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Legal Caveat

EAB Global, Inc. ("EAB”) has made efforts to
verify the accuracy of the information it provides
to partners. This report relies on data obtained
from many sources, however, and EAB cannot
guarantee the accuracy of the information
provided or any analysis based thereon. In
addition, neither EAB nor any of its affiliates
(each, an “EAB Organization”) is in the business
of giving legal, accounting, or other professional
advice, and its reports should not be construed as
professional advice. In particular, partners should
not rely on any legal commentary in this report as
a basis for action, or assume that any tactics
described herein would be permitted by applicable
law or appropriate for a given partner’s situation.
Partners are advised to consult with appropriate
professionals concerning legal, tax, or accounting
issues, before implementing any of these tactics.
No EAB Organization or any of its respective
officers, directors, employees, or agents shall be
liable for any claims, liabilities, or expenses
relating to (a) any errors or omissions in this
report, whether caused by any EAB Organization,
or any of their respective employees or agents, or
sources or other third parties, (b) any
recommendation by any EAB Organization, or (c)
failure of partner and its employees and agents to
abide by the terms set forth herein.

EAB is a registered trademark of EAB Global, Inc.
in the United States and other countries. Partners
are not permitted to use these trademarks, or
any other trademark, product name, service
name, trade name, and logo of any EAB
Organization without prior written consent of EAB.
Other trademarks, product names, service
names, trade names, and logos used within these
pages are the property of their respective
holders. Use of other company trademarks,
product names, service names, trade names, and
logos or images of the same does not necessarily
constitute (a) an endorsement by such company
of an EAB Organization and its products and
services, or (b) an endorsement of the company
or its products or services by an EAB
Organization. No EAB Organization is affiliated
with any such company.

IMPORTANT: Please read the following.

EAB has prepared this report for the exclusive use
of its partners. Each partner acknowledges and
agrees that this report and the information
contained herein (collectively, the “Report”) are
confidential and proprietary to EAB. By accepting
delivery of this Report, each partner agrees to
abide by the terms as stated herein, including the
following:

1. Allright, title, and interest in and to this
Report is owned by an EAB Organization.
Except as stated herein, no right, license,
permission, or interest of any kind in this
Report is intended to be given, transferred to,
or acquired by a partner. Each partner is
authorized to use this Report only to the
extent expressly authorized herein.

2. Each partner shall not sell, license, republish,
distribute, or post online or otherwise this
Report, in part or in whole. Each partner shall
not disseminate or permit the use of, and shall
take reasonable precautions to prevent such
dissemination or use of, this Report by (a) any
of its employees and agents (except as stated
below), or (b) any third party.

3. Each partner may make this Report available
solely to those of its employees and agents
who (a) are registered for the workshop or
program of which this Report is a part, (b)
require access to this Report in order to learn
from the information described herein, and (c)
agree not to disclose this Report to other
employees or agents or any third party. Each
partner shall use, and shall ensure that its
employees and agents use, this Report for its
internal use only. Each partner may make a
limited number of copies, solely as adequate
for use by its employees and agents in
accordance with the terms herein.

4. Each partner shall not remove from this
Report any confidential markings, copyright
notices, and/or other similar indicia herein.

5. Each partner is responsible for any breach of
its obligations as stated herein by any of its
employees or agents.

6. If a partner is unwilling to abide by any of the
foregoing obligations, then such partner shall
promptly return this Report and all copies
thereof to EAB.
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Executive Overview

Industry partnerships closely connect colleges and universities with their communities and bring in much-
needed revenue through research engagements, donated gifts, and customized training programs. To
develop effective and prosperous partnerships, institutions must track and measure success to find the
most viable engagement opportunities and determine how to expand existing industry relationships.

While most institutions count metrics like the dollar value of contracts and the number of engagements,
many fail to measure historical trends and gather feedback from industry to meet their corporate
partnership goals. Instead of focusing solely on disconnected relationships across campus and existing
faculty connections, institutions need to think more strategically about their industry engagements to find
partners who can engage with them in deeper and broader ways. The most progressive universities seek
sustainable partnerships that engage multiple stakeholders across the institution over time.

