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Workshop overview and objectives

CAP definition for this

workshop:

A Corporate Affiliate

Program is organized by

a university and includes

multiple corporate

members to create a

forum for a specific

research area, to connect

students with industry, or

to connect companies

with the academic

community.



Perspectives on Successful Corporate Affiliate Programs

Session 1
Monday, March 23, 2020   11am – 12:15pm EST  

15mins UIDP Academy Workshop: Perspectives on Successful Corporate Affiliate Programs
Andrew Cockerill, UIDP

Welcome, Workshop Goals, and Introductions
What  is a CAP? Why establish a CAP and where does it fit in the Partnership Continuum?

20 mins Factors to consider upfront and key steps to establishing a successful CAP
Todd Cleland, Senior Director, Corporate Relations, University of Washington

10 mins Q&A

20 mins CAP Case Study: Carnegie Mellon University Cy Lab Security and Privacy Institute
Arturo Pizano, Program Manager, University Collaborations, Siemens
Terri Deasy, Associate Director of Partnership, Cylab

10 mins Q&A

End Session 1



Perspectives on Successful Corporate Affiliate Programs

Session 2

Monday March 23rd 3:00 – 4:15 pm EST  

5 mins Welcome back
Andrew Cockerill, UIDP

Recap of first session and outline for this session

20 mins CAP Case Study: UC San Diego’s Corporate Affiliates Program
Cody Noghera, Executive Director, Corporate Research Partnerships, Jacobs School of Engineering

10 mins Q&A

15 mins Company perspectives on CAPs 
Arturo Pizano, Program Manager, University Collaborations, Siemens

What is the value of a CAP to a company ? What are the factors to consider before joining a CAP?

10 mins CAP Q&A with the presenters
Have we answered all your questions?  

10 mins Summary of Key Insights The Quick Guide







Case Study

Case Study



Factors to consider upfront:
Key Steps to Establishing a Successful CAP
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Topics

1) Types of Corporate Affiliate Programs

2) How to Start an Affiliate Program

3) Affiliate Program Examples from UW

4) Closing Comments



Types of CAPs

Gift-based Programs

• Gift-based (zero/low indirect costs)

• No exclusive member benefits; stewardship activities ok

• Activities may  include annual open house, recruiting event, advisory board 

seat

• Member fees typically in the $2-$10K per year range; fees may vary by 

company size

• Simple gift agreement

Research-based programs

• Research-based (indirect costs)

• Member fees fund research

• Benefits may include gift program activities PLUS exclusive member 

benefits (e.g., direct funding for research, web site, IP rights, prepublication 

research access,)

• Typically in the $10-$100K per year range

• Require formal membership agreement (through Office of Research)



Comparison

In general, gift-based programs cannot include any exclusive
benefits not available to the general public

Gift-Based Research-Based Sponsored Research

Payment Type Gifts Membership Fees Grant or Contract

Indirect Costs No/Low Yes Yes

Industry Day Yes Yes

Recruiting Yes Yes

Advise Research Yes Yes

Direct Research No Yes Yes

IP Access No Yes Yes

Website Open Members only

Prepublication No Yes Yes

Advisory Board Yes Yes



Possible CAP Member Benefits

• Events

– Annual Industry Event 

– Recruiting event

– Invitation to lectures & special events 

• Research access

– Public website with research info

– Members-only website with research 

papers, slides, etc.

