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1. Introduction 

Internationally and within the EU, Higher Education Institution’s (HEIs) are seen as potential catalysts 

and magnifiers for change to help solve some of societies current challenges. In order to reach this 

potential HEI’s are being asked to continuously and meaningfully engage and collaborate with 

external partners (industry, community organisations, alumni, citizens etc.) to improve the relevance, 

applicability and impact of its research and education activities. External engagement and 

entrepreneurial activities1 require different skills and competencies from those traditionally involved 

in educating and research. These activities also require flexibility, planning, additional time, 

interdisciplinarity and collaboration. In essence what is required is an institutional cultural change 

within HEIs to infuse external engagement and entrepreneurialism within every decision, activity, 

and communication. This is proving difficult for HEIs, as they are often large, bureaucratic 

organisations, characterised by silos and restrictive contracts. In addition, the structures, processes, 

and culture throughout the international academic community continues to value research and 

education over these activities and so it remains predominantly, an add-on activity.  

The Time4UNIChange project aims to deliver a Toolkit for HEI leadership and management with 

useful and accessible strategy guides to support potential positive changes that could improve the 

ability and capacity of academics to engage in these activities more fruitfully for the better of the 

HEIs, external partners and society at large. The Toolkit will be developed based on the investigation 

phase of the project, the findings of which are synthesised below and presented in further detail later 

on in this document.  

 

 
1 For the sake of this project, all activities, informal and formal within HEIs that interact with an external partner are included, 

such as live cases, contract research, guest lectures, work placements, research valorisation, academics involved in start-
ups, supporting entrepreneurs, competitions, and entrepreneurial challenges etc.  
 



 

4 

2. Methodology 

The initial emphasis of this research was to gain more of an insight into two areas; what is the current 

culture like amongst academics in relation to external engagement and entrepreneurial activities in 

Higher Education Institutions (HEIs) (including the barriers, incentives, motives etc.), and what do 

experts (and research) say is required to instigate effective cultural change within HEIs to increase 

the involvement of academics in these activities. 

To do this the four project partners, the Università Ca' Foscari Venezia (CF) in Italy, Jönköping 

University (JU) in Sweden, Munster Technological University (MTU) in Ireland and the University 

Industry Innovation Network (UIIN) in the Netherlands completed the following primary and 

secondary research activities shown below in Figure 1.  

 

 

The following four areas of need were identified for academics to become more involved in these 

activities: 

1. Raising Awareness of the Opportunities and Benefits,  

2. Capturing and Communicating Success, 

3. Incentives and Rewards, and 
4. Help Navigating the Support Environment. 

The literature review, focus groups and case studies focused on these areas.  

This project focuses on the experience of one of the main actors within HEIs involved in these 

activities, namely the academic. This is not to disregard the other essential staff members involved 

4 Focus 
Groups 

Literature 
Review

17 Expert 
Interviews

Desk 
Research

Synthesis 
of all 
Data

40 Case 
Studies

Figure 1: Research activities for the Investigation Phase 
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in delivering these activities, as this project is aware of the essential work done by the myriad of 

people involved in helping HEIs function effectively and deliver the best service possible.  

Research Design 

Each project partner carried out systematic reviews of scientific and grey literature regarding one 

area of need (as above), which focused as close as possible to the study of HEIs and external 

engagement and entrepreneurialism, however often literature was limited, thus a broader, more 

general research area was often investigated.  

The systematic literature review was followed by a focus group with 10 academic staff by each 

project partner; the Università Ca' Foscari Venezia (CF) in Italy, Jönköping University (JU) in 

Sweden, and Munster Technological University (MTU) in Ireland chose 10 academic staff working 

within their respective HEIs and the University Industry Innovation Network (UIIN) in the Netherlands 

combined 10 academics from 9 different countries (the Netherlands, Latvia, Belgium, Portugal, 

Finland, Austria, England, France and Turkey). Participants were chosen to ensure a diversity of 

profiles, disciplines, and experience levels in academia, with external engagement and 

entrepreneurial activities, and experience working in external organisations.  A template of questions 

was collaboratively created to ensure a comprehensive understanding of academic’s current 

perception of external engagement and entrepreneurial activities.   

Each project partner then organised and conducted a series of qualitative interviews with five experts 

in Change/Organisational Management working in England (University of Warwick), Germany 

(Fraunhofer Institute), Ireland (MTU), Sweden (JU, JIBS and JTH), Italy (CF2), the Netherlands and 

Europe-wide (Climate KIC). A template of questions was compiled to gain insights into the area of 

change management, organisational change, and cultural change within HEIs and other comparable 

organisations.  

Throughout the research activities discussed above each partner was identifying positive 

activities/initiatives currently in place to support academics with external engagement and/or 

entrepreneurialism within HEIs in order to create good practice case studies. A template was created 

to elicit concise and relevant case studies, 10 per project partner, and 40 such case studies were 

compiled from Ireland, Sweden, Italy, the Netherlands, Portugal, England, Lithuania, Germany, and 

Belgium.  

