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4 EXPECTED RESULTS 

1. Introduction: Creative Assets

2. Commercial landscape

3. Product/Service Development

4. Building a brand



CREATIVE ASSETS

• Creativity extends beyond artistic expression

• Encompasses diverse fields:

i. Product/Service development 

i. problem-solving for solutions

ii. intellectual property creation

• Bridges the gap between your passion and your 

profitability – the innovation process

• Has the potential to drive economic value and your 

business success

Source: Tim Mossholder: https://www.pexels.com



UNDERSTANDING THE COMMERCIAL LANDSCAPE/ INNOVATION

• It is important to understand the market dynamics – where are your 
markets now & in the future

• Must understanding consumer behaviour

• What are the emerging trends 

• Who is your competition 

• Who is your target audience

• Then tailor your creative assets to meet specific market demands 

• Critical to create a strategic alignment between creativity and economic 
value

Source: https://www.pexels.com





STRATEGIES FOR COMMERCIALIZATION

• This is where you transform your creative assets into economic value –

e.g. licensing

• Design thinking is necessary

• Integration of technology

• Exploration of digital platforms

• Integration of innovative business models



PROTOTYPING, TESTING, AND ITERATION

• Important to have a prototype – something tangible as it is 

important to create economic value

• Called Minimum Viable Products/Services

• You must have in market validation – what do potential 

customers think

• This feedback allows you to refine your creative assets 

iteratively

• It is a dynamic process

• Final product is not only innovative but also finely tuned to 

meet market expectations and preferences



BUILDING A BRAND

Two key aspects

1. Crafting a Unique Brand Identity

2. Storytelling for Emotional Resonance



BUILDING A BRAND

Crafting a Unique Brand Identity

• Think beyond mere transactions

• You must establish a brand

• A recognizable brand image

• Build reputation in the market – customer loyalty

• Objective is building a unique brand identity to distinguish your business 

• Having consistent branding across various channels/touch points is important 



BUILDING A BRAND

Story Telling for Emotional resonance

• What is your brand story?

• Branding is the mental image of your 

company/product/service in a consumer’s mind

• How do you create that emotional connections with 

your consumer?

• When consumers resonate, they connect, they buy, 

they refer/promote

• E.g., the story of Steelpan, Bahamas Sponge



Source: About (shopbritto.com)

Romero Britto Case Study

https://www.shopbritto.com/pages/the-artist


ROMERO BRITTO CASE STUDY

CASE QUESTIONS

1. Using the case study as inspiration show how a local 

Bahamian artist can commercialise their creative assets.

2. Identify the IP assets which Britto has as an artist.

3. What is the licensing model used by Britto? 

4. How has Britto been able to create his brand?



WINDWARD COMMODITIES CASE STUDY

CASE QUESTIONS

1. What was the challenged faced by the Barbados sugar industry and which IP and 

business model strategy was selected. What types of IP were registered, and which ones 

can you advise should be registered for this business?

2. Why was the Chili Power brand developed? Identify the IP associated with this brand and 

how it can be protected.

3. What was the overall monetisation strategy used by the Winward in all 3 scenarios and 

what role did licensing play in commercialisation?

4. Which of the Windward monetisation strategies can be adapted by the local brand 

Switcha. Why? Which IP assets will be pivotal? About Us | switcha

(switchaweb.wixsite.com)

https://switchaweb.wixsite.com/switcha/about
https://switchaweb.wixsite.com/switcha/about
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