– Seat on industry advisory board

– Sponsorship of named graduate 

fellows (extra $)

– Voting on allocation of research funds 

(advisory)

• Education

– Short courses & continuing education

• Customized Interactions

– Company campus visit

– Student internships

– Employee-in-residence

– Faculty liaison to company

– Researcher visits to company

• IP

– Tailored communication on IP 

filings

– Non-commercial NERF

– Option to negotiate royalty-bearing 

license

Note: Gift-based programs 

limited to benefits in RED



Gift-based Affiliate Program

• Pros

– Simple agreement

– Less expensive; easier to sign 

up companies

– May be able to signup more 

companies

– Less effort to operate and 

manage

– Tax benefit of gift

• Cons

– Shallower relationships

– Can only offer limited, non-

exclusive benefits

– Less $ per company

– Typically does not provide 

research funding(*)

*Interested companies could, of course, 

choose to sponsor research through the 

usual  process



Research-based Affiliate Program

• Pros

– Deeper relationships

– Can offer exclusive 

benefits

– More $ per company

– Can provide funding for 

research

– Clear value proposition; 

leveraged funding

– Better for health-care 

companies (gift issues)

• Cons

– More expensive; harder to 

signup companies

– Requires formal member 

agreement

– May not be able to sign 

up as many companies

– More effort to operate 

and manage



So you want to start an affiliate program?

Framing

Outreach 
& 
Feedback

Integrate& 
Evaluate

Planning

Meeting

Sign up 
members

Launch

Try this staged approach…....



Framing – CAP Definition

• Value proposition for university and members

• Define member activities/benefits

– Gift or research-based program?

• Identify faculty who will be involved

– Is there a motivated lead?

• Who will manage the program?

– Hint: not a faculty member

• Create marketing materials

– flyer, pitch deck and simple website



Framing – Business Model

• Business model

– Sources of revenue

– Costs to run program

– Pro forma income statement

• How much income is needed to make this worthwhile?

– Is this realistic?

– Can you afford to run in the RED for a couple years while you build 
the CAP?



UW Guidelines – Affiliate Programs

Guidelines

• Program manager budgeted (>= 0.5 FTE)

• GIM 34 (Classification of External Support) 

compliance

• >= 2 motivated faculty

• >= 5 companies with demonstrated interest

• Alignment with school & department 

priorities 

• Documented Statement of Purpose & 

Desired Outcomes

https://www.washington.edu/research/osp/gim/gim34.html


Outreach & Feedback

• Meet with a few of your best prospect companies to discuss 
proposed CAP

– Share website, flyer, pitch deck

• Listen carefully for feedback

• Would they be willing to join?

• Are changes needed to make program more compelling?

• Can they suggest other prospect companies?

• Do research to identify more prospects.

• Interview prospects to discovery their needs and interests wrt
things the CAP could offer



Integrate & Evaluate

• Integrate feedback from company meetings & interviews

• Revise program structure and update marketing documents

• Circulate revised docs to companies

• Would they be willing to join?

• Is there enough interest and revenue potential to continue?



Planning Meeting

• Consider organizing a planning meeting

– Esp. for research-based or higher $ programs

• Invite representatives from all interested companies

– Try to get decision-makers!

– Or at least influencers

• Agenda should

– Highlight key program elements & value proposition

– Feature involved faculty & related research

– Include university leadership (e.g., Chair, Dean, or VPR)

• Follow-up after meeting and sign-up companies



Membership Agreement

• Simple gift letter for gift-based programs

• Formal membership agreement for research-based programs 

– Work with your Office of Sponsored Programs to develop

– Circulate draft to anchor company(s) for feedback

– IUCRCs must use standard NSF agreement

• Sign ‘em up



Launch Program

• Schedule first program meeting

• Hire program manager

• Begin implementing benefits and services for members



Allen School of CSE
Industry Affiliates Program

• “Friend raising” not fund raising

• Annual member fees

– $250 - $10K, based on company size

• 100+ members

• Features

– Industry day

– Resume database

– Recruiting events

https://www.cs.washington.edu/industrial_affiliates

Gift-based

https://www.cs.washington.edu/industrial_affiliates


UW Reality Lab
• Lab focused on AR/VR research

• Annual member fees

– $500K/yr (Full Partner)

– $100K/yr (Named Fellowship)

– $50K/yr (Reality Studio Sponsor)

• 3 Full Partner members

• Features

– Advisory board (Full Partner)

