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1. Executive summary 
 
This Guidebook comprises educational materials developed by University of Warsaw as part of 
the EIT InfraBooster programme. It summarizes the service design methodology used by 
representatives of scientific organizations that own research infrastructures (RIs) and benefit 
from EIT InfraBooster to design and commercialize new services based on their RIs. 
 
Scientific organizations in Central, Eastern, and Southern Europe have received significant 
public funding to establish research infrastructures (RIs). These investments were expected to 
enhance scientific excellence, intensify industrial collaboration, and reduce disparities in 
regional innovation performance. Despite these investments, the actual use of these costly, 
publicly-owned RIs remains limited. The host scientific institutions are concerned about the 
long-term financial sustainability of RIs and need to explore opportunities to generate revenue 
through collaborative research and development (R&D) with private sector partners. 
 
Scientists and administrators employed by scientific organizations often lack the necessary 
skills to actively offer RI-based services or have sufficiently broad networks of contacts to find 
industrial clients. 
 
The University of Warsaw addresses this gap in professional education by providing capacity 
building and support to representatives of scientific organizations that own specialist RIs. The 
goal is to enable them to design and offer innovative services leveraging their existing assets, 
which include commercially-relevant RIs, coupled with the specialist knowledge and skills of 
researchers. 
 
EIT InfraBooster brings European scientific organisations closer to the industry, increases the 
industrial collaboration, international exposure and innovativeness and helps establish new 
sources of revenue. 
 
The development of InfraBooster methodology resulted from the prototyping, testing and 
evaluation of its predecessor educational program, EIT Food RIS Research Infrastructure 
Network, which was successfully implemented in 2021-2022 and supported 16 scientific 
organisations from 7 countries, and was scaled up as modular InfraBooster training available to 
larger number of beneficiaries Europe-wide starting from 2023. 
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This Guidebook describes key steps of the InfraBooster methodology, along with examples of 
case studies, educational materials and templates. Please be aware that the Guidebook itself is 
not equivalent to the completed InfraBooster programme. The original InfraBooster course 
cycle includes lectures, presentations, case studies, team and individual assignments, group 
discussions, online quizzes, Q&As, and mentoring sessions. The Guidebook and the 
InfraBooster methodology comprise intellectual property belonging to the University of 
Warsaw, including the copyrighted descriptions of the course contents, course materials, 
templates for tasks and assignments as well as the know-how related to the teaching and 
assessment methods, which had to be codified owing to the formal EIT reporting requirements. 
 
Completing the InfraBooster programme (InfraBooster Foundation and InfraBooster 
Practitioner) will enable graduates to analyse the value and relevance of RIs owned by scientific 
organizations for industrial collaboration. They will be adept at finding the competitive edge of 
RIs ownership, developing RIs-based services, creating marketing and promotion collaterals, 
and will be ready to approach industrial clients.  
 
All the educational materials presented in this Guidebook are used during the InfraBooster 
programme (Foundation and Practitioner levels). Throughout the program implementation, 
educational materials are accompanied by lectures, teamwork, assignments and mentoring 
sessions. 
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2. Identification of relevant Research Infrastructures 
  
The first step toward commercializing research infrastructures involves understanding how RIs 
can be utilized for collaboration between science and industry. The InfraBooster Foundation 
training addresses these needs by ensuring that participants not only adopt a standardized 
vocabulary but also gain a clear understanding of the innovative contexts in which research 
infrastructures can be employed for science-industry collaboration. 
 
The provided materials in this set aid participants in recognizing and articulating how research 
infrastructures can contribute to organizational transformation and achieve societal impacts. 
They guide participants in identifying relevant opportunities for the commercial use of RIs. 
Participants will be able to analyse the value and relevance of RIs owned by scientific 
organizations in the context of industrial collaboration and revenue generation. The goal is to 
empower participants with the knowledge and skills needed to navigate the landscape of 
research infrastructure commercialization effectively. 
 