 
2 2 experts were interviewed due to difficulty in gaining access. 
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Synthesising the insights from the systematic literature review, focus groups, expert interviews and 

case studies was carried out by Munster Technological University and was evaluated by the partner 

organisations on a regular basis. 

This research aims to inform the creation of a Toolkit to help HEI leadership and management 

implement appropriate positive changes to support and encourage more academics to become 

involved in external engagement and entrepreneurial activities.   

Figure 2: Geographical distribution of research activities/participants of Investigation Phase 
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3. Findings 

As the aim of this report is to synthesise the findings and results from the qualitative and quantitative 

studies conducted, the sections below highlight the major results and insights. Based on these 

findings, we deduce recommendations for the design of the Toolkit in the next stage of this project’s 

work. 

Firstly, it is important to reiterate that significant gaps were found in the research regarding raising 

awareness amongst academics and communicating with academics. Where possible research 

pertains to HEIs and/or external engagement and entrepreneurialism in HEIs, however it was 

necessary to include research focusing on similar organisations and activities. It was also difficult to 

compile 40 case studies of actions being taken to support, encourage or reward academics to 

become involved in these activities, as initiatives are most often directed towards students and 

external partners, nevertheless these activities impact on future academics and graduates, thereby 

increasing the available propensity, confidence, and skills available in the future to collaborate. 

 

Change Management  

Primary and secondary research on change management within HEIs has highlighted that although 

there is no “one model fits all” when it comes to change management frameworks or models, the 

vast majority reiterate the need for alignment with organisational mission and vision (strategic 

alignment), the requirement for leadership and management (at all levels) to drive the change, the 

importance of intrinsic and extrinsic incentives and rewards/encouragement as well as the crucial 

significance of consistent two-way communication.  

 

 

 

 

 

 

 

 

 

 

 

Many experts interviewed reiterated the importance of understanding the organisational culture 
before choosing a change management framework(s) or designing a change strategy. In one 
expert’s experience, many people misunderstand the strategic value of culture. One expert went so 
far as to say that any change management approach should be moulded around the existing culture. 
Adrianna Kezar’s (2002) study found that change management practitioners need to become cultural 
outsiders in order to observe institutional patterns before designing and implementing change 
processes and strategies. A number of key implications from this research are as follows: 

1. Where strategies for change violate cultural norms, change most likely will not occur.  

Figure 3: Core requirements of effective change management within large 
organisation. 

Align change 
strategies with 
organisational 

mission and 
vision

Consistent 
Two-Way 

Communication 
is Key

Leadership and 
Managenment 
Drive Change

A variety of 
Incentives and 
Rewards are 

Crucial
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2. There is a relationship between institutional cultural archetypes and the way the change 
process is enacted.  

3. The distinct nature of the campus cultures cannot be overlooked in trying to understand 
how change processes unfold and which strategies institutional leaders should 
emphasise. Examining institutional culture in depth, beyond the four archetypes, provides 
a deeper and richer understanding of the change process and appears to facilitate change.  

4. Cultural archetypes and unique institutional cultures may help to determine which 
strategies might take prominence in the change process.  

Another expert introduced the concept of Organisational Maturity when discussing the ability of any 

HEI to implement a strategy or affect change. Organisational maturity refers to the extent to which 

an organisation has explicitly and consistently employed practices or processes that are 

documented, managed, measured, controlled, and continually improved. Understanding the stage 

of maturity of an HEI regarding external engagement and entrepreneurialism would allow the 

development of its practices and processes in this area to support the implementation of any change 

strategies.  

Interestingly in the case of developing maturity, one expert introduced the Process-Focused 

Approach which focuses on the implementation of change through processes (documentation, 

protocols and systems). This approach provides a deeper understanding of the challenges 

experienced by those working within an organisation and identifies gaps, weaknesses, or duplication 

in the current processes. This approach helps each person seeking help in a practical collaborative 

manner and if the learning is applied on an organisational level, organisational maturity can be 

developed.  

This review suggests becoming very familiar with the existing organisational culture(s), mission and 

maturity in order to ascertain the status quo before using a personalised combination of change 

management strategies appropriate for the HEI. Ensuring that leadership and management are 

clear, coordinated and resourced to drive change with consistent two-way communication (on a 

micro and macro level), and identification and consistent implementation of a suite of extrinsic and 

intrinsic incentives and rewards.  

 

Academics Involvement in External Engagement and Entrepreneurial 
Activities 

The differentiating aspect of how academics experienced externally engaged activities was the 

existing institutional culture and tradition of external engagement. For example, in JU collaboration 

with external partners is an integrated part of all job positions (see case study on Employee Salary 

Talks (Sweden)), guest lectures are commonplace, collaboration with industry is expected since the 

largest research funding agency demands co-funding by industry. Whereas in Ca' Foscari University 

the culture is research driven and therefore the main motivation expressed by the interviewed 

academics to become involved in external engagement or entrepreneurial activities is obtaining more 

resources for research activities.  