– Named Fellowships

– Open IP and software

https://realitylab.uw.edu/

Gift-based

https://realitylab.uw.edu/


Center for Neurotechnology

• NSF Engineering Research Center

• 38 members: 7 Full, 31 Associate

• Benefits (partial list)
– Advisory board (Full members vote)

– Annual customized member visit to Center (Full Members)

– First option to negotiate commercial license to Center IP (Full members)

– Twice annual meetings

– Members-only website

Research-based

COMPANY SIZE FULL MEMBER
ASSOCIATE 
MEMBER

> or =500 FTEs $40,000 $20,000

10 to 499 FTEs $10,000 $5,000

Start-up* $10,000 $1,000

http://www.csne-erc.org/

http://www.csne-erc.org/


Center for 
Process Analysis & Control

• Graduated NSF IUCRC

• UW’s oldest affiliate program (est. 1984)

• Member Fees

– $40K – Full members (manufacturing companies)

– $9.5K – Associate members (suppliers)

• 10 members: 5 Full, 5 Associate

• Benefits (partial list)
– NERF License to Center IP (Full only)

– Annual members meeting, workshop, summer institute

Research-based

CPAC

http://www.apl.washington.edu/project/project.php?id=cpac

http://www.apl.washington.edu/project/project.php?id=cpac


CAP Parting Thoughts

• Engagement platform for industry

• Typically not a big pay day….

• Involved faculty a MUST

• Consult with prospects in the planning stages

• Beware the zombies!

• Yes, you need a program manager



Non-CAP Engagements

• Annual industry day / open house

• Industry speaker series

• Industry involvement with student orgs.

• Industry capstone program

• Student group tours of companies



Questions?

Photo Credit: K. Fujii



Case Study

Carnegie Mellon University 
CyLab Security and Privacy Institute

Terri Deasy, Associate Director of Partnership, CyLab

Arturo Pizano, Program Manager, University 
Collaborations, Siemens
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100+ Faculty | University-Wide | 200+ Students | 1 CMU

Creating a world where 
people can trust technology
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University-Wide Collaborative Environment

Software 
Engineering 

Institute     
(SEI)

• CERT
• Emerging 

Technologies 
Center

• Software 
Solutions

Federally 
Funded 
Research and 
Development 
Center (FFRDC)

School of 
Computer 

Science

• Computer 
Science 
Department

• Institute for 
Software 
Research

• Machine 
Learning 
Department

• Human 
Computer 
Interaction 
Institute

• …

College of 
Engineering

• Electrical & 
Computer 
Engineering

• Engineering 
& Public 
Policy

• Information 
Networking 
Institute

• …

Heinz College 
of  

Information 
Systems & 

Public Policy

• Information 
Systems     
and 
Management

• Public  Policy 
and   
Management

Dietrich 
College of 

Humanities & 
Social 

Sciences

• Social and 
Decision 
Sciences

• Statistics 
and Data 
Science

• Information 
Systems

• Institute for 
Politics and 
Strategy

• …

Tepper  
School of 
Business

• Business 
Technologies

• Finance
• …

College of 
Fine Arts

• Art
• Design
• Entertainment 

Technology 
Center

• …

Mellon 
College of 

Science

• Mathematics
• Physics
• …

CyLab
Security and Privacy Institute

Information Security Office
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Partner Program Benefits

Partner Benefit Affiliate Strategic Strategic + CRC

ACCESS, INSIGHTS, RECRUITING, RELATIONSHIPS

RESEARCH COLLABORATIONS

Investment Level (Per Year for 3 Years) $25,000 $100,000 $200,000 $500,000

Partners Conference (Annual Invitations) y y y y

Partners Portal (Restricted Members Only) y y y y

CyLab Distinguished Seminar Webcasts & Recordings y y y y

Recruiting Assistance/Advertisement y y y y

Visiting Representative to CyLab (1 month) y y y y

Branding (Acknowledgment, Visibility, Web link) y y y y

CyLab, CERT, Heinz Professional Education (Corporate Discount) y y y y

Choose from:  Jointly Defined Graduate Student Research 
Project(s) with Faculty Advisor; Graduate Student Fellowship(s), 
Visiting Researcher (Full Year)

y y
+ up to 2 
projects

y
+multiple or 

larger 
projects

Broad relationship + Deeper engagement
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Co-creation