The InfraBooster Foundation begins with an introductory lecture that specifically addresses key 
aspects:  

- Leveraging research infrastructures (RIs) for knowledge transfer 
- How to select research infrastructures (RIs) for knowledge transfer: 

This initial session emphasizes the diverse ways in which scientific knowledge can be effectively 
communicated and applied in real-world contexts. Additionally, it delves into the techniques 
involved in selecting commercially relevant research infrastructures. These infrastructures 
should not only be identifiable but also deemed relevant and competitive in the commercial 
landscape. The objective is to provide participants with a solid foundation, ensuring they 
understand various ways of knowledge transfer and the strategic identification of research 
infrastructures with commercial potential (criteria of identifiable, relevant and competitive 
RIs).  
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2.1 FADES case study 
 
Two parts of a case study (see Annex 1: case study part 1, Annex 2: case study part 2), 
presenting a fictional university faculty (FADES) with multiple faculties and institutes, each 
owning specific research infrastructures and carrying out scientific research in a specific field. 
The case study offers rich contextual illustration of multiple types of research infrastructures, 
sources of uniqueness, inspirations for industrial collaboration leveraging the infrastructures as 
well as diverse modalities of offering services for industrial clients or partners. 
  
Based on the case study of FADES, participants should reflect on and analyse the example RIs 
relevant to the knowledge presented in the lecture. Group discussions are recommended to 
facilitate a deeper understanding and exchange of insights among participants. 
 
Assignments for discussion: 

- Assignment 1: to identify commercially relevant research areas and opportunities for 
industrial collaboration of FADES. 

- Assignment 2: to analyse one selected unit of FADES and its research infrastructures, 
identifying the sources of uniqueness, existing and potential target 
customers/industries, as well as existing and potential ways of making money from the 
research infrastructures. 

For the above assignments, it is possible to use one of the online tools to structure the 
discussion and group work. As an example, please refer to Annex 3: Mural settings used during 
the InfraBooster Foundation training. 
 
  



 
 
 
 

  

8 

 8 

2.2 Research Infrastructure Selection Sheet 
 
In order to verify that learning outcomes are met by participants, each participant is asked to 
select and describe one existing research infrastructure owned by her/his scientific 
organisation, which has the highest potential for commercially oriented science-industry 
collaboration. The assignment requires participants to analyse available RIs and make their 
decision based on the specific selection criteria (identifiable, relevant, competitive RIs) while 
considering the focus areas (products/industry segments, types of industrial operations, 
research methods), and these aspects correspond to the typologies, tools and models 
introduced in the training, matching the intended learning outcomes. 
 
Participants are supported in their RIs selection process by a checklist prepared by organizers 
that outlines a sequence of logical decision steps- (see Annex 4: Research Infrastructure 
Selection Sheet). This checklist acts as a set of guidelines, reiterating the key training contents 
and helping repeat/reinforce the knowledge and acquired skills, thus helping participants make 
informed decisions regarding the suitability of RIs for the R&D efforts of industrial companies. 
Within the assignment, each participant describes the RIs (not only as the underlying 
technology, but also key personnel, expertise, equipment, track record of industrial 
collaboration, importance for local/region economy, etc.), profiles the target 
customers/industries that might benefit from the RIs, outlines its sources of uniqueness 
(factors that make the selected RIs relevant for the target customers/industries and ensure the 
RIs are competitive - better than infrastructures available at other institutions). The analyses 
culminate with discussion of existing and planned ways of generating revenues from the 
selected RIs. 
 

2.3 Food Extrusion Hub case study 
 
Before participants start describing their own infrastructure in the context of 
commercialisation, they have the opportunity to practice this using the Food Extrusion Hub as 
a basis (see Annex 5: Food Extrusion Hub example). 
 
