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I. Executive Summary 

A. Background 

Mr. Frank Bates is the inventor of the cell phone safety cord/antenna nick-named the 

Phone Leash.  He is currently the owner of Bates RV Exchange, a private company 

specializing in sales and rentals of recreational vehicles.    

B. Opportunity 

The current embodiment of the invention seeks to both safeguard cell phones against 

damage due to falls and improve their reception by increasing antenna length.  The 

combination of the two in this invention makes it unique in the marketplace.   

C. Product 

The Phone Leash is comprised of a coiled cord containing a metal antenna wire.  The cord 

is attached, on one side to a loop or clasp that can be attached to a belt, pant belt loop or a cell 

phone holster, and on the other side to the cell phone.  The cell phone attachment currently 

will use the lanyard loop present in most cell phones.  The wire present in the cord will be 

attached to the existing cell phone antenna using a loop or clasp.  

D. Market 

Global cell phone sales totaled 180.6 million units in the first three months of 2005, 

compared with 153.7 million units in the same period last year.  This represented an annual 

growth rate of 13% over 2004.  This represents a growing global market for this invention that 

can only increase. 
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E. Situational Analysis 

The main strength of the Phone Leash includes the knowledge and contacts that Mr. 

Bates has in marketing his product.  Even though the technology and marketing assessments 

advised to abandon or out license the product, these do not take into account that Mr. Bates 

already knows how and where to market his product efficiently.  Another main strength 

includes the lack of any competitor in the marketplace.  If Mr. Bates can get his product to 

market as soon as possible, he can get a foothold on a market that does not exist.  Although 

these strengths should carry the product through its development, there are also weaknesses 

present that have to be overcome.  These weaknesses are led by the absence of a working 

prototype (as of this writing).  Without a prototype that can be used in marketing of the 

product, no progress can be made to get the product sold, making all of the other weaknesses 

irrelevant. 

The opportunities for this product can only grow larger since the market for cell phones 

keeps increasing throughout the world.  In addition, since this product can be marketed to a 

broad range of users, the possible growth of this product could be exponential.  If a strong 

foothold can be established here in the U.S., then it would be a natural progression to begin 

marketing in other parts of the world.  Threats to the success of this product include 

competition from possible “knockoffs” due to outsourcing manufacturing to China and 

possible decrease in cell phone usage due to dangers discovered from cell phone radiation. 

F. Conclusions and Recommendations 

     The main issue that has to be resolved before anything else can progress is finishing 

a working prototype.  Once this is accomplished,The prototype can be used for marketing 

and mass production.  Another issue that is present is the filing of a patent to protect the 
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intellectual property.  Although progress can be made without this, it gives the inventor a 

sense of security that he will not be sued due to patent infringement.   

Other recommendations include: 

• Creation of a company 

• Setting up an infomercial 
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II. Background 
 

Mr. Frank Bates is the inventor of the Phone Leash.  He is currently the owner of Bates RV 

Exchange, a private company specializing in sales and rentals of recreational vehicles.  Mr. Bates 

got the idea for his invention from the personal experience of dropping his phone both on the 

ground and in the water.  He also heard from friends’ and customers’ experiences that mirrored 

his own, as well as other mishaps that his invention would prevent from happening.  

 

Cell phones have become a part of everyday life.  People have become increasingly more 

dependent on their cell phones to keep in touch with everyone from loved ones to business 

associates.  As well as keeping oneself connected to the outside world, cell phones have given us 

a sense of freedom and enjoyment (with such abilities as capturing photos and video, playing 

games and most recently, listening to music) that would have been hard to imagine just a few 

years ago.  With all of these features being added to cell phones, their price tags can make even 

Bill Gates take a step back.  For this reason, there has to be a way of safeguarding the cell phone 

against loss, theft or damage.  Increasing the range of reception to stay in touch with the world is 

also important.  Even though insurance exists to cover cell phone misfortunes, the data that is 

lost may never be replaced.  The current embodiment of a cell phone belt attachment with a built 

in antenna booster seeks to address all of these problems.  With the ability to safe guard a cell 

phone by attaching it to one’s belt loop, as well as increasing the efficiency of the antenna by 

literally extending it, makes this an essential product for the everyday cell phone user.   

 
The current device consists of a looped cord that has an antenna embedded in it.  The 

antenna is connected to the cell phone by way of a physical attachment using the accessory 



 7 

antenna port that many cell phones now have, or by way of a ring that is placed over the antenna.  