Business-

driven,

end-to-end

Transparent

spending

Clear

leadership

Cooperation

across units

Co-location

of cross-functional

teams

Company Core Technologies (CCT) 

The Siemens approach to Technology & Innovation

Pre-

Development, 

prototyping

Research

(Universities)

Applied 

Research

(New) 

Business
Product innovation

Biz model innovation

~500‘ EUR in FY18

Divisions

One manager

per CCT

CCT

Customers

Universities

Corp. Technology
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Collaboration Models

GOVERNMENT FUNDED

RESEARCH

High-risk, high-reward 

research leveraging 

government dollars

SPONSORED

RESEARCH

Research projects defined 

by Siemens with defined 

targets and deliverables

STUDENT-CENTRIC

INITIATIVES

Innovative ways to attract 

talent - #FutureMakers 

Challenge and PhD 

Fellowships

MEMBERSHIPS

Pre-competitive research  

influenced by Siemens 

but shared with other 

members
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Why CyLab?

• Many of the Institute’s focus areas are aligned with Siemens’ interest and 

needs (Cryptography, Formal Methods, Hardware Security,  IoT, Software 

Security,…)

• The caliber of its affiliated faculty and students

• The number of faculty (100+) and graduate students increases the chance of 

finding partners for specific areas of interest

• A flexible membership model that checks all the boxes of an affiliate program 

and provides ample opportunities to dive into specific research areas:

• Jointly Defined Graduate Student Research Project(s) with Faculty 

Advisor

• Graduate Student Fellowship(s)

• Visiting Researcher (Full Year)

• A superb corporate engagement team  



Questions?

Photo Credit: K. Fujii



End of first session



Perspectives on Successful Corporate Affiliate Programs

Session 2

Welcome Back!



Perspectives on Successful Corporate Affiliate Programs

Session 2

Monday March 23rd 3:00 – 4:15 pm EST  

5 mins Welcome back
Andrew Cockerill, UIDP

Recap of first session and outline for this session

20 mins CAP Case Study: UC San Diego’s Corporate Affiliates Program
Cody Noghera, Executive Director, Corporate Research Partnerships, Jacobs School of Engineering

10 mins Q&A

15 mins Company perspectives on CAPs 
Arturo Pizano, Program Manager, University Collaborations, Siemens

What is the value of a CAP to a company ? What are the factors to consider before joining a CAP?

10 mins CAP Q&A with the presenters
Have we answered all your questions?  

10 mins Summary of Key Insights The Quick Guide



Cody Noghera, Executive Director, Corporate Research Partners
Jacobs School of Engineering
UC San Diego

Case Study
UC San Diego Jacobs School of Engineering Corporate 
Affiliates Program 

2



ACCESS, CONNECTION, VOICE

Access… 

Connection…

and a Voice…

At our World-class Engineering Institution 

Bringing You

Cody Noghera
Executive Director, Corporate Research Partnerships

Jacobs School of Engineering

UC San Diego

cnoghera@eng.ucsd.edu



ACCESS, CONNECTION, VOICE

Cody Noghera
Executive Director for Corporate Research Partnerships
cnoghera@eng.ucsd.edu
Phone: (858) 246-0214

Lon McPhail
Director for Corporate Research Partnerships
lmcphail@eng.ucsd.edu
Phone:(619) 840-7600

William Dyer
Director of the Corporate Affiliates Program
wdyer@eng.ucsd.edu
Phone:(858) 246-1622

Luciana Xavier Gibson
Associate Director, Corporate Partnerships
lxavier@eng.ucsd.edu
Phone: (858) 534-6254

Rocio de Lis
Associate Director, CAP Talent Programs
jacobstip@eng.ucsd.edu
Phone: (858) 822-6772

