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Use a comprehensive
reporting process to solidify
industry relationships

A standardized method for universities to report
on their relationships with corporate partners may be
the Holy Grail of corporate relations, but so far it has
remained elusive. In lieu of such a find, universities are
streamlining processes for gathering and reporting the
details of their partnerships, with attention to the cul-
ture and structure of their own institution and cus-
tomized to the specific needs of each corporate partner. 

Although each university is different, and report-
ing is mostly customized for each company, the fun-
damental aspects of reporting on university-industry
partnerships are the same for universities of all sizes.
For one thing, the person or persons who are report-
ing to companies must have a solid understanding
and knowledge of what is going on in the partner-
ship, and they must also have enough institutional
knowledge to know where to go for the information
they need to convey to the company partner. 

Why customization is essential

The Ohio State University has several units that
might get an incoming request for reporting from cor-
porate partners, but the requests always are handled
by the Office of Corporate Engagement. The office
also gets requests that have been gathered by its own
team of engagement managers, each of whom has
their own portfolio of key strategic partners. 

When the engagement managers at OSU meet
with the corporate partners, they ask about their
needs in five key areas: research, talent, continuing
education, commercialization, technology transfer,
and philanthropy. 

Even with the five defined areas of interaction
with partner companies implemented at OSU, the
type of presentation back to the company varies. “We
talk to companies about how to improve our relation-
ship,” said Edward Pauline, director of business
development at OSU. “We tell them we’re going to
help them build a strategy of people on campus to
help them with a solution. As part of that process,
we’ll be developing a report for the company based
on that activity.”

There are many factors that affect how that
report will be customized. It may be tailored to the
type of funding, the length of the relationship, or the
type of formal agreement. Other critical factors could

be the length of time the company would like the
report to be based upon or the requirements of its
recruiting department. “It could be for the last five
years or the last year. Those timeframes provide sig-
nificantly different numbers,” said Pauline. “When it
comes to talent, if a company has a mature, well-
resourced recruiting arm, they might want different
statistics about the recruiting than a business without
that mature structure.”

“A lot of that will depend on the company we’re
talking to,” said Pauline. “If we’re talking to a person
who has a role of visibility across the enterprise and
can talk intelligently about the five areas that I dis-
cussed earlier, that document is highly useful. If it’s a
person in a specific role, then that report would be
customized to that person’s area of expertise. We
haven’t identified the Holy Grail for company reports
-- that’s something I would love -- but the uniqueness
of each partner we have requires that customization.”

Too much information

At Caltech, the Office of Technology Transfer
and Corporate Partnerships is the central location
that handles reports to industry. Mary Beth
Campbell, director of corporate partnerships, notes
that the institution has abandoned standardized end-
of-year summaries altogether, because they were
delivering more information than the company want-
ed or needed. “We found that it’s more important
instead to have someone on our side -- an alliance
manager -- and someone on their side, and that there
is regular communication between them. If there is
any information the person from the company side
needs, they know where to go for that information,
and that we can help them pull it together.” 

At Carnegie Mellon University, separate units in
the schools and colleges handle their own reporting
to partner companies. The move from a single point
of contact to a distributed model of corporate rela-
tions staff was made a few years ago to strengthen
relationships with the faculty and to ensure a deep
understanding of the research. “We walk down the
hall to visit with the faculty to understand their
research as opposed to walking across campus,” said
George Darakos, director of partnerships at CMU’s
School of Computer Science. “It makes a difference.
Relationships are everything. When you have a
strong relationship with the faculty, the better you
can advocate for them outside of the university.”

The distributed model raises the need for inter-
nal communication. “If a company is interested in
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research that’s more engineering-focused, I reach
out to the College of Engineering,” said Darakos. I
don’t have as big a grasp on everything going on
over there, which is why it’s nice to have a team like
us there. It creates more touch points on campus,
which I think is good.”

Darakos relies on a team of three to five people
who focus on industry and government relationships.
Each team member has a portfolio of companies for
whom they are the liaison on campus. “We guide the
companies, depending on their interests,” said
Darakos. “If they say we want to connect with peo-
ple, we help them connect. Our job is to understand
the needs of the company, which will vary.”

The report generation process

The customization process begins at OSU dur-
ing meetings with corporate partners, after which
OSU relationship managers submit a research
request form. The form was created to provide
some structure around incoming requests for cus-
tomized research reports. (To view the form go to
http://techtransfercentral.com/ttt718-caltech/.) 

What should be included in a report for a corpo-
rate partner? Pauline notes that “the most important
thing to understand is that something may be inter-
esting, but not that useful to the company. We want
to be sure that the content is something that they will
look at and that it’s relevant to the company’s needs
before we take the time to create it,” he emphasized.

When a report request is submitted, the OSU
Office of Corporate Engagement first talks internally
about how they can bring the right academic partners
together to present back to the company.The first step
in generating a report is to engage the lead
researcher, who can reach out to the appropriate per-
son in the various offices throughout the university. 