When the cell phone is stretched to the ear to use, the antenna is also stretched, thus improving 

antenna gain, as well as decreasing the possible harmful effects of cell phone radiation by 

spreading it out over a broader area (away from the head).   
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III. Opportunity 
 There are significant opportunities for this product in various markets of the wireless 

telephone industry.  The strongest of these areas are: 

 
Recreational boating:  The safety cord feature will prevent phones from falling into the water.  

Typical users will always try to avoid dropping their phone, but it often happens anyway.  One 

would hope it lands in the grass or bounces off their foot instead of hitting the hard concrete.  

However, while boating the dropped phone will often bounce or slide off the deck into the water.  

Or simply land in the water on the boat.  Needless to say the probability of losing a phone that is 

dropped while boating is far greater than any other time the phone might be dropped.  The Phone 

Leash prevents this. 

The antenna feature also becomes very useful while boating.  The Phone Leash may 

increase phone reception while offshore where baseline reception is poor.  This additional feature 

makes boaters a prime target market for the Phone Leash. 

 

Travel:  The safety cord feature will prevent phones from being lost.  During travel overseas on a 

plane, boat, bus, train, or a boat or even while driving in a car, people are often sitting for 

extended periods of time.  Whether their cell phone is in a pocket or clipped onto their belt, it 

will often come out and fall on the seat.  During extended travel when people might sleep or 

move around in their seats there is a greater chance of the phone getting loose and disappearing.  

This often occurs on short car trips as well, like in a taxi cab.  The Phone Leash will prevent this.   

“In the last six months alone, the nine-nation survey of leading taxi companies in Australia, 

Denmark, Finland, France, Germany, Norway, Sweden, Great Britain, and the U.S. indicated tens 

of thousands of digital devices were left behind inadvertently.  The U.S. Company polled in the 

survey, a major Chicago cab company, reported the highest number of losses per taxi of all firms 
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studied, both in mobile phones (3.42 per cab) and PDAs/Pocket PCs (0.86 per cab).1  The Chicago 

company fleet statistics indicate a staggering 85,619 mobile phones… left in the firm's licensed 

cabs during the six months covered in the study.” 

The antenna feature of the Phone Leash may increase reception in remote locations where 

baseline reception is poor.  This provides an added benefit for bringing Phone Leash on your 

next trip. 

 
On the Job Site:  Professions such as construction, those that take place on or near water, those 

that involve a great deal of physical activity, and other outdoor occupations that involve harsh 

environments often have a need for wireless communication.  These working conditions require 

a way to keep cell phones from being lost or destroyed during the job, but also must make sure 

phones are easily accessable.  The Phone Leash will solve these problems. 

                                                
1 “Taxis Hailed as 'Black Hole' for lost Cell Phones and PDAS, as Confidential Data gets Taken for a Ride” Pointsec 
Mobile Technologies CHICAGO, IL - January 24, 2005 
http://www.pointsec.com/news/news_pressrelease.asp?PressID=2005_January_24  
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IV.  Product 
 

The Phone Leash is a consumer accessory for cellular telephones.  The 

bungee cord device allows for attachment of a cell phone to one’s self.  It features 

a safety clip that easily connects onto a belt, purse or other article a person might 

be carrying or wearing.   It is long enough to allow users to use the phone quickly 

and easily as normally accustomed.  It then compresses to a length short enough 

for  the owner to easily place his phone in his pocket or onto a belt clip. 

When the phone is dropped, the bungee cord stretches out and springs the 

phone back to the individual to prevent loss and/or damage to the phone.  The 

cord itself can be colored or be covered in special materials for aesthetic fashions 

and coordination.  Each phone model will need a specific attachment designed to 

ensure security.  Different phone models have different points of attachment and 

may allow for easier connection of the Phone Leash. 

An added benefit is that the bungee cord also has an antenna wire for the 

spring which may significantly increases the reception of the phone.  Different 

materials and configuration are currently being tested.  Each cell phone 

manufacturing company has different antenna configuration and some have 

antenna plugs while others do not.  This requires different models of the Phone 

Leash. 

A universal model of the Phone Leash has the bungee cord attached by a 

stick plate to any portable electronic device without an antenna.  This model 

provides only the safety features of the Phone Leash. 
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V. Market and Segments 

A. Market Size 
 
 In 2003 there were more than 1.137 billion cell phone connections worldwide2.  In 2000 

the number of cell phone shipments was close to 400 million and expected to increase steadily to 

nearly 900 million in 2005.3  China has the most cell phone usage, with 334 million cell phones 

in 2004.  Penetration of mobile phones in the U.S. was the next highest at 180 million. 