Paula Kreger
Services Manager, Corporate Affiliates Program
pkreger@eng.ucsd.edu
Phone: (858) 534-3148

Martin Lahtov
Conference and Special Programs Manager - Agile Centers
mlahtov@eng.ucsd.edu
Phone: (858) 822-1033

Kataleeya Cole
Executive Assistant
capassistant@eng.ucsd.edu
Phone: (858) 822-4496

Will O’Donohoe
Corporate Engagement Research Analyst
wodonohoe@eng.ucsd.edu
Phone: (8580 534-2712

The Jacobs School Corporate Relations Team

Highlighed Directly Support Business 
Development to CAP and its Resources

mailto:cnoghera@eng.ucsd.edu
mailto:lmcphail@eng.ucsd.edu
mailto:wdyer@eng.ucsd.edu
mailto:lxavier@eng.ucsd.edu
mailto:jacobstip@eng.ucsd.edu
mailto:pkreger@eng.ucsd.edu
mailto:mlahtov@eng.ucsd.edu
mailto:capassistant@eng.ucsd.edu
mailto:wodonohoe@eng.ucsd.edu


ACCESS, CONNECTION, VOICE

Point of Contact

Relationship 

Manager

Relationship 

Manager

Corporate 

Affiliates 

Program

Corporate 

Relations

BizDev

Faculty, 

Researchers, 

Principal 

Investigators
IGE Technology 

Commercialization

Executive 

Leadership

Departmental 

Leadership

Research 

Centers, 

Institutes

Collaborative 

Research 

Agreements

Facilities Use

Student Projects

Stewardship and 

Financial 

Administration

Economic 

Development

Technology 

Transfer

Legal

Government 

Affairs

Public, 

Community 

Relations

Pilot 

Programs

Policy & 

Compliance

Academic, 

University Relations

Research & 

Development

Marketing

Talent Programs & 

Human Resources

Legal 

Counsel

Technology & 

PlatformsCommunity &

External Affairs

Academic 

Partnership 

Agreements

Executive

Leadership

Strategic 

Philanthropic 

Foundation

Corporate 

Social 

Responsibility

Corporate 

Leadership

Government 

Relations

UNIVERSITY INDUSTRY

CAP Grows Because of the Need to 
Simplify Increasingly Complex Organizations





JACOBS SCHOOL OF ENGINEERING
CORPORATE AFFILIATES PROGRAM OVERVIEW

▪ 70+ Corporate members

▪ Three fees based on revenue

✓ All gift

✓ One Tier: Equal benefits

▪ Talent, technology, and access to Dean and Jacobs School Leaders

▪ Three CAP Board meetings / year

▪ Employer Resources and Resume Databases

▪ Advocacy on campus from CAP Team: “CAP Concierge”



ACCESS, CONNECTION, VOICE

Access… 
Connection…

and a Voice…

At a World-class Engineering Institution 

Bring Industry



ACCESS, CONNECTION, VOICE

BUT WHERE DO YOU START?

Bring Industry



FIVE REASONS WHY A COMPANY
DOES BUSINESS WITH A UNIVERSITY

UNIVERSITY 

- INDUSTRY 

BUSINESS

1. ACCESS TO 
TALENT

2. DISCOVERIES, 
INNOVATION, 

SOLVE PROBLEMS

3. EDUCATE THEIR 
EMPLOYEES

4. BRANDING, 
CIVIC 

RELATIONSHIP, 
ECONOMIC 

DEVELOPMENT

5.PHILANTHROPY, 
CORPORATE SOCIAL 

RESPONSIBILITY



ASK YOURSELF

ARE YOU BURIED IN EVENTS?

Why are you doing this?

Do you innovate on events?

HOW DO YOU MANAGE 
EXPECTATIONS?

Are you clear on roles when 
pursuing collaborations?

DO YOU HAVE THE TALENT & STAFF TO 
BE IN CORPORATE RELATIONS?