However, this can be difficult for universities to accomplish due to existing internal barriers in sharing
information across campus, limited resources for corporate relations staff, and inadequate investment in
technological capabilities. Institutional departments and units are often siloed internally which can stifle
collaboration and communication. Additionally, institutions create perverse incentives for their corporate
relations staff by encouraging them to focus solely on dollars—in this structure, staff often pursue shorter-
term and smaller corporate transactions and forgo potentially larger, more lucrative engagements. It can
also be costly and challenging to implement new technology across campus to holistically measure industry
partnerships.

If a university continues to track only monetary metrics, their institution will lose essential revenue from
corporate engagements and forgo partnerships with industry leaders seeking strategic and individualized
relationships. Despite these challenges, colleges and universities must start tracking measures beyond
these foundational metrics to distinguish themselves from competitors, develop intentional corporate
relationships, aid their regional economic efforts, and secure best-fit partnerships for the future.

This white paper is organized into three sections, by the level of progressiveness needed to measure the
metrics in each stage of the Corporate Relationship Management Cycle: Fundamental metrics are the
baseline and include monetary and outcomes-focused indicators most important to institutional leaders.
Advanced metrics enable institutions to follow-up with and expand the most strategic industry
partnerships available to them. Progressive metrics allow universities to improve existing engagements
based on partner feedback and develop intentional marketing plans that highlight the institution’s unique

strengths.
V]
Fundamental Metrics Advanced Metrics Progressive Metrics
Fundamental metrics are Advanced metrics create Progressive metrics track
closely tied to monetary values, industry profiles for existing marketing and feedback but

initial engagements, and partnerships and highlight require multiple stakeholders and

executive leadership interest. opportunities for growth. advanced data practices.

« Solicit Relationships « Cultivate Leads » Evaluate Growth Opportunities

» Close Deals « Manage Existing Partnerships » Discover Industry Needs
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The Need for Holistic Metric
Tracking in Industry Partnerships

INTRODUCTION


https://www.eab.com/

Monetary Metrics Are No Longer Enough

Holistic Measures Can Help Secure Best-Fit Partners and Steward Relationships

In the wake of COVID-19, state governments continue to divest in higher education while local
economies struggle to recover and hundreds of thousands of workers require new skills to re-enter the
workforce. Industry partnerships represent an integral way for colleges and universities to bring in
much-needed revenue, connect students to local employment opportunities, invest in strategic research,
and help their regional economy recover. However, as the coronavirus pandemic has impacted industry
sectors so differently, companies are demanding more differentiated services that are specific to their
unique corporate needs.

Additionally, industry partners are focused on developing fewer, more strategic university relationships,
rather than securing separate university partners for research, corporate training, and recruitment goals.
Corporate partners increasingly seek universities that can provide individualized, unique, and integrated
services across and between these needs.

However, higher education institutions typically struggle to identify best-fit partners, distinguish how
their individual strengths connect to the broader needs of a company, assess their current portfolio of
corporate relationships, and grow existing industry partnerships. Universities have historically focused on
dollar amounts and outcome measures only; over time though, these indicators can fail to demonstrate
the nuance between short-term engagement success and enduring strategic partnerships.

Metrics represent valuable tools that can help colleges and universities better identify new corporate
partners and steward existing engagements to develop strategic institutional partnerships. Progressive
institutions measure metrics beyond monetary indicators that give them insight into what value best-fit
industry partners derive from their services and help shift their focus to a more holistic process for all
partners.

The Corporate Relationship Management Cycle, outlined below, can help institutions attain and sustain
successful business partnerships through tracking and analyzing relevant metrics. The cycle outlines six
distinct processes for industry relations success: Discover, Cultivate, Solicit, Close, Manage, and
Evaluate. Each step of the cycle requires universities to measure distinct metrics to ensure institutional
and partnership success.

Corporate Relationship Management Cycle?