 

Mobile Phone, Internet, and Personal Computer Penetration in Major Economies in 20044 
(Numbers in Millions) 
 

Country 
Mobile 
Phones 

Internet 
Users 

Mobile-to-
Net Ratio 

Installed 
PCs 

China 334 94         3.6:1          42 
US 180 201         0.9:1         204 
Japan    94 68         1.4:1          54 
Germany 68 42         1.6:1          40 
UK           54 30         1.8:1          26 
Italy 54 26         2.1:1          15 
S. Korea 34 30         1.1:1          27 

 

 Although the United States comes in second for the most cell phone usage, the number of 

installed PCs in the U.S. is much higher than other major economies.  This suggests that there is 

plenty of room for computer growth in other countries, room for cell phone growth in the U.S., 

or both.5  In the United Sates, sales for the cell phone market exceeded $124 billion in 2004.  The 

180 billion cell phone subscribers in the U.S. make up only 61% of the country’s population.6 

 

                                                
2 “Riding the big wireless wave: can anything stop the endless summer of profits from Qualcomm's cell phone 
innovation?”  Electronic Business, 29 (10): 54, July 01, 2003. 
3 “Faster, better, smaller.”  Electronic Business, 27 (12): s22, December 2001. 
4 “It's a mobile world for broadband, too.”  Online Reporter: 18, June 18, 2005. 
5 “It's a mobile world for broadband, too.”  Online Reporter: 18, June 18, 2005. 
6 “Entertainment options flourish at CTIA.”  TWICE, 20 (6): 1, March 07, 2005. 
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B. Market Growth 

 The wireless telephone market has grown steadily since the 1980s and is expected to 

continue to grow as more and more people become cell phone users and new technologies and 

features are introduced.   

 While the average cell phone service bill decreased until 19987, the number of people 

subscribing to cell phone carriers – and buying cell phones and accessories – steadily increased.  

This number is still increasing, but now people are also paying more for service.  New features 

such as text messaging, pictures, and ring tones are being used more and more, bringing in 

additional sales to cellular carriers. 

 Sales for the wireless market for 2003 and 2004 and estimates for 2005-2010 are shown 

below. 

U.S. Wireless Telephone Market Sales
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7 Trigaux, Robert.  “FCC vote ends cell phone industry's adolescence.”  St. Petersburg Times, November 14, 2001. 



 13 

 Sales for the cell phone market could grow almost 35% in six years to reach $170 billion 

in 2010.  Cellular service makes up a majority of sales, but phones and accessories are expected 

to have a large percentage growth in this time period.  Percentage growth for cell phone service 

providers, phones, and accessories, and U.S. sales for each segment are shown below. 

Expected Percentage Growth from 2004-2010 

Segment % Growth 
Phones 49.86% 
Service 31.20% 
Accessories 77.18% 
  
Overall Industry 34.40% 

 

 Growth rates for the industry are expected to be between 6% and 15% in the U.S. in the 

next year.  By 2010, growth for cellular service will slow down as a greater percentage of the 

population will have a service plan already.  Phones and accessories, however, will have more 

room to grow, especially with the increase in the number of younger cell phone users.  As the 

market becomes saturated in the United States, companies will begin to focus more on foreign 

markets where fewer people are using cell phones, but the number of users is climbing. 

 An obvious trend driving growth is the convenience of cell phones.  Having easy access 

to a phone makes many lives easier, especially in the increasingly fast-paced society in which we 

live.  They are desirable in the case of an emergency, even more so now that pay phones are 

becoming harder and harder to find (mostly because so many people have cell phones).   

 The industry is growing as technology becomes more advanced.  Cell phones can do 

more, so more people want them.  People are getting to be more comfortable with new 

technologies including cell phones.  Children are growing up not knowing a time when cell 

phones did not exist, and they are the up and coming market for the industry.   
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 Young people, including children as young as 8, are beginning to use cell phones more 

and more.  This also opens the door for greater sales in the personalization market (including 

accessories), as kids like things to be unique, colorful, and fun. 

  Advancement of technology also makes devices smaller, which means they are easier for 

users to wear.  For example, they can more easily be carried in a cell phone holder attached to an 

article of clothing.  This trend could increase the amount of accessories sold and also the amount 

of talk time.  Cell phone users will have easier access to their phones, making more calls and 

using additional features more often.  