Sales and business development is 
not development

Rabidly curious

Master rapport builders

DO YOU HAVE MULTIPLE CONTACTS 
INSIDE A COMPANY?

Four Legged Stool:

1. Executive Champion

2. Head Innovator

3. HR / University Relations

4. Alumni



Smartly Source Talented Students

Innovation Driven by Faculty and Research 
to Drive Relevant Collaboration

Voice in the Future of Engineering Research 
& Education

1

2

3

VALUE PROPOSITION

WHY DO COMPANIES JOIN CAP?



ASK YOURSELF

54321

What Are High-Level Priorities for Corporate Engagement



▪ Corporate Day @ Jacobs

▪ Corporate FESTs

▪ Plug into Engineering Student Organizations

▪ Members-only Online Student Resume Database

▪ Team Internship Program (TIP) and COOPS

ACCESS STUDENT TALENT



FACULTY AND RESEARCH CONNECTIONS

▪ Research Institutes and Centers

▪ Seminars and Research Reviews 

▪ Technology Talks

▪ Design Projects



• CAP Executive Board Meeting three times a year

• Dean who seeks relevance to industry

• Curriculum Development to match industry needs

• Invitations to Jacobs School and University Events 

VOICE IN FUTURE OF ENGINEERING EDUCATION



BUILDING A TEAM APPROACH

“No ONE of us is as 
smart as all of us”



Awareness
Career Fairs 1

On-campus 

interviews 1

Branding Events1,3

Campus Signature 

Event Invitations1,2,3

Networking 

Connections1,2,3

Involvement
Industry Advisory roles3

Open Grants3

Active Internships & 

Coops1,3

In-kind grants

Design Projects3

Technical Talks3

Sponsorship
Executive Champions6

(Focal)

Corporate Affiliates 

Program3, 6

Curriculum 

development3

Dean’s Initiative 

Support6

Undergraduate research 

support3

Scholarships & 

Fellowships3

Collaborative research5

STEM & URM Outreach 

programs4, 6

Joint proposals5

BETA Pilot programs3

Strategic 

Partner
Executive Sponsorship3, 6

Joint Partnerships3, 5, 6

State Education & 

Lobbying3

Major Gifts3, 5, 6

Business Development2, 5

Principal Gifts3, 5, 6

Sponsored Chairs3, 5, 6

Multi-year seven-figure+ 

Engagement Plan3, 5, 6

On-campus Presence1, 3, 4, 6

Business Partners

(joint-labs, Research Park, 

Innovation Centers)3, 5, 6

Phase One Phase Two Phase Three Phase Four

Levels of 

Engagement 

Activities

Traditional / Transactional Engagement Holistic Engagement

Support
Student consulting, case 

studies4

Pooled Cyber Grants3, 5

Research grants3, 5

Workshops/seminars4

Support contract3

Student organization 

sponsorships3

Entry Philanthropic 

Support6

Guest speakers/lectures4

KEY:

1 - Recruiting

2 - Education Sales

3 - UR Account Managers

4 - UR Programs

5 - UR Research

6 - Other (philanthropy, 

alumni, executive)

Phase Five

SAMPLE HOLISTIC PARTNERSHIP CONTINUUM



SAMPLE HOLISTIC PARTNER CONTINUUM



ACCESS, CONNECTION, VOICE

FOUR-LEGGED STOOL FOR EACH COMPANY

EXECUTIVE CHAMPION HEAD INNOVATOR

▪ C-Level
▪ Board Member
▪ Dean Level

▪ Spends time on campus
▪ Go to Advocate
▪ Drives Strategy for Center Membership
▪ Faculty peer

HR / UNIVERSITY RELATIONS ALUMNI CHAMPION

▪ Understands talent brand
▪ Communicates hiring goals 
▪ Cultivates Talent Pipeline
▪ Engages with Career Services

▪ Understands right reason for company 
to be involved

▪ Term Limits, Engaged in engaging other 
alumni as champions for your institution



ACCESS, CONNECTION, VOICE

SETTING PRICING LEVELS

WHAT PRICE?