Assignment: Participants are tasked with analysing the case of the Food Extrusion Hub,to 
analyse the case of Food Extrusion Hub and provide comments on the selection of unique 
research infrastructures of the Hub, suggest improvements, changes in selected 
infrastructures, arguments about uniqueness of the infrastructure, scientific expertise and 
services. Additionally, participants are encouraged to discuss the commercial focus, including 
target clients/industries and the types of services offered by the Food Extrusion Hub. 
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3. FADES Case Study part 3 
 
Following the initial identification of commercially relevant RIs and awareness building among 
InfraBooster participants, part 3 of the FADES case study (a fictional university faculty) is 
introduced, and it is attached to this Guidebook as Annex 6: case study part 3. It is built upon 
the case studies from the previous section and serves as the foundation for team assignments 
proposed in the following sections. Participants have the opportunity to practice the new 
concepts and tools introduced during the programme on the case study before starting their 
assignments based on their own research infrastructure. It is suggested to work on the case 
study within the teams during workshops concerning: Features & Benefits, Persona Analysis, 
Value Net Model, Blue Ocean Strategy. All the listed below elements are the integral parts of 
InfraBooster Practitioner training. 
 

4. Features & Benefits of RIs 
 
Technical and functional features need to be aligned with the potential benefits of RIs services 
for prospective clients. Participants have the opportunity to learn how to transform these 
features into particular benefits and refine promotional messages to ensure that potential 
clients comprehend the added value and promised advantages. Given that specific academic 
and scientific language might not be easily understood by potential clients, participants must 
be adept at using language that is both comprehensible and attractive to the business sector 
when describing research infrastructure. This skill is crucial to effectively engage with business 
partners and convey the value proposition of the research infrastructure. 
Description of features and benefits, including their specifics and guidance on how to apply 
them to infrastructure, can be found in the attached learning material - Annex 7: Features and 
Benefits. 
 
Assignment: Annex 8 outlines examples of features and benefits are provided, and it is 
recommended that participants consider reformulating them as part of practical exercises (e.g. 
in the form of a quiz). 
 
Assignment: Participants are asked to work on features& benefits of FADES. They are provided 
with a list of features and are tasked to formulate it into benefits understandable by clients. 
Please see Annex 9: Mural settings used during this assignment. 
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5. Understanding Customers 
 
Understanding customers is an important element when creating a new service based on 
research infrastructure. It helps representatives of scientific organizations identify the unique 
needs and preferences of their target audience, ensuring that the developed service aligns 
closely with the challenges and goals of future customers. This customer-centric approach not 
only enhances the relevance and effectiveness of the developed service but also establishes a 
foundation for long-term business cooperation, culminating in customer satisfaction. 
 
 

5.1 Persona analysis 
 
This section focuses on systematic approaches to customer analysis, including design thinking 
and persona analysis, as a means of understanding potential clients of RIs services (jobs, pains, 
and gains). Persona analysis involves the creation of detailed profiles of possible customers, 
outlining their characteristics, needs, and behaviours. When developing services for businesses 
based on research infrastructure, persona analysis helps participants understand the specific 
challenges and requirements of potential clients. By tailoring services to meet the needs 
identified through this analysis, participants can make their offerings more relevant and 
effective, building stronger connections with their target audience in reference to their 
research infrastructure. This approach is summarised in the educational material - Annex 10: 
Value proposition, which describes the persona approach and approaches to designing 
targeted value propositions. 
 
Assignment: Participants are tasked with preparing a compelling value proposition for their RIs 
based service, which includes pain relievers and gain creators based on prepared template 
attached as Annex 11. 
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5.2 Identify relevant industry segment 
 
The next step in understanding customers is segmentation, targeting, and positioning. 
Participants have the chance to practice selecting target personas and identifying relevant 
industry segments. Participants can also practice using international industrial classifications 
NACE2 and PRODCOM to identify relevant industry segments and decide on the economic 
potential of targets. It is crucial to base the selection of targeting segments on data.  
 
For this section, the following educational materials apply: 

- Annex 12: NACE codes - explanation educational material  
- NACE codes database link: https://ec.europa.eu/eurostat/web/structural-business-

statistics/database  
- PRODCOM database link: https://ec.europa.eu/eurostat/web/prodcom  

 
 
Assignment: To practice working with databases, participants are asked to find the appropriate 
NACE code for the proposed market fields. Please refer to Annex 13: Mural NACE codes settings 
used during this assignment. 
 