 

C. Market Segmentation 

 The wireless market encompasses three main segments: wireless service, handsets, and 

cell phone accessories.  When it comes to sales, the service segment makes up the largest part of 

the wireless market.  This is in part due to the fact that service sales continue on a regular basis, 

unlike one-time or occasional purchases of handsets or accessories.  Revenues drop only when 

cell phone users discontinue service (which is not widespread at this time) or when rates 

decrease.  

 Handsets are purchased less often, but continuing technology improvements allow for 

newer models to replace old ones, maintaining handset sales.  Handset sales also increase as 

more people become first time cell phone users. 

 Accessories account for the smallest part of the market, but will most likely see the 

highest percentage growth as the wireless market matures.  The cell phone accessories market 
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currently generates about $5 billion a year and is expected to grow 10 to 15% per year.  Profit 

margins for accessories range from 60 to 80%.8 

D. Market Expansion 

 As the percentage of cell phone users in industrialized countries approaches the 

maximum possible, expansion of the wireless telephone market will increasingly take place in 

countries with lower penetration rates.  In the U.S. and other countries with high cell phone 

usage such as China, new technologies that can be integrated into cell phones will become a 

greater part of the market.  Expansion will also take place in the accessories market, where 

people can make their cell phone use more convenient or personalized. 

 
 

                                                
8 Noguchi, Yuki. “Portable Gadgets Adding a Little Chic to Geek,” The Washington Post, October 18, 2005. 
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VI. Situational Analysis 

A. SWOT Analysis 
 
 
Strengths 
 

 Dual purpose product (safety cord and antenna) has greater perceived value 

 No similar product on market yet 

 Can be manufactured inexpensively/ high margin possible 

 PI has knowledge of channels to sell product 

 No up-front inventory or cost needed for infomercial sales 

 Financial support for product 

 Enthusiasm and experience of PI 

 
 
Weaknesses 
 

 No current brand name established (“Phone Leash” a possibility) 

 New player in large accessories market 

 No final prototype yet    

 Product is not very attractive at current stage of development 

 No patent filed/assigned 

 There are alternative accessories (separate cord or antenna booster) 
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Opportunities 
 

 Growing youth and teen market 

 Increasing cell phone use 

 Increase in purchase of accessories 

 Increase in outdoor, marine, RV/travel, remote location driving activities 

 Wireless phone users demand better reception even in more remote locations 

 Professions such as construction, those that take place on or near water, those that involve 

a great deal of physical activity, and other outdoor occupations that involve harsh 

environments rely on cell phones in the work place more 

 

Threats 
 

 Copies of product made in foreign countries such as China are sold at a lower price 

 Cell phone users see alternative accessories as better fitting their needs/more useful 

 Bigger competitors such as Bell South can get similar products to the market 

 Cell phone carriers improve reception (for example, by increasing the number of towers) 

 Cell phone manufacturers increase the quality of handsets and built-in antennas, 

increasing reception quality 

 Consumers’ fear of cell phone dangers increase/ research shows that cell phone or 

antennas cause harm 
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B. Issue Analysis 
 

1. How can a memorable brand image be created for the product that will set it apart from 
the many accessories, brands, and companies? 

 
Many memorable brand images have been created from simple safety products.  

The Gear Keeper9 is a similar product brand targeted to the professional fire and police 

industry.  These professionals have radios, flashlights and other equipment they carry and 

need to easily grab and use.  They have become accustomed to the Gear Keeper that 

hooks the device to their clothing for simple use at any time.  The Gear Keeper’s logo 

and features are specifically designed for this market.  They’ve further added new 

specially designed products for the scuba and outdoor hunter/adventurer markets to add 

to the branded image. 

 
The Phone Leash can equally be branded and targeted.  However, instead of 

competing with the Gear Keeper, the Phone Leash could easily exploit a unique brand 

image of the fashionable accessories market for teens.   

 
2. Will the fastest growing markets be interested in and buy the product? 

 

The Phone Leash, branded and targeted as a necessary safety device to the 

fashionable accessories market for teens, would exploit this large growing market.  

Different brand accessories already on the market could supplement the style and benefits 

of this new product.  For instance, the motorcycle market has already created an image of 

chains hanging from the belt to hold big leather wallets.  This accessory has been 

expanded to include knives and keys attached to the chains as well.  Younger people 

                                                
9 Gear Keeper Retractors http://www.gearkeeper.com/  
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could accessorize similarly with their cell phones.  Most youths have no need for the big 

wallet and ring for keys, but a growing majority of youths are carrying cell phones. 