Generate external awareness and
identify industry’s unmet needs

E_nsure satisfactioq ._and Follow-up with and qualify
find new opportunities for m new leads
engagement
N _— Identify engagement
Mamfcaln a_nd grow existing m opportunities with a specific
relationships

industry partner
-

Negotiate and confirm details of a

1) Adapted from NACRO, Metrics for a Successful Twenty- COIIa borative pa rtnership

First Century Academic Corporate Relations Program

(2012)

Source: EAB interviews and analysis
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Where to Report Industry Partnership Measurements

Aligning Metric Communications with Institutional Stakeholders

This white paper will outline the primary metrics institutions should measure within each stage of the
Corporate Relationship Management Cycle and will identify which university stakeholders value these
metrics most.

- Key Performance Indicators: quantifiable measures used to continuously evaluate the success of
an industry partnership

- Key Outcome Measures: quantifiable measures used to provide information on the relative
successes of partnerships and an interpretation of results from key performance indicators to internal
and external stakeholders

+ Reporting Level: the primary audience best equipped to use metrics to evaluate and adjust the
partnership or better understand the status of industry partnerships through a strategic lens

» Senior administration: outcomes-based metrics that demonstrate the business value of
external partnerships

» Unit peers: metrics that track mutual activity and collaboration between the corporate
relations office and internal peers (e.g., career services, technology transfer office)

« Corporate relations office (CRO): metrics that manage the day-to-day work, track high-level
outcomes of interest, and evaluate trends

The graphic below outlines examples of metrics that each reporting level values most. While institutional
executives care most about total outcomes and trends on an annual basis, unit peers want to see that
information in addition to more frequent outcomes reports with more granular information (e.g., number
of corporate referrals). The corporate relations office should analyze both of those tiers of information in
addition to detailed monthly or weekly reports which include metrics like the number of stewardship
events held in that time period.

Levels of Stakeholder Metrics

Annual outcome reports with total
gifts, research funding, and trends

lé"\\

Quarterly outcomes reports with
number of corporate site visits and

Senior
Administration

Unit Peers

referrals
Corporate Relations
Monthly or weekly activity reports with Office

the number of new corporate contacts
and corporate proposal submissions

Source: NACRO, Metrics for a Successful Twenty-First Century
Academic Corporate Relations Program (2012)
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Fundamental Metrics

SECTION

+ Solicit Mutual Needs to Decide Viable Engagements

« Close Deals to Inform Returns on Investment
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1. Fundamental Metrics

Fundamental Metrics Establish a Baseline

Fundamental metrics include those that corporate relations staff often already track, as they are most
closely tied to monetary values, initial engagement opportunities with industry partners, and executive
leadership interest. Fundamental metrics also tend to be easily quantified and measured, often including
number of corporate visits, the number of partnership opportunities identified, and the total monetary
value of engagements.

Within the Corporate Relationship Management Cycle, fundamental metrics lie within the Solicit and Close
stages, where institutions find new partnership opportunities and negotiate the final details of industry
engagements.

Corporate Relationship Management Cycle

T )

g

Identify engagement
opportunities with a specific
industry partner

N
E=3

Negotiate and confirm details of a
collaborative partnership
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1. Fundamental Metrics

Solicit Phase

Determine Shared Needs with Industry for Relationship Opportunities

The Solicit phase of the corporate engagement cycle identifies the mutual needs between a
university and an industry partner to determine viable engagement opportunities. Institutional
departments including the corporate relations office, career services staff, and technology transfer
unit can each find relevant engagement opportunities based on the institution’s strengths and
current offerings in addition to a company’s needs. The caliber and value of the proposed
partnership will determine whether the company moves to the next step of the cycle where the

contracts will be negotiated and finalized.

Key Performance Indicators:

«  The number of site visits to companies,

«  The number of company visits to campus,

+ The number and type of meetings the institution has with companies,
« The roles of participants in those meetings, and
+ The number of engagement opportunities identified.

Key Outcome Measure: Number and percent of engagement opportunities that move to the next
step of the cycle, the negotiation and close phase.

