






4

Leveraging Data for Strategic Partnerships

Kara Moore, Director of Corporate Intelligence and Business Development
Rutgers Corporate Engagement Center

Sacha Patera, Associate Vice President
Rutgers Corporate Engagement Center

Mark Ortiz, Manager - Strategy and Planning Office
Sony

Apr 12, 2021



Agenda

5

Rutgers Overview

Intelligence
Internal 
Intelligence

External 
Intelligence
Case studies

Tips and Takeaways



6

Manhattan

Staten Island

Brooklyn

NEW JERSEY
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Public Health | Hospital system
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71,000
students from

50 states
125 countries

300+
research centers 

and institutes

29
schools and 

colleges

150+
Undergrad Majors

400+
grad programs

18,000+
degrees awarded 

annually

530,000+
living alumni

8,700+
Faculty

14,900+
staff

25,000
classes taught 

annually

By the Numbers
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Rutgers Research FY2020
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$750 M
awards

152 Grants 
>$1M+

$700 M 
expenditures

300+

research 
centers and 

institutes

3,709 
research awards

1,525
Researchers 
with awards

$53M 
Corporate 

funding

…MORE 
than ALL NJ 
universities 
combined!



Innovation*FY2020
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51
New license 
agreements

227+
industry 

collaborations 145 (89)
Startups since 
1990 (active)

707 & 796
Active Global & 

US patents

$16.2 M+
annual licensing 

revenue

182
New 

disclosures

49% LS
20% PS
17% Ag

14% Tech

1,260+

Active 
technologies



The CEC team
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Network
Single annual gift

or
Clinical Trial

Not managed by CEC

Emerging
• Targeted 

philanthropy
• Single school or 

geography 
engagement

• Recruiting

Growth
• School-specific 

interests
• Limited sponsored 

research
• Trustee/key alumni
• Faculty Awards
• Student engagement 

and recruitment
• Limited strategic 

philanthropy

Partner
• Master Research Agreements 
• Alliance agreement
• Designated company points of 

contact
• Engaged and connected 
• Sponsored research
• Strategic philanthropy
• Talent recruitment
• Engaged with students
• Student group projects
• Workforce training
• Alumni Workplace Engagement
• Advisory Boards
• Trustee
• Key Alumni

Simple Engagement

Le
ve

l o
f e

ng
ag

em
en

t
Comprehensive Partnerships

Tiering enables thoughtful allocation of resources
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POLL

What types of intelligence do you use?

Øplease use the "Q&A" function in the Chat function to answer and upvote the 
answers that you like
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What is Intelligence

• Internal Intelligence
• Philanthropic 
• Sponsored Research
• Agreements (NDA, Licensing, etc.)
• Citations (Expertise)
• Alumni
• Strategic Vendors
• Talent Pipeline

• External Intelligence
• Corporate Press Releases
• Earnings Call Transcripts
• Packaged Corporate Reports 

(subscription services)
• Job Descriptions
• General news
• Public RFPs
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Internal 
Intelligence: 
Dashboards
• 1-2 page report
• Summary of corporate 

footprint

Being used for: Senior 
Leadership Conversations 
(President, Deans, etc.)
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Internal 
Intelligence: 
Dashboards
• 1-2 page report
• Summary of corporate 

footprint

Being used for: Senior 
Leadership Conversations 
(President, Deans, etc.)
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Tableau Reports: Alumni
Companies with Managed Prospects
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Alumni Engagement Metrics

RFM Score

Recency – How long has it been since this donor 
gave?

Frequency – How often does this donor give?

Monetary – What is the average size of this donor’s 
gift?

Alumni Engagement Metrics (Rutgers)

Go – Attendance at Events

Give – RFM variation

Help – Alumni who volunteers (career services, 
admissions, etc.)

Connect – online actions, feedback, etc.
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Alumni by Company (Rutgers Example)
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R&D alumni
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R&D alumni
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Rutgers Faculty Expertise
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Rutgers Faculty Expertise
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External RFPs Engines
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POLL

How do you stay on top of corporate/industry news?

Øplease use the "Q&A" function in the Chat function to answer and upvote the 
answers that you like
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CEC News
Newsletter curated 1-2x a week with news about companies 
(Rutgers specific, other university partnerships, local news, 
major company announcements)
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CEC News
Newsletter curated 1-2x a week with news 
about companies (Rutgers specific, other 
university partnerships, local news, major 
company announcements)



External Intelligence Tools
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POLL

To our industry colleagues, what is the value of universities knowing 
this information about your company?

Øplease use the "Q&A" function in the Chat function to answer and upvote the 
answers that you like
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Innovation 
Ventures 
Case Study
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Faculty 
Innovation

• Catnip strain repels mosquitos

Companies
• Utilize Factiva to identify companies in press in this space / interest areas

Contacts

• Search LinkedIn for contacts at the organization
• Cross reference contacts in Rutgers Alumni system for engagement score

Outreach

• Reached out to engaged alumnus in a brand manager role who 
introduced me to the R&D/Innovation Leads within several brands

Rutgers 
Expertise

• Utilize Rutgers Research Experts to identify more faculty to align with 
company'

Partnership

• Under two NDAs with two faculty researchers and starting conversations 
with another faculty member

~3 days

~3 days

~5 days (initial meeting); ~5 days (R&D meeting) 

~4 weeks met with two faculty members; one scheduled for later this month

~3 weeks met with two faculty members; one scheduled for later this month

Partnership has developed 
immensely in less than 3 months



Alumni 
Workplace 
Engagement 
Case Study
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AWE

• AWE is Rutgers University Foundation/Alumni Engagement initiative focused on 
companies with >500 alumni, provides organizational support and structure to 
create "ERGs" that optimize engagement with Rutgers (training, talent, prof 
dev, aligned programs of interest, etc.)

Contacts

• Cross reference contacts in Rutgers Alumni system for engagement score in 
order to identify and invite alumni in senior leadership to the AWE “ERG.”  The 
AWE ERG becomes a strategic internal partner

Align

•AWE ERG, Rutgers AWE manager, and Corporate Engagement begin to meet 
regularly to set priorities for the ERG and for the Rutgers-Company relationship
•Corporate Engagement uses corporate intelligence and other data sources to 
identify company priorities, which inform the AWE ERG meetings

Partnership

• Priorities include talent acquisition, social responsibility priorities, research 
connection, and several joint activities around professional development, 
mentoring and community engagement.

• Annual goals are set and are to be capture in a partnership MOU.



Proactive 
Outreach 
Case Study
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CEC News
• Corporate Press Release mentions investment in DEI Initiatives 

Dashboard

• Reference Internal Intelligence to understand current footprint with this 
company

Contacts

• Search LinkedIn for contacts at the organization
• Cross reference contacts in Rutgers Alumni system for engagement score

Outreach

• Reached out to engaged alumnus in a senior role who was excited to 
hear from Rutgers

Partnership

• Starting conversations with departments that align with the company's 
areas of interest

Outreach over the course of 5-10 days



Tips & Takeaways

Intelligence 
should be part of 

the Corporate 
Engagement Team

Partner with 
business librarians 

and prospect 
researchers

Organize your 
information for 

analysis

Data improves 
conversations 

and accelerates 
partnerships
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Thank you.

Questions?
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