 
 

3. Will a patent protect the product from knock-offs made abroad?  How will this affect 
sales? 

 
Knock-offs are inevitable.  The initial market splash planned with infomercials 

will bring the best benefits.  If the Phone Leash can be brand imaged immediately, like 

the Gear Keeper, the strong splash in sales could level off to a strong ongoing residual 

income.  Website development and link posting with infomercials will help create strong 

association with the brand. 

 
4. Is the perceived value of the product actually greater than that of two accessories that, 

when used together can serve the same purpose of the product? 
 

The Phone Leash provides a strong safety feature.  Other products which can be 

used to secure the phone are designed as a mechanical function only accessory.  Most 

products are black plastic, inexpensive and unobtrusive.  The Phone Leash sold as a 

fashion accessory, which has added security and reception benefits, provides for a 

completely different brand.  The antenna booster is a device hidden from view, while the 

Phone Leash could be marketed as the new fashion accessory of the 21st century.  Youth 

can control and leash their phones to keep in touch with family and friends, but also send 

messages, snap spontaneous pictures or listen to the newest music. 
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5. How quickly must the product arrive in the market? 
 

The quick infomercial technique for creating a strong fashionable brand is an 

opportunity that anyone can exploit now.  The Phone Leash needs to be completed, tested 

and marketed as quickly as possible.   

 
 

6. How can this product succeed over bigger players if/when they develop and market 
competing products? 

 
Creating a unique brand with targeted marketing could circumvent the large 

player strategies.  When the products are mass marketed the strong start with quick drop-

ship delivery will provide a likable economical brand which will take competitors time to 

catch up with.  If the infomercials create a strong splash with the youth market, bigger 

players will only be offering knock-offs that resemble the original.  

 
7. How can the new product become well-known in the large accessories market? 

 

With the sudden plash of infomercials and a quick delivery of aesthetic and 

functional Phone Leashes, the fast growing teen market might make it a well-known 

product by itself.  With the high cost of cell phones whenever a teen loses, or drops a 

phone, it can mean a big expense.  The teen market will be the first to respond to the 

“accessories feel” of the Phone Leash but also might be the best to benefit from the safety 

features as well. 
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8. How will reception improvements by cell phone carriers and handset manufacturers 

affect sales of the product? 
 

Whether other market forces increase the reception and quality of calls or not, the 

Phone Leash antenna feature will still be valuable.  People will always lose calls when in 

buildings or driving under bridges.  Improved reception will always be necessary.  It 

might not be a critical feature for this product, but more of an added benefit to make the 

Pone Leash more unique.  There will always be times when phone reception is affected, 

making the antenna feature that much more beneficial. 

 
 



 22 

VII. Competitive Analysis 

A. Competitors 
 

There are no direct competitors to this device, but the closest thing available on 

the market would include the combination of a cell phone tether and a cell phone antenna 

booster.  The market price for cell phone tethers ranges from $15.99 to $24.99.  What is 

available at these prices ranges from a simple spring cord attachment to a retractable 

tether with proprietary cell phone attachment.  The market for antenna boosters ranges 

from $1.99 to $19.95.  What is available at these prices range from a simple circuit board 

type sticker to an add-on mini-antenna.   

 

B. Summary of Competitive Analysis 
 

Since there is no direct competitor on the market, it is very difficulty to perform a 

direct competitive analysis.  Using the separate cell phone attachments and boosters, this 

product should be competitive, as long as it is both marketed and priced appropriately.  

The price of the device will be set at $15.95, which is according to the average market 

pricing of selected cell phone tethers and boosters. 
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VIII. External Market Influences 

A. Economic/Market Environment 
 
Overall Economy 

 The economy could affect the sales somewhat.  If the economy is doing well, people will 

spend more money on extras such as more talk time, the use of more per-use charged features, 

and purchase of newer phones and accessories.  The opposite is true if the economy is not doing 

so well. 

Technology 

 Advancements in technology keep people wanting more.  When there is always 

something new being offered, there are always people who have to have it.  This has occurred in 

the cell phone industry with smaller phones, color phones, picture phones, and phones that play 

music.  Development of new useful and fun accessories such as hats, sunglasses and clothing 

with built-in cellular microphones also fall into this category. 