▪ What price is someone willing to pay?

▪ $25K is generally the ceiling for unrestricted gift

▪ Small companies is generally $5K

▪ In between… is a negotiation

▪ Prepare to create deals 



ACCESS, CONNECTION, VOICE

HONING YOUR VALUE PROPOSITION

WHAT DOES YOUR CORPORATE TARGET OR PARTNER NEED 

MOST FROM THE RELATIONSHIP WITH YOUR CAMPUS?

▪ Can you deliver on that need?

▪ Who and what else is needed to deliver on that need?

▪ Do you speed up ( and create value), or reduce costs? 

What is that worth?



ACCESS, CONNECTION, VOICE

PRODUCT CREATION: AN EVOLUTION OF CAP

CORPORATE AFFILIATES PROGRAM

AGILE RESEARCH CENTERS

MASTER OF ADVANCED STUDIES

CONTRACTS & GRANTS

& TECHNOLOGY TRANSFER OFFICE

INSTITUTE FOR THE GLOBAL 

ENTREPRENUER

Partner

Goals

TEAM INTERNSHIP PROGRAM

VISITING INDUSTRY FELLOW

FELLOW-MENTOR-ADVISORS FELLOWSHIP

COOPERATIVE EDUCATION
Education & 

Training

Student Talent

Experts

ResearchFacilities

Intellectual 
Capital & 
Startups

In-kind
Equipment

Supporting 
UC San Diego

Executive & 
Enterprise 
Education Joint Curriculum 

Development

Internship 
Recruitment

Full-Time 
Recruitment

Guest Lectures & 
Advisory Boards

Consultancy

Collaborative & 
Contract Research

Technical Services
Equipment 

Use

Renting Space & 
Co-location

Pantent Licensing

Spin-outs & 
Startups

Demonstrate & Test

Supplying Goods & 
Services

Philanthropic 
Donation

Get Involved



ACCESS, CONNECTION, VOICE

MOVING AT THE PACE OF INDUSTRY

ARE YOU PREPARED TO MOVE AT THE PACE OF 

INDUSTRY… OR THE PACE OF BUSINESS ON CAMPUS?

▪ Build relationships

▪ Silence is consent

▪ Make things happen



ACCESS, CONNECTION, VOICE

SETTING PRICING LEVELS

WHAT PRICE?

▪ What price is someone willing to pay?

▪ $25K is generally the ceiling for unrestricted gift

▪ Small companies is generally $5K

▪ In between… is a negotiation

▪ Prepare to create deals  

No one partner knows what others pay and no one cares



ACCESS, CONNECTION, VOICE

GETTING CORPROATE PARTNERS TO CAMPUS

HOW EASY DO YOU MAKE IT TO COME TO CAMPUS?

▪ What alliances to you need on or off campus?

▪ What do you accomplish?



ACCESS, CONNECTION, VOICE

HONING YOUR VALUE PROPOSITION

WHAT DOES YOUR CORPORATE TARGET OR PARTNER NEED 

MOST FROM THE RELATIONSHIP WITH YOUR CAMPUS?

▪ Can you deliver on that need?

▪ Who and what else is needed to deliver on that need?

▪ Do you speed up ( and create value), or reduce costs? 

What is that worth?



ACCESS, CONNECTION, VOICE

HAVING DIFFICULT CONVERSATIONS

THIS IS A BUSINESS ALLIANCE; NOT PHILANTHROPY… YET

▪ No one will go hungry by you asking them for money to do 

business on your campus.

▪ Use the mentality of an investment; NOT a toss over the fence

▪ They are business partners; NOT donors



ACCESS, CONNECTION, VOICE

HAVING DIFFICULT CONVERSATIONS

GARNERING THE INVESTMENT, ASK ABOUT METRICS, HAVE A TARGET

▪ You may have to coach your contact to get multiple stakeholders 

in a company on board with the holistic model

▪ Must steward so renewal comes as expected.