Reporting Level: Ideally, analysis of these key performance indicators and outcome metrics is
disseminated monthly to the corporate relations staff and their unit peers. The staff can then
benchmark existing strengths at the institution and examine unmet industry needs to identify the
most feasible engagement options and the best-fit company partners for these initiatives. These
institutional stakeholders must understand which engagement opportunities they surface are
relevant, useful, and effective to engage the company in a formal or more robust partnership and
move onto the next fundamental stage in the cycle: Close.

Read EAB’s For the Greater Good study to examine best-practice ways to articulate research

strengths and diagnose unmet industry needs.

In Practice: Internal-External Research Priority and Needs Identification

Internal Research Priority Identification

s

High-Level Strength Indicators
A

[' e,

aa i

Amount of Other Demand for
Research University This Research
Priorities Topic
Relative to Other Universities
Discipline Publications Research
Ranking and Citations Dollars
Relative to Industry Needs
a-¢ =N
. f——
o-a
Research Market Need Enduring
Applicability Urgency Problem
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Corporate Research-Need Identification

Cor%ews,
Publications Press

Releases

First-Look Needs Identification

Hoovers, Other
Corporate
Databases

Job Postings

Existing Partnerships

o AcS

[
Nat_ur_e of Professional Joint Patent
Existing Conference Filinas
Partnerships Collaborations 9
Additional Alignment Indicators
sen [ ]
/N
K = _H
Sabbaticals, Alumni at Current
Past Affinity
Company

Interactions Connections

Source: EAB interviews and analysis
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1. Fundamental Metrics

Close Phase

Negotiate and Confirm Partnership Details to Formalize Relationships

Following the Solicit phase, when institutions determine relevant and viable partnership opportunities,
universities must develop and confirm the details of a collaborative industry partnership to establish a
formal relationship between the institution and a company.

Key Performance Indicators:

+ The average time to close a deal,

« The value of deals,

« The number and type (e.g., grant, sponsored research) of deals,
e Trends in the number, value, and type of deals over time, and

« The contract value from new versus existing relationships.

It is important for institutions to analyze the correlation between the value of a contract and the time spent
to bring it to a close. This identifies any inefficiencies within the office and calculates the return on
investment for the various types of partnership opportunities.

Key Outcome Measures:

+ The number of engagements at this stage that move to a close,
+ The time required to finalize a deal,

+ The complexity and duration of deals, and

* The return on investment for the corporate relations team.

Reporting Level: All levels of stakeholders value Close metrics. While this information is of particular
interest to institutional executives at the institution, it is important to present the financial value of
business partnerships for all units involved in corporate relations. Although the business office tends to
manage the responsibility of negotiation of final contract terms, these indicators can help to demonstrate
the dollar value of the corporate relations office. Additionally, these metrics allow the institution to track
new partnerships and the advancement of current relationships. By auditing the number of proposals that
move to the negotiation and close phase of the Corporate Relationship Management Cycle, the corporate
relations team can also analyze the strength of their communication links with unit peers at the institution.

Consider offering some templated contracts to close deals more efficiently and signal institutional openness
to industry partners, but keep in mind that these templates may not necessarily decrease contract speeds.
For more information on tiered contract menus, review this research study on strategies to expand the
value of partnerships.

In Practice: Tiered Contract Menus

Industry Partner Concerns
Can Stall Negotiations

1 2 3

Too Much Time Wasted Inflated Sense of Value Outcomes Too Uncertain
“"Contract and negotiation “Universities are too “"We are never sure what
processes take too long protective of their we’re getting out of the
and are too difficult.” intellectual property.” deal or if it’s even useful.”

v v v

Standardized Flexible 0_wnersh|p Low-Risk Trial Options
Agreements Options

Source: EAB interviews and analysis
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@ EAB

Advanced Metrics

SECTION

+ Cultivate Existing Leads and Opportunities for Growth

+ Manage Current Partnerships for Future Opportunities
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2. Advanced Metrics

Advanced Metrics Develop Deeper Partnerships

Advanced metrics allow institutions to think more strategically about their industry relationships,
expanding the focus beyond viable engagement options and the monetary value of each deal. While
measuring these indicators often requires more analysis than necessary for fundamental metrics,
these metrics can produce more intricate profiles of existing industry partnerships and highlight
opportunities for growth. Advanced institutions analyze metrics that focus on the sources of leads,
time spent on lead cultivation, and trends in a company’s engagement with the institution to
develop deeper relationships with industry partners.