Safety 

 Safety concerns about cell phones could negatively affect the industry.  Such concerns 

have been raised in the past, but they did not seem to have a large effect.  Recently the Supreme 

Court rejected an appeal by the cell phone industry that would have stopped class-action lawsuits 

over potentially dangerous radiation emissions.  Events such as these could both harm and help 

the industry.  If technologies evolve that make cell phone use safer, these devices could greatly 

increase sales. 
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Seasonality 

 Holiday months may have a slight impact on the industry if cell phones and related 

products are given as gifts.  Some accessories and devices may be used and purchased more in 

warmer months, such as accessories that increase reception when in remote locations (for 

boating, camping, etc.) 

 

B. Risks and Challenges 
 

Creating a unique brand with targeted marketing could circumvent the large player 

strategies.  When the products are mass marketed, the strong start with quick drop-ship delivery 

will provide a likable economical brand which will take competitors time to catch up with.  If the 

infomercials create a strong splash with the youth market, bigger players will only be offering 

knock-offs which resemble the original.  

The riskiest event that may occur will be the availability of competitors to this device.  

There is currently a patent for a cell phone lanyard/antenna owned by Bell South.  If and when 

this device is introduced to the market, it will have a negative effect on our device by either 

improving on it, or by taking away market share.  In addition, Bell South may want to bring 

litigation against our device for infringement of their patent.  For this reason, our device should 

be placed in the market as soon as is feasible, as well as begin seeking patent protection to cover 

any possible litigation scenarios.   

Another challenge is going to be getting the device to market in both a cheap and timely 

manner.  According to the inventor, the device is going to be marketed using infomercials.  The 

stipulation is going to be placed in the infomercial to await delivery of the device in 4 to 6 
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weeks.  This time period would allow manufacturing in China and shipment either directly to the 

customer or to a central dispatch location here in the U.S.  A possible drawback to this scenario 

is the reliance of delivery on timely manufacturing.  A reliable manufacturer has to be contracted 

for production, as well as a dependable shipping carrier here in the U.S.  Without these, the 

device may garner negative publicity which would deter future purchases. 

Finally, the touting of the antenna as a “booster” still has to be proven to allow effective 

marketing of the device.  Without this, any sales will have to be done on a conditional “may 

improve reception” basis.  Several risks have surfaced through the development of the Phone 

Leash.  This includes: 

• The unique brand that is immediately copied and the market is saturated with knock-offs. 

• Patent is not strong or unique enough and large competitors file a patent infringement 

suit. 

• Phone Leash antenna reception qualities come into question, where FCC or others require 

additional testing. 
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IX. Resources Required/Available 

A. Personnel 

The Phone Leash was developed by Mr. Frank Bates.  He contacted USF’s Entrepreneur 

Center in Tampa where he spoke to Dr. Fountain about his interest in developing a patent on this 

new product.  Dr. Fountain signed a disclosure for USF and invited Mr. Bates to present his 

invention to the Strategic Market Assessment class of Fall 2005.  Mr. Bates invention was 

assigned to our team. 

Our team has brought in several other professional consultants to assist in the product 

development.  This included Herb, a Patent Attorney with over 30 years experience; Sam, a 

metal shop crafter with over 25 years experience; and Anthony, a manufacturing specialist 

selling over $12 million last year through website advertisement of the drop-shipped imported 

products from China. 

B. Facilities/Equipment 

All personal are using there own resources and equipment.  Consultants are billing Mr. 

Bates directly for their time and expenses.  Mr. Bates has the option of renting space from 

Anthony to store the next shipping container of product from China or finding another location 

for storage.  Anthony has several product distribution companies operational already and has 

provided Mr. Bates with another contracting option for drop shipping the Phone Leash to 

consumers.  In addition to the storing and drop-shipping, Anthony may provide a website with 

ordering options for a continued revenue stream long after all Infomercials have been aired. 

Sam at the shop has completed the first prototype for testing and is working on a finished 

commercial product for the infomercials.  The original design specifications were for a spring 
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made of beryllium copper as listed in other patents for better antenna reception.   Beryllium 

Copper costs far exceeded the expected sales price for the finished product, so other materials 

were found for the spring.  Additionally design specifications identified Antenna Adapter 

Cable Item No. 354002 from Wilson Cellular Solutions to connect the spring antenna to the 

phone.  However, the Motorola i710 phone provided by Mr. Bates for construction of the 

prototype utilizes item No. 340007 from Wilson to connect antennas.  To install this item, the 

existing antenna is unscrewed and discarded.  After consulting with Mr. Bates, Sam used the 

discarded antenna to create a suitable connection to the new spring antenna prototype.   The 

finished product is now being tested by the USF Cellular Electronics Lab. 