ACCESS, CONNECTION, VOICE

IMPROVING CUSTOMER SERVICE 
ACROSS CAMPUS

▪ Starts with parking, no kidding

▪ Expectations managed

▪ Great agenda

▪ If you do nothing, nothing happens… 



Questions?

Photo Credit: K. Fujii



Company Perspectives on CAPs

Arturo Pizano, Program Manager, University 
Collaborations, Siemens

2
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Co-creation

Business-

driven,

end-to-end

Transparent

spending

Clear

leadership

Cooperation

across units

Co-location

of cross-functional

teams

Company Core Technologies (CCT) 

The Siemens approach to Technology & Innovation

Pre-

Development, 

prototyping

Research

(Universities)

Applied 

Research

(New) 

Business
Product innovation

Biz model innovation

~500‘ EUR in FY18

Divisions

One manager

per CCT

CCT

Customers

Universities

Corp. Technology
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Drivers of University Relations
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Collaboration Models

GOVERNMENT FUNDED

RESEARCH

High-risk, high-reward 

research leveraging 

government dollars

SPONSORED

RESEARCH

Research projects defined 

by Siemens with defined 

targets and deliverables

STUDENT-CENTRIC

INITIATIVES

Innovative ways to attract 

talent - #FutureMakers 

Challenge and PhD 

Fellowships

MEMBERSHIPS

Pre-competitive research  

influenced by Siemens but 

shared with other members
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Membership Benefit Comparison

Similar to Affiliate Programs but with opportunities to 

engage in detailed discussions and research and a 

specific topic of common interest

Typical Member Benefits (in addition to Affiliate 

Programs)

• Tailored workshops and student engagement

• Targeted support for specific faculty and students 

(e.g., PhD Fellowships)

• Seed-funded projects

• Access to labs and test beds

• Visiting Fellowships

• Advisory Board Seat(s)

Cost: USD 100K+ per year with a portion of the 

membership fee channeled to specific projects

Provide institute, department or lab-wide relationship 

management and access to resources in an area of 

common interest

Typical Member Benefits:

• Knowledge Sharing: A platform to explore broad 

research topics in a pre-competitive environment

• Navigation: Dedicated resources to help connect 

Siemens researchers and recruiters with university 

resources

• Faculty and researchers (R&D)

• Students (Talent Acquisition)

• Access to Unique Resources:

• Invitations to meetings, workshops, symposia, …

• On-line access to publications, data and code

• Executive education

Cost: USD 20K - 75K per year

Research Focused (Project-Based) MembershipsAffiliate Programs



Questions?
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•

•

Summary of key insights 

2

P Campus Leadership is engaged and supportive

P There are several, highly motivated faculty working in an industry relevant area  

P A respected faculty researFactors cher is willing to champion the program

P There is a critical mass of companies willing to help shape and join the program 

P There is a clear value proposition for the university and for companies

P There is a clear business model 



•

–

–

–

–

Summary of key insights 

2

P Company leadership support

P There is a clear value proposition

P An employee willing to champion the program

P Additional resources 



Sign up for information about UIDP news, 
webinars, projects, and more at 
https://uidp.org/listserv-signup/. 

Interested in U-I

Partnerships? 

https://uidp.org/listserv-signup/


Member 
Webinar
WEDNESDAY, 

APRIL 8, 2020

12 to 1 p.m. EDT

Jim Bray
Northwestern 

University
Moderator

How Companies Approach Academic 

Research Engagement in these 

Disruptive Times

Join us to learn how our industry members, in diverse sectors, are 
evaluating and reframing  their current approaches to academic 

collaborations.

Gaylene Anderson 
Boehringer Ingelheim 
Pharmaceuticals, Inc

Austin Kozman
PepsiCo 

Kent Foster
Microsoft

Panelists

https://uidp.org/event/approach_academic_research_webinar/