 
Assignment: Based on the prepared personas analysis, participants are asked to decide which 
segment to target initially (1 segment) and which segments to follow (2-3 additional segments). 
They should describe the segments using NACE and PRODCOM codes, and justify the selection 
by presenting economic data from Eurostat, if applicable. Participants may also use national 
statistical databases. 
  

https://ec.europa.eu/eurostat/web/structural-business-statistics/database
https://ec.europa.eu/eurostat/web/structural-business-statistics/database
https://ec.europa.eu/eurostat/web/prodcom
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6. Understanding market 
 
Understanding the market is crucial in developing a service as it forms the foundation for 
establishing a service position among other stakeholders. A comprehensive market analysis 
helps identify key trends and competitive landscapes, enabling participants to tailor their 
services to the specific demands of their target audience in relation to potential competition. 
Moreover, a deep understanding of the market fosters strategic decision-making, enabling the 
identification of opportunities, addressing challenges, and positioning service optimally within 
the competitive landscape.  
 

6.1 Value Net Model 
 
The value net model is a highly relevant tool that will help participants better understand their 
competitive positioning, potential partners and competitors, and define a service offering that 
will be attractive for their customers. The Value Net Model provides valuable insights into the 
interplay between these elements, offering a holistic view of the ecosystem surrounding a 
service based on research infrastructure. Understanding the dynamics of suppliers, rivals, and 
complementors through this model proves instrumental in making informed decisions and 
optimizing the overall value proposition of the developed service. This approach is summarised 
in the educational material- Annex 14: Value net model. 
 
Assignment: Based on the prepared materials and delivered lecture, participants are asked to 
prepare a Value Net analysis for the service based on their research infrastructure. Participants 
should analyse and describe the actors in all elements of the value net, including suppliers, 
rivals, and complementors. 
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6.2 Blue Ocean Strategy 
 

The next crucial part of InfraBooster training involves developing RIs' own Blue Ocean Strategy 
(BOS). BOS is a popular approach way to manage innovation, emphasizing uniqueness, 
differentiation, and what is termed value innovation. A detailed explanation of the Blue Ocean 
Strategy concept can be found in the educational material Annex 15: Blue Ocean Strategy. 
Participants are encouraged to view the Blue Ocean Strategy as a way of identifying untapped 
market spaces for RIs services, including the use of strategy canvas. 
 
Based on the prepared materials and delivered lecture, participants are asked to prepare a Blue 
Ocean Strategy for the service based on their research infrastructure. It is suggested to use 
Annex 16: Blue Ocean Strategy template. Participants are asked to start by compiling a table of 
the strategic canvas for 2-4 selected groups of rivals (each in a separate table), followed by a 
table specifically for their service. They should use examples of rivals identified while preparing 
the Value Net Model. It is important to remember that participants' RI-based service should be 
differentiated from other rivals—lowering (=reduce), raising (=raise), eliminating some, and 
adding others (=create). 
 

6.3 Elevator pitch 
 
The next crucial step in developing the service involves preparing a convincing elevator pitch 
that concisely communicates the value and unique proposition of the RIs-based service. This 
concise presentation is designed to capture the attention of potential customers, providing a 
brief but impactful overview of the service's key features, benefits, and differentiators. A well-
prepared elevator pitch is instrumental in generating interest and facilitating future 
conversations. A detailed explanation of the Elevator pitch concept can be found in the 
educational material Annex 17: Elevator pitch. 
 