C. Funding 

Mr. Bates has fully funded all operations: 

• Prototype development & constructions      $500 
• Patent Development    $5000 
• Infomercials $23,500 
• China trip and contracting   $5,000 + 10% 
• Initial container of product delivered $12,650  

D. Intellectual Property (IP) 

1. Patents 

Patent development completed by Herb is nearing completion.  Mr. Bates contacted Herb 

to pursue patent development immediately.  The patent drawings are half finished as contracted 

out to a professional plate artist.  The patent search has been completed which added another few 

similar patents to the four the team already found (see Appendix  - Patents).  The other US 

Utility Patent documents are currently being prepared and are due to be filed before Christmas. 
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2. Other 

Product copyrights for creating a brand images are underway.  A new product company 

was started to match the sales website, brochure and additional products.  Team member are also 

considering beginning a patent development company to utilize resources in future 

developments. 
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X. Projected Sales 
 
 

Historical and Projected Sales for Wireless Telephone and Cell Phone Accessories Markets  
Sales in $Millions 
  

A.  
 

 Historical 
B.  

Projected 
 Year 

T-3 
Year 
T-2 

Year 
T-1  

 
Year 1 

 
Year 2 

 
Year 3 

 
Year 4 

 
Year 5 

 2003 2004 2005  2006 2007 2008 2009 2010 
Overall 
Industry 
(Wireless 
Telephone 
Market) 

108,285 124,360 136,413  145,966 152,628 158,233 162,596 167,146 

Specific 
Market  
(Cell Phone 
Accessories) 

4,132 4,545 5,000  5,500 6,050 6,655 7,321 8,053 

% of Overall 3.82% 3.65% 3.67%  3.77% 3.96% 4.21% 4.50% 4.82% 
          
Product          
    Best Case     100 110.00 121.00 133.11 146.42 
    Worst Case     5.00 4.50 4.05 3.64 3.28 
    Most Likely     30.00 33.00 36.30 39.93 43.93 

      % of Overall     0.02% 0.02% 0.02% 0.02% 0.02% 
      % of Specific     0.55% 0.55% 0.55% 0.55% 0.55% 

 
 

 Sales of the overall industry (wireless telephones) were found by adding the sales of 

cellular phones, service, and accessories.  The table below outlines sales for the segments of the 

wireless telephone market. 

 
Historical and Projected Sales for Wireless Telephone Market 
Sales in $Millions 
  
 Historical  Projected 

 
Year 
T-3 

Year 
T-2 

Year 
T-1  Year 1 Year 2 Year 3 Year 4 Year 5 

 2003 2004 2005  2006 2007 2008 2009 2010 
Phones 9,091 10,171 10,783  11,391 12,340 13,313 14,245 15,242 
Service 95,062 109,644 120,630  129,075 134,238 138,265 141,030 143,851 
Acessories 4,132 4,545 5,000  5,500 6,050 6,655 7,321 8,053 
Overall Industry 108,285 124,360 136,413  145,966 152,628 158,233 162,596 167,146 
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 Cell phone (handset) sales for 2003 and 2004 and forecasted sales for 2005-2008 were 

taken from Consumer Electronics Association data.10  Since growth was fairly steady for these 

years and growth in related segments is expected to continue, we used the average growth from 

2005-2008 (which was 7%) to predict sales for 2009 and 2010. 

 Service sales for 2003 and 2004 were found by multiplying the total number of 

subscribers by the average monthly service plan bill11 and then multiplying that value by 12 to 

get annual revenue.  To determine projected cellular service sales, we used the percentage 

growth in subscriber base12 for corresponding years. 

 Sales in 2005 for the specific market (cell phone accessories) were $5 billion and are 

predicted to grow 10-15% each year.13  The projected sales for 2006 to 2010 increase by 10% 

(the most conservative estimate) and sales for 2003 to 2004 are decreased by 10%. 

 Projected sales for the product were estimated based on sales of competitors of various 

sizes.  Sales of large companies like Motorola are much higher than would be obtainable by a 

relatively unknown player in the market selling a new product.  Sales will probably also be lower 

than that of smaller companies, but if successful, the product could generate significant revenue. 