“The university, and I’ve found most universi-
ties, don’t really have an easy way to get snapshots of
information,” said Pauline. “There might be five dif-
ferent databases. In the absence of a very specific
request, it’s hard to know where we go for the infor-
mation. Do we need to mine our recruiter relations
system, one of our three employer relations systems,
our database for sponsored research agreements, or
our philanthropic database? Our researchers are
always trying to figure out which database to pull
this information from. We have a data services spe-
cialist who is responsible for hunting down this type
of information.”

An engagement map

Improvements to overcome the obstacles present-
ed by multiple data sources are in the works. The
office uses Salesforce to manage opportunities and
interactions with partner companies as well as poten-
tial future partners. “This has been a tremendous
help,” said Pauline. “We’re working towards
[Salesforce] being our campuswide CRM. We’ve also
developed through a partnership with the Industry
Liaison Office and our Corporate Relations Office over
in Advancement, something called a corporate
engagement search tool. Anyone on campus can go to
the website, enter a company name, and it will give a
snapshot of activity and will pull data from the vari-
ety of databases that I mentioned earlier.”

The Office of Corporate Engagement uses the
services of OSU’s Business Intelligence and Mapping
Unit to provide an “Engagement Map” -- a map with
the company at the center and arms showing where
the company is engaged at the university. “It gets
very specific, it goes down to the individual
researchers and departments,” said Pauline. “This is
created either at the request of the company or for
one of our people who is going to make a visit to the
company. We are trying to reduce the ‘dumb factor’
internally about what’s going on between our univer-
sity and the company. The worst thing is to go into
the company and they bring up some sort of engage-
ment that you’re not aware of. That distracts the
entire conversation.”

For key accounts, the OSU engagement office
creates a Stewardship Report, which is presented in
magazine format similar to what is produced by the
Advancement Office for donors to the university. The
office employs a marketing communications director
who customizes the documents and ensures that uni-
versity branding is consistent. 

Reporting in three categories

Caltech has three categories of company partners
-- corporate partners, industry partners, and strategic
partners -- and methods of reporting are different for
each group.

Corporate partners are part of the Corporate
Partners Program, which is a paid membership pro-
gram costing $50,000 and providing these benefits: 

• Concierge Access to Caltech Faculty
- Faculty Meetings at Caltech
- Faculty Visits to Company
- Research Roundtables with Faculty
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- Technical Research Service
• Sponsoring a Partial Scholarship or SURF

Student
• Networking and Insider’s View Opportunities
- Corporate Networking Events
- Invitations to Caltech Conferences and

Seminars
- Caltech Publications
- Corporate Partnerships Newsletter
- Annual Activity Report
These are typically companies that want to learn

more about how they might work with Caltech in the
future, and they are given one-on-one attention from
someone from the Office of
Technology Transfer and
Corporate Partnerships. “It’s real-
ly hand-holding to help them fig-
ure out the best way to work with
Caltech,” said Campbell.

The process of generating
reports for the corporate partners
starts with a conversation. “We sit
down and write out what our
objectives are for the year,” said
Campbell. “We point out what
metrics they would want to see.
We do this on a company-by-com-
pany basis. Usually it’s that they
want to be exposed to research in
areas XYZ or that they want to get
students involved as interns.” At
the end of the year, the corporate
partners receive a “glossy” report
of the metrics. (See Figures 1 and
2 for samples of the action plan
and summary report.) 

All companies sponsoring
research at Caltech are referred to
as industry partners. Typically,
their reporting requirements
include receiving the written or
verbal research results from the
researcher. Partnership officers
from the Office of Technology
Transfer and Corporate
Partnerships sometimes also help
the faculty member report out to
the industry partner. “We also like
to share with them, to the extent
that we have a relationship with
them, any qualitative stories that

came out of the project,” Campbell says.
Caltech’s strategic partners are industry partners

who have committed a certain amount of money for
a period of time, often in more than one area --
research and gifting, for example. The university
holds an annual, or sometimes twice-annual, research
day for strategic partners where they a provided
updates on all their projects. “The strategic partners
also tour the labs if they have contributed money for
purchasing equipment, or they meet with students
who are benefitting from the partners’ gifted fund-
ing,” Campbell adds. 

The Office of Technology Transfer and
Corporate Partnerships provides a corporate liaison
for each corporate and strategic partner, who is
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Figure 1

Source: Caltech Office of Technology Transfer and Corporate Partnerships 
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expected to know everything about the relationship.
“For industry partners,” said Campbell, “it depends
on the project and how much the faculty member
wants the office’s support. It also depends on how
much we feel there is a possibility to build on the
relationship and for it to grow into more than a sin-
gle sponsored research project.” 

The office’s backend system that keeps track of
industry-sponsored research agreements and func-
tions as a CRM provides critical support for their
reporting activities. “We can measure touch points to
a company,” said Campbell. “This
also benefits us internally for
when we go out to meet with a
faculty member. We can quickly
pull a list of all the projects they
have going on and we can see his-
torically what they’ve done. And
we can ask them how it’s going
and then update the CRM
throughout the year. Then it’s
much easier for when there is a
request for information from a
sponsor, we can quickly pull up
that information in our database.”