Assignment: Participants are tasked to formulate elevator pitch to for the new service, based 
on their research infrastructure. They are asked to follow the format discussed in the materials: 

- For (target users for whom you would like to deliver your innovation):  
- Who suffer from/need to (describe the acute problem that the customers are 

experiencing or a compelling reason to buy). 
- We offer (service category) 
- That provides (a key problem-solving capability). 
- Unlike (the existing alternative), 
- Our product (describe the key benefits which differentiate your innovation from 

existing alternatives). 
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7. Planning communication 
 
Planning communication is principal when reaching out to business clients with developed 
service, particularly for RIs-based offerings. Designing effective marketing collateral, such as 
one-pagers and website content, plays a crucial role in conveying a clear and compelling 
message about the service. It's essential to prepare these materials addressing target audience 
needs and emphasizing the unique value proposition. Moreover, some companies might be 
willing to pay to access specialist equipment or to use infrastructure-based services as part of 
new product development efforts or production scale-up. Nevertheless, they may be unaware 
of the existence of RIs, the opportunities of using specific equipment for their commercial 
benefits, or detailed access modalities. 
 

7.1 One-pager 
 
In this section, participants learn how to create attractive promotional collaterals, specifically 
the one-pager. They are instructed on the essential elements that a well-prepared one-pager 
should contain. This marketing tool is crucial in effectively communicating key information 
about the service. A well-prepared one-pager should address one specific segment of 
customers, for which participants previously conducted persona analysis. The one-pager should 
also make reference to an identified rival, competitor, or alternative (value-net), include 
elements of an elevator pitch, and articulate a clear differentiator consistent with the analysis 
of the Blue Ocean Strategy. 
A well-prepared one-page acts as a brief and visually engaging overview of the service. It 
captures the attention of potential clients and provides them with essential information about 
the unique value proposition and differentiation of the RIs-based service. The strategic 
inclusion of persona-specific details and alignment with the Blue Ocean Strategy analysis 
ensures that the one-pager speaks directly to the identified target audience, making it a basic 
tool in the communication strategy.  
 
Essential elements of one-pager listed are:  

1) Name and logo  
2) Headline/tagline 
3) About RIs 
4) Service snapshot 
5) Features 
6) Benefits 
7) Call to action (CTA)  
8) Contact information 
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Assignment: In the educational material, specifically Annex 18: One-pager examples, 
participants have the opportunity to examine real one-pagers created by various research 
institutions. Participants are tasked with analysing these examples, identifying their pros and 
cons, according to the essential elements listed above. 
 
Assignment: Based on the prepared materials and delivered lecture, participants are asked to 
prepare a One-pager for the service based on their research infrastructure. 
 

7.2 Outreach plan 
 
Outreach plan describes how participants will share their RI-based service with each target 
audience in a timely, relevant, and meaningful way and specifies the channels that participants 
will use to communicate RI offering with each of them. 
 
Essential elements of outreach plan are: 

1) Purpose (WHY?) 
2) Target audience (WHO?) 
3) Message (WHAT?) 
4) Communication channel (HOW?)  
5) Timeline (WHEN?) 

 
Planning outreach for RIs-based services participants should consider the following points: 

- Define personas and segments to target the right audience;  
- Craft a well-defined message that aligns with the identified personas and segments; 
- Choose communication channels strategically, ensuring they match the preferences 

and behaviour of the target audience; 
- Plan the timeline as it helps implement a cohesive communication strategy, ensuring 

consistency and engagement over time. 
 
This systematic approach enhances the effectiveness of reaching with potential business 
clients. 
 
Assignment: Based on the prepared materials and delivered lecture, participants are asked to 
prepare an Outreach plan for the service based on their research infrastructure. They are asked 
to use Annex 19: Outreach plan template. 
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8. Managing client relation 
 
Managing client relation section focuses on the practical aspects of implementing outreach 
plans using various techniques and initiatives. Participants learn how to put outreach plans into 
action, actively pursue goals, gather feedback, build relationships, and validate the market 
potential of the service based on RI. Participants explore how to create a plan for 
communicating about their service to potential clients and exploring techniques to initiate 
contact such as cold mailing, cold calling, online platforms (e.g., LinkedIn, forums), social media, 
and newsletters.  Additionally, participants gain insights into the best types of email campaigns 
and discover how to incorporate AI-based software for more effective messaging strategies. 
 