 

                                                
10 “The pulse of our industry.”  Electronic Design, 53 (14): 27, June 30, 2005. 
11 “CTIA: '04 subscriber gains are second-best in history.”  TWICE, 20 (8): 16, April 04, 2005. 
12 “Entertainment options flourish at CTIA.”  TWICE, 20 (6): 1, March 07, 2005. 
13 Noguchi, Yuki. “Portable Gadgets Adding a Little Chic to Geek,” The Washington Post, October 18, 2005. 
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XI.  Options 
Final options we have considered in the development of the Phone Leash cellular 

accessory include the incorporation of a patent development group to continue utilizing the 

professional contractors brought together for this project.  Mr. Bates knows several other patent 

developers who will easily benefit from the operations exemplified by our team.  Additionally, 

bringing the staff together for developing an infomercial and the proper marketing methods 

allows for patent holders to get their products earning income before incurring any significant 

expenses.   

Our team was able to take the original idea through a prototype, testing and market brand 

targeting within the time frame of a short 16-week class semester at USF.  Each of these steps 

significantly increased the opportunity for success of the Phone Leash.   
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XII. Conclusions and Recommendations 
 

Several things remain to be worked out with our device.  These include: 

• Creating a corporation to shield personal assets 

• Manufacturing a prototype that is both functional and visually appealing 

• Getting the manufacturing infrastructure in place 

• Setting up the infomercial to market our device including: script, on air persona, 

filming and distribution 

• Setting up a location for distribution of the product as orders come in 

Once these points are addressed, further work can be performed on research and 

development of future products.   

 

Our recommendations include the following: 

• Patent protection should be addressed as soon as possible 

• Manufacturing costs should be calculated according to Chinese manufacturing 

• Shipping costs should be calculated according to weight range of device and using 

standard ground method 

• If possible, get a celebrity to help market device 

• Lease a warehouse here in Tampa as a central processing location 

• Members of SMA team will continue on as consultants to see progression of 

device from idea to product 
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XIII. Implementation Program 
 

The following is a timeline of events that need to be accomplished to get the product on 

the market: 

a. A provisional patent needs to be filed as soon as possible to protect the individuality of the 

device in the market place.  This will also allow us to place a “patent pending” descriptor 

in all marketing information, adding a little more legitimacy to the device. 

b. Prototype needs to be finished and perfected as soon as possible.  Included in this is 

finalizing the materials of construction and any specifics not handled during creation of the 

prototype.  This prototype will be used as a template for future production runs, as well as 

being used in marketing of the device. 

c. A manufacturing company has to be contracted to build full product.  A possible company 

is already being looked at, with costs and logistics associated with manufacturing of the 

device as major concerns. 

d.  A company needs to be contracted to produce both a 30 second and a 30 minute 

infomercial.  Included in this process is deciding who will be the spokesperson for the 

device (celebrity, Mr. Bates, etc…), what the theme will be for the infomercial, finalizing 

a script and deciding where and when they will be broadcast. 

e. A decision has to be made on what the final price of the device will be.  This will be 

determined by a marketing assessment of current devices available on the market which 

most closely resemble our device.   

f. A company needs to be created to handle all the business aspects associated with this 

device.  This will also shield all parties involved from possible litigation involved with 

using device.  
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g. A decision has to be made whether to use a warehouse or a personal house (Mr. Bates’s) to 

store inventory and use it as a central receiving and shipping facility.   

h. A carrier needs to be contracted to take care of all shipping needs.  This will determine 

costs and timelines associated with shipping the device to the customer. 

i. A plan of action needs to be created to give guidelines in the creation and running of the 

company.  These include the following: 

i. All job positions available and their responsibilities. 

ii. Marketing background for the device and all financial aspects associated 

with the device (costs associated with the device, including front and back 

end). 

iii. Having an accounting system to keep track of costs and inventory. 

iv. Having contingency plans if one of steps in the process fails (i.e. have 

secondary plans for manufacturing site, shipping carrier, etc…) 

j. Research has to be started on the benefits of the extendable antenna.  This includes 

contracting USF to do the research. 
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XIV. Appendix 
 
1. Patents 

2. Competitive Products 

3. Important Documents 

4. Marketing Information 

5. Marketing Assessments 

 

  



                  

Patents 
 

1. Tethering System for Personal Electronic Devices 

2. Retracting Tether for Cell Phones, Pagers & PDA’s 
3. Cellular Phone Leash 

4. Retractable Holder 

5. Retractable Cord for a Mobile Phone or Other Wireless Device 

6. Holder for an Electronic Device 
7. Retractable Tether System for Cellular Phone 

8. Combination Lanyard and External Antenna for Wireless Communication Device 

9. Multi-strap Holder 

10. Connector with Strain Relief 