Within the Corporate Relationship Management Cycle, institutions measure advanced metrics
during the Cultivate and Manage stages, where universities must determine how to prioritize leads
and steward existing partnerships for growth.

Corporate Relationship Management Cycle

Follow-up with and qualify
m new leads

T l

Maintain and grow existing
relationships

AN g
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2. Advanced Metrics

Cultivate Phase
Growing Partnerships through In-Depth Scoring and Metric Analysis

After new leads are generated from marketing campaigns or expanding existing partnerships,
institutions must follow-up with and classify each potential engagement during the Cultivate phase.

Key Performance Indicators:

* The number of leads per time period,

* The source of new leads,

» Follow-ups to new leads (e.g., background research, correspondence with industry), and
e The time required to respond to and qualify a new lead.

Key Outcome Metrics: The number and percent of leads worth advancing to next stage of
engagement and the yield of new engagements.

Reporting Level: The corporate relations office benefits from and values these metrics most. By
analyzing Cultivate metrics, staff in the corporate relations office can understand the types of leads
that advance to the next stage of engagement, Solicit. These metrics can help the corporate
relations office prioritize these types of partnerships and determine what types of sources generate
the most leads, which in turn can inform marketing practices.

Use the Employer Lead Scoring Rubric to analyze metrics and prioritize partnership leads correlated
with cultivation success. Bring together data to create an employer profile and determine weighted
scores based on the potential of successfully securing a partnership. For example, many institutions
prioritize employed alumni as a high-impact measure of institution fit, so staff may assign 1 fit
score point for every three employees, on a continuous scale.

In Practice: Employer Lead Scoring Rubric

Decide on Key

Agree to Prospect

Gather Team and Data Partnership Test and Iterate
. Management
Indicators
» Gather externally- » Prioritize metrics that » Designate relationship » Monitor B2B sales
oriented offices on previously led to owners results to determine
campus partnership success . Discuss next steps in mgeg;ior;rselatlon
« Compile data in - If new to B2B, relation to institutional
comprehensive hypothesize metrics to strategic goals
employer profiles test

Example Lead Scoring Exercise

Metric Source Value Next Steps and
Owner

Number of Career Services 5 per year Grow 10% - VP of
internships Workforce
Development
Research dollars Office of Research $250,000 +1
Gifts and Institutional $100,000 +2 Re-engage with
donations Advancement donor - VP
Advancement
Number of alumni Alumni Relations 17 FTE +5 Host alumni
employed reception - VP
Advancement

Source: Toolkit to Grow Employer Partnerships
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2. Advanced Metrics

Manage Phase

Steward Existing Relationships with Consistent, Accessible Services

Tracking metrics during the Manage stage allows institutions to meet their goals of creating
sustainable and long-term business partnerships. The common business refrain—it is less
expensive to grow existing business relationships than to pursue new engagements—applies here.
After a formal partnership has been established, staff in the corporate relations office must work to
guide, maintain, and grow existing relationships. For an industry partner, this could mean enrolling
in new training programs, sponsoring internships or scholarships, or donating to research projects
at the institution.

Key Performance Indicators: Such as the amount of correspondence and the number of
meetings or events focused on recognition and appreciation, rather than soliciting new business
and the estimated amount of time staff spend corresponding with a partner over a quarter.

Key Outcome Measures: g
Progressive Institutions Use

+ Trends in the level of support from a partner, Tiered Business Partnerships

* Trends in the number of touchpoints with a
company over time, and
« A company’s movement through a tiered framework.

Tiered engagement options are
effective ways to bring in new
partners at low levels of engagement
and steward existing relationships
into more robust and strategic
partnerships across the institution.

Reporting Level: Both unit peers and the corporate
relations office value Manage metrics, as they are the
staff working directly in maintaining partnerships.
These professionals can use this information to
determine where and when to extend resources. Companies with only one or a few interactions
with the institution can be good candidates for intentional outreach offering additional services
options, while those with high value or strong relationships may be ready to deepen or extend their
commitment.