Show breadth of activity

Good reporting can lead to
better, deeper relationships
between a university and its part-
ners because it can raise aware-
ness of the breadth of a universi-
ty-industry partnership, Pauline
stresses. 

“A person may think they’ve
only been doing a lot of research
with Ohio State, but come to real-
ize that we’re doing a lot of
recruiting, our foundation’s been
active with the institution, they’ve
licensed a couple of products from
the institution -- that sort of com-
prehensive narrative. The appreci-
ation that develops for the overall
relationship leads to more oppor-
tunities to arise, because it demon-
strates that overall we have a very
good working relationship,” he
said. “We have a good sense of
what the activities are. We’re now

aligned on messaging back to the company. There’s
comfort in knowing that we know who is actually
doing work for the company. That eliminates some
frustration that might develop otherwise.”

If reports to industry are to be meaningful, the
university needs to have a process in place that
enables their corporate relationship managers to cross
over into all the areas of industry activity and get the
data needed to offer a comprehensive picture, Pauline
adds. The process may vary from university to uni-
versity, but the end result is better reporting that
leads to better university-industry relations.
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Figure 2: Caltech-InGen Partnership Summary

Source: Caltech Office of Technology Transfer and Corporate Partnerships 
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“If there is an example where I can say, our
relationship with Company X behaved exactly like
Company Y, here’s what we do to satisfy their
reporting needs, that would be awesome,” said

Pauline. But until that happens, reports for OSU
and other universities will be customized for each
company partner.

Contact Pauline at pauline.2@osu.edu; Campbell at
marybeth@caltech.edu; and Darakos at
gdarakos@andrew.cmu.edu. u

Use this top 10 list 
to host a successful 
corporate open house

Earlier this year, the University of Texas at Dallas
hosted their second annual corporate open house.
With representatives from over 100 companies
attending, 2018’s open house was a successful contin-
uation and expansion of their inaugural 2017 event. 

Furthering the goal of developing partnerships
and promoting engagement opportunities, the school’s
open house featured panels about the university’s
innovation and entrepreneurship programs, research,
and a series of TED talk-style presentations from stu-
dent researchers working with industry partners. 

“The University of Texas at Dallas has a long his-
tory of collaborating with industry partners,” said Dr.
Kyle Edgington, vice president for development and
alumni relations at UT-Dallas. “As part of our efforts
to strengthen alliances and to build new partnerships,
the annual Corporate Open House allows us to show-
case student projects and organizations, research, and
recruitment opportunities that may spark further
engagement with industry.”

According to Leslie Crawford, assistant director
of corporate relations at UT-Dallas, the school’s
Corporate Open House was modeled closely after
University of Wisconsin at Madison’s Corporate Day
on Campus. 

“Two years ago, a UTD representative visited the
UW-Madison event, and we adapted from there,”
said Crawford. “Our event started in 2017 with 120
attendees from over 70 companies. In our second
year, we grew to 200 guests from 100 companies.”

UW-Madison’s corporate open house has experi-
enced similar success and growth. Since UW-
Madison’s inaugural event in 2012 with representa-
tives from 40 companies ranging from manufacturing
and biotech to construction and food production, the
school’s open house has grown to 90 companies from
seven states in 2017. That track record of excellence
caught the attention of not just UT-Dallas, but also
the University of Illinois (UI). 

“Modeled after the success of UW-Madison
Office of Corporate Relations, the goal of our inaugu-
ral Industry Open House was quite simple,” said
Katheryne Rehberg, associate director of corporate
relations at UI. “We wanted to make certain that cur-
rent or potential corporate partners had the right con-
nections on campus to best develop a relationship
that suits their company needs.”

Top 10 keys to successful open house

A prime example of universities learning from
each other to elevate outcomes, UT-Dallas, UW-
Madison, and University of Illinois have now pooled
their event experience and know-how to develop a
top-10 list of best practices for hosting successful cor-
porate open houses:

1. Secure buy-in from key leadership. Work
closely with the president’s office to gain consensus
and approval for the event, which in turn will allow
for greater support from deans, directors, and indi-
vidual departments to build a steering committee.

2. Limit the event to one location. While event
hosts are often eager to show off the best features of a
campus, it’s best to limit a corporate open house to
one location to avoid losing participants midway
through the day. 

3. Messaging matters. Work closely with the uni-
versity’s marketing team to develop a strong messaging
strategy. Communicate event goals through the invita-
tion, website, open house agenda, and advertising.

4. Establish clearly-defined expectations and
goals. Help presenters align their message to event
goals, using the open house as an opportunity to
showcase broad university expertise.

5. Develop a strong contact list through trusted
relationships. Share a vision for the event through a
central university office to help break down barriers
and silos. Communicate openly and copy all partici-
pating contacts to help support collaboration.

6. Build strong content. Consider industry
trends in establishing the event theme, as well as rele-
vance to the target audience. Select dynamic speakers
who will engage and provide attendees with impact-
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