Two of the institutions within the research have long histories with external engagement, thus support 

structures, and a culture has developed over time embedding more external engagement and 

entrepreneurial activities within teaching and research. However, the barriers to getting involved in 

these activities remain universal; lack of time, resources, skills, and recognition are foremost for 

those engaging already and for those not engaging, awareness of the benefits and supports 

available, confidence and understanding of how get started are the current obstacles.  
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Case studies on the Bright Club (Ireland), WebLearn (Sweden), Perspectives on Collaboration 

(Sweden), and C_Lab Veneto (Italy) show how some HEIs, and academics are creating bespoke 

education and training to support the development of the skills, competencies and confidence 

required to perform these distinctive activities and optimise the potential positive impact upon 

teaching and research.  

These activities are predominantly (except for academics within JU) experienced as an add-on to 

teaching and research activities, not woven into their job in any way. Although the activities are 

experienced as ad hoc, not clearly rewarded, celebrated, or supported, they are experienced as 

highly beneficial to students and the academics professional work satisfaction as they’re seen to 

create a dynamism and relevance to delivering theory and conducting research, in addition to 

crucially providing opportunities to positively impact on their community.  

Importantly to note, this research observed that most academics involved in external engagement 

and/or entrepreneurial activities have worked in external organisations (mostly industry) before 

joining academia. These academics have external contacts, an understanding and knowledge of 

how things work externally to academia, and the required communication style/language, affording 

an expedient set of skills, interest, initiative, and confidence in relation to these activities.   

The next section elaborates further on the findings under each area of need. 

 

Raising Awareness 

Raising awareness is an essential aspect of implementing change in any large organisation and yet 

very little research has been conducted into how to effectively do so in HEIs. Extensive academic 

research has been conducted into the drivers (Hrivnák and Jarábková, 2022), barriers, incentives, 

benefits (Koria et al., 2022) and organisational factors affecting academic engagement, however the 

vast array of literature on academic entrepreneurship and engagement (Feldman et al., 2008; 

Perkmann et al., 2021; NCCPE, 2017; Campus Engage, 2018) rarely mentions raising awareness 

as an activity. This is despite research suggesting that a high proportion of academic’s desire 

external engagement but lack the skills, confidence, and awareness of the opportunities to do so 

(NCPPE, 2017; Wellcome Trust Sanger Institute, 2016).  

The academics interviewed for this project largely became aware of external engagement and 

entrepreneurial activities through their colleagues and managers, and very often those involved in 

the activities were ‘plugged into’ the emails, social media and ‘positive gossip’ related to possible 

opportunities and successful activities. Research into the area of raising awareness amongst 

academics, in particular academics not engaging, could facilitate significant changes in participation 

rates. Case studies such as the Career Fair (Ireland) and These Fair (Sweden) exemplify ways in 

which HEIs are providing opportunities for academics and external partners to meet and raise 

awareness but more such activities could be facilitated, in particular focusing on academics not yet 

engaging to mix with those that are, as well as external parties.  

Some interesting research to take into consideration when designing awareness raising campaigns 

within HEIs includes Franco-Santos et al. (2014, 2017) which suggests that (in general) academics 

are more intrinsically motivated. This is corroborated through research into incentives and rewards, 

discovering that intrinsic and prosocial motivations emerge as one of the main factors with the 

greatest impact on academic’s external engagement (Atta-Owusu, 2021; Orazbayeva and Plewa, 

2020; Lahikainen et al., 2019; van de Burgwal et al., 2019). Other research guided by self-

determination theory, conducted by Kasser and Ryan (1996) identified meaningful relationships, 

personal growth, and community contributions as being important values for this group. A growing 

body of research suggests that academics and their achievements are highly influenced by the 

attitudes and behaviours of their work colleagues, the prevalent local norms, and local leaders (Wang 
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et al., 2021; Tartari et al., 2014; Nanda and Sorensen, 2010). Therefore, awareness raising amongst 

peers/colleagues of the manifold social, educational, and economic benefits from these activities 

within an HEI is of the utmost importance in order to increase external engagement and 

entrepreneurialism amongst academics.  

 

Capturing and Communicating Success 

Given that academics are highly influenced by their colleagues and management, capturing, and 

communicating successful activities is crucial to maximising their impact and proliferating the 

involvement of academics in these activities. However, no literature was found in relation to capturing 

and communicating success or opportunities in external engagement and entrepreneurial activities. 

Future research as to how to enhance communication could start with defining why such activities 

need to be communicated, who should conduct the communication and where funding could be 

sourced.  

Primary research with academics and the case studies clarified the lack of resources dedicated to 

communicating success in this area; except in the case of existing support offices where some 

communication is conducted in the form of case studies (it is difficult to gather all information), most 

academics are trying to collect and