Develop a 360-Degree Relationship Management Dashboard to generate profiles of an industry
partners’ relationship with the institution to centralize information, improve transparency, and find
ways to expand existing partnerships. Compile information from relevant units across the university
to holistically understand a partner’s level of engagement with the institution.

In Practice: 360-Degree Relationship Management Dashboard

Data Inputs

Advancement
information

Research
information

Career Services
information

Alumni Relations
information

Professional Ed
information

15

Data Outputs

Primary recruitment
areas

Number of
sponsored research
projects

Faculty expertise
and R&D overlap

Amount donated
in last five years

Primary contacts and
recent touches

Source: EAB interviews and analysis
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Progressive Metrics

» Discover New Corporate Partnership Opportunities

« Evaluate Existing Relationships to Expand Partnerships
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3. Progressive Metrics

Progressive Metrics Highlight New Opportunities

Rather than actively sourcing leads from the community, many institutions use existing faculty
connections and informal relationships to develop industry partnerships. The most progressive
institutions intentionally advertise their strengths and highlight opportunities that satisfy unmet
regional needs, effectively promote their suite of partnership options to prospective partners, and
continually source feedback from industry to update services and engagement options.

Progressive metrics give institutions a more holistic review of their institutional partnerships
beyond monetary values. As a result, they can develop a more intentional marketing strategy and a
more responsive engagement portfolio that meets the needs of their local community. Progressive
metrics require multiple stakeholders across campus to share input and information, which can be
difficult for institutions who have not invested in campus-wide, advanced data tracking software.

Institutions measure progressive metrics within the Discover and Evaluate stages of the Corporate
Relationship Management Cycle. By finding areas of unmet need in the community and shifting
internal practices at the institution to satisfy industry demands, institutions develop the most
strategic industry partnerships to assist in their regional economic recovery.

Corporate Relationship Management Cycle

Generate external awareness and
identify industry’s unmet needs

7 ™

Ensure satisfaction and
find new opportunities for m

engagement
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3. Progressive Metrics

Discover Phase

Generate External Awareness and Identify Unmet Needs in Industry

In the Discover phase, institutions identify the unmet needs in their local community through
advisory boards or external data analysis, determine what kinds of engagements can satisfy these
unfulfilled needs, and market partnership opportunities. Marketing the institutional strengths to
targeted external stakeholders, including government bodies, economic development groups, and
local university alumni, helps create partnerships that meet the needs of the local community.

Key Performance Indicators:

+  Website traffic,

+  Webinar attendance,

*  Number of referrals,

* Funds spent on advertising programs,

+ Number and quality of engagement activities or external events held, and
+ Media mentions or attention.

Key Outcome Measures: The number of new inquiries from interested companies and the return
on investment from marketing spend (e.g., cost per click).

Reporting Level: Unit peers and the corporate relations office value Discover metrics most, as
these measures are integral for moving forward to the next stage in the Corporate Relationship
Management Cycle—Cultivate—when follow-up to a new lead occurs. These indicators can help
internal stakeholders determine which marketing campaigns were successful and what type of

leads they generated.

The most progressive institutions develop corporate charters that host mentorship programs and
social and professional development events for alumni who work at the same company. These
charters not only engage busy alumni, but also provide opportunities to learn about the specific
needs of a corporation or industry and generate additional partnership options. To begin, identify a
small number of potential pilot companies with a critical mass of alumni employees. For example,
Temple University requires a minimum of 75 alumni at a company in order to create a corporate
charter relationship. Review this roadmap for additional strategies to source warm partnership
leads, approach employers at times of critical need, and determine an employer’s needs to develop
targeted training partnership proposals.

