a handful. 
There is such a psychological burden 
placed on angels and VCs that it is 
impossible for them to rationally con-
sider all proposals presented to them. 
Because acquiring investor financing 
is usually a prerequisite for success-
ful bioscience commercialization, it 
is imperative that bioscience execu-
tives present a clear and concise story 
about their product to make it easy 
for investors to understand what it 
does and why they should invest in it. 

COMMON MISTAKES BIOSCIENCE
In addition to the Creative Economy 

dynamics and their impact, bioscience 
executives must also be cognizant of 
three common mistakes their contem-
poraries make regarding marketing. 
First, they too often rely on the sci-
ence and technology to tell their story. 
Failing to consider the end user, this 
hubris marketing approach lacks a 
compelling and convincing argument 
as to why someone should buy their 
product. Simply believing your product 
is the best is not sufficient marketing. 

A second common mistake is that 
bioscience executives fail to view 
marketing as real work. They often 
start the marketing process, however 
limited it may be, far too late in the 
product development lifecycle. And 
finally, a disconnect often exists across 
the different business documents 
created by the bioscience executive. 
The business plan, investor presenta-
tion, and other documents need to 
tell a consistent and compelling story 
about the company and product so 
the same powerful message is pre-
sented to each stakeholder involved. 

Today’s Creative Economy is 
marked by advancements in technol-
ogy, engineering, and information 
management, which have all created 
a competitive global environment 
with government officials of all levels 
looking to capitalize on the break-
throughs being made in human, plant, 
and animal biosciences.  Harnessing 
the positive energy provided by 
these breakthroughs in the form 
of a successful commercialization 
strategy will require a knowledge-
able executive who is aware of the 
Creative Economy dynamics, realizes 
the impact of those dynamics, and 
avoids the common marketing mis-
takes bioscience executives make. 
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Figure 2: Angel investors and venture capitalists find it difficult to 
decide among the ever growing number of proposals they receive.
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