As a useful supporting tool, Annex 20: Customer Relationship Management (CRM) worksheet 
is introduced. CRM (Customer Relationship Management) facilitates effective communication 
with clients in one centralized platform, storing contact information, communication history, 
preferences, and feedback. It allows tracking and managing clients' interactions across various 
touchpoints, such as calls, emails, LinkedIn, social media, and in-person meetings. Additionally, 
it measures client satisfaction, response rates, and communication effectiveness. 
 
As examples of managing client relations, the presented tips include assigning a contact person 
(Key Account Manager: KAM), participating in innovation hubs or business clubs, creating 
thematic webinars or workshops, organizing tours or visits to research infrastructure, and 
sending invitations to key events. 
 
Assignment: Based on the prepared materials and delivered lecture, participants are asked to 
draft a messaging to one target contact person in a company that represents a specific segment 
and persona for the service based on their research infrastructure. They are asked to use Annex 
21: Messaging assignment template. 
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9. Final InfraBooster service proposal 
 
Base on the knowledge gained from the previous section and materials, participants can 
systematically develop services based on their research infrastructure. This involves step-by-
step planning and all element preparation, culminating in the final task of preparing a pitch 
deck and a comprehensive description of a new service proposal. Participants are guided 
through this process using provided templates, ensuring a well-structured and strategically 
crafted presentation. 
 

9.1 Pitch deck 
 
A pitch deck is a brief and visually attractive presentation that serves as a snapshot of 
participants service proposal. It concisely outlines the problem or need research service 
addresses, the targeted audience, and how the proposed solution effectively meets those 
needs. Additionally, it highlights the benefits gained by using proposed service, showcases why 
this offering surpasses alternatives, and provides key insights about the team and research 
infrastructure. A well-crafted pitch deck is a crucial tool for effectively communicating 
developed service proposal to potential customers. 
Essential elements of pitch deck are: 

1) Name and logo of scientific organization/RI 
2) The problem or need service addressing 
3) Service snapshot 
4) Target market and potential clients 
5) Competitors/alternatives and service differentiators 
6) How participants plan to make money from the service 
7) The team 
8) Call to action 

 
Assignment: Based on the prepared materials and delivered lecture, participants are asked to 
prepare pitch deck of developed research infrastructure-based service. They are asked to use 
Annex 22: Pitch deck template. 
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9.2 Service proposal 
 
The final service proposal culminates and summarizes the learning and assignments of the 
InfraBooster training.  
Assignment: Participants are tasked with using Annex 23: InfraBooster service proposal 
template, which consists of five sections: 

1. Starts with information about RIs 
2. Followed by persons and units involved 
3. Details potential clients 
4. Includes service claims and differentiators 
5. Ends with a communication and engagement strategy. 

 
Participants are encouraged to follow the in-text guidelines provided within the template below 
each heading and prepare the assignment accordingly. 
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10. Annexes 
10.1  Annex 1 FADES Case study part 1 
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10.2  Annex 2 FADES Case study part 2  
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10.4  Annex 3 Mural settings InfraBooster Foundation 
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10.5  Annex 4 Research Infrastructure Selection Sheet 
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10.6  Annex 5 Food Extrusion Hub case study 
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10.7  Annex 6 Case study FADES part 3 
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10.8  Annex 7 Features and Benefits 
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10.9  Annex 8 Features and benefits examples 

 



 
 
 
 

  

52 

 52 

 
 
 



 
 
 
 

  

53 

 53 

10.10  Annex 9 Features & Benefits FADES Case Study part 3 
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10.11 Annex 10 Value proposition 
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10.12 Annex 11 Persona assignment template 
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10.13 Annex 12 NACE codes 
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10.14 Annex 13 Mural NACE codes 
 
 

 
 



 
 
 
 

  

66 

 66 

10.15 Annex 14 Value net model 
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10.16 Annex 15 Blue Ocean Strategy 
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