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It is far more fun to 
imagine a perfect 
future than admit an 
imperfect present



Building engagement requires an honest assessment of who you really are
• Where are your areas of expertise? 
• Does the outside world agree?
• On what do you base this assumption?

Do not try to be Stanford, Oxford, or KU-Leuven
• Be yourself
• You do not have their ecosystem
• Look underneath for the key principles about those organizations you like and try to reproduce it in your 

own way

Define Who You Are, Not Who You Want to Be.
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What Are the Principles of Engagement
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Company
• Access to knowledge workers
• Access to emerging technology
• Access to consultants

University
• Job creation
• Relevance
• Funding
• Commercialization



Who Are the Stakeholders?
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• Faculty
• Students
• Head of Research
• Technology Transfer
• Fundraising 
• Economic Development

• “Universities are a collection of individuals gathered together by a shared dislike of 
parking options.”



Why Does Engagement Fail?
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• Failure often happens due to an inability of universities to communicate internally

• If we force internal communication we’re more likely to find the proper approach by 
happy accident

• Speak to companies about their needs, not about our needs



Top 10 Reasons for University-Industry Engagement
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1. Career/Workforce
2. Research
3. Licensing
4. Technical Assistance
5. Physical assets
6. Executive Development/Management Training
7. Athletics
8. Branding
9. Purchasing
10. Teaching



Our goal is always to build a 

“multi-threaded” relationship. 

We seek to move any 

relationship from personal to 

institutional. 

OUR PURPOSE
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Engagement Strategy, Part 1
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1. 30-60 minutes in one-on-one discussion for needs assessment
• Goal: Is this company a potential multi-threaded partner?
• If yes—move forward
• If no—hand off to the person most able to help the specific need

2. Corporate Engagement and Associate Dean(s) visit company, always at their site
• 2-3 hours of listening

3. Goal: Discover 4-5 unmet needs that we can potentially serve
4. Share company needs within university and work with colleges to find specific 

individuals with capacity to potentially solve the specific problem
5. Individuals prepare 5 minute “presentation” of how they think their area can 

address the needs as described
6. Invite larger company group back to UNH to meet with larger needs-specific group

• 2-3 hour conversation focused exclusively on company needs
• Research areas are only described based on their relevance to the problems at hand



Engagement Strategy, Part 2
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6. Coordinate a return visit(s) for more specific meetings, tours, 

discussions with a focus on finding 1-2 projects that can be started in 1-

3 months.

7. Hand over responsibility for final matching to the scientists but 

coordinate overall effort.

8. Goal is to create a master collaboration agreement.



You will be amazed at how many universities fail to ask the simple question about what 
the company needs.

Have to move the conversation beyond workforce. Everyone needs employees—good 
engagement is about all the other parts.

This strategy should work to move 4-6 major discussions forward each year.

Summary
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