In Practice: Corporate Charters

g TEMPLE

——a UNIVERSITY"

A Look at One Chapter’s Results After
Two Years

Student Career Placements Philanthropic Gains

39 Jobs and internships in
FY 2014

Jobs and internships
45 + projected for FY 2015

#3 Ei%get:tefézggr school ® Annual Giving Among Employees
to this company m Corporate Giving

2012 2013 2014

Source: EAB interviews and analysis.
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3. Progressive Metrics

Evaluate Phase

Ensure Satisfaction and Find New Opportunities for Engagement

During the Evaluate step, corporate relations staff not only work with partners to ensure that they
are satisfied with the partnership, but they also actively identify additional opportunities for
engagement to create long-term, sustainable partnerships. Feedback from both internal and
external stakeholders is essential to meet these progressive goals.

Key Performance Indicator: Surveys distributed to industry partners and unit peers at the
institution. Survey questions could ask corporations to rate their overall partnership experience,
evaluate communication times from the university, and list areas of additional support.

Key Outcome Measures: Feedback from surveys and discussions with industry partners and the
impact of changes in processes at the institution.

Institutions can evaluate the impact of corporate feedback through expanded partnership
agreements, such as the development of new academic programs to meet the corporation’s
evolving needs, increased funding for research engagements, or the expansion of an internship
program at a partner company.

Reporting Level: Unit peers and the corporate relations office care about these metrics most.
Surveys can highlight important information on how to better serve industry partners and provide
corporate relations staff and other university peers with evidence to develop mitigation tactics and
strengthen partnerships. Additionally, the corporate relations office can use information from the
Manage phase, such as a company’s movement through a tiered framework, to highlight
opportunities for growth during the Evaluate stage.

Consider sourcing feedback from corporations beyond surveys to provide the highest quality
relationships with industry partners. Kirkwood Community College invites 12 employers to
participate in an annual focus group to determine their greatest training needs. After the focus
groups produce 36 topics of interest, Kirkwood sends out a survey to all members of their
consortium to vote on the nine most relevant topics. By conducting these focus groups annually,
Kirkwood Community College can remain current with industry needs without changing their
training curriculum throughout the year. For more information about strategies to become a more
employer-responsive institution, watch this webconference.

In Practice: Participant-Led Focus Groups
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Source: EAB interviews and analysis.
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Corporate Relationship Management Cycle Table

“ Metrics Stage | Key Performance Indicators Key Outcome Metrics | Institutional Stakeholders

1. Discover

2. Cultivate

3. Solicit

4. Close

5. Manage

6. Evaluate

Progressive

Advanced

Foundational

Foundational

Advanced

Progressive

.

Website traffic
Webinar attendance
Number of referrals

Funds spent on advertising
programs

Number and quality of
engagement activities or
external events held

Media mentions or attention
Number of leads per time
period

Source of new leads
Follow-ups to new leads
Time required to respond to
and qualify a new lead
Number of site visits to
companies

Number of company visits to
campus

Number and type of
meetings the institution has
with companies

Roles of participants in those
meetings

Number of engagement
opportunities identified

Average time to close a deal

Value of deals

Number and type (e.g.,
grant, sponsored research)
of deals

Trends in the number, value,
and type of deals over time

Contract value from new
versus existing relationships

Amount of correspondence
and number of meetings or
events focused on
recognition and appreciation

Estimated amount of time
staff spend on corresponding
with a partner over a quarter

Surveys

20

Number of new .
inquiries from 5
interested
companies

ROI from marketing
spend

Number and .
percent of leads

worth advancing to

next stage of
engagement

Yield of new
engagements

Number and .
percent of .
engagements
opportunities that

move to the next

step of the cycle

Number of .
engagements that 5
move to a close

Time required to
finalize a deal

Complexity and
duration of deals

ROI for corporate
relations team

Trends in the level .
of support from a o
partner

Trends in the
number of
touchpoints with a
company over time
A company’s
movement through
a tiered framework

Feedback from .
surveys 5
Impact of process
changes

Unit peers
Corporate relations office

Corporate relations office

Unit peers
Corporate relations office

Institutional leaders
Unit peers
Corporate relations office

Unit peers
Corporate relations office

Unit peers
Corporate relations office

Source: NACRO, Metrics for a Successful Twenty-First Century
Academic Corporate Relations Program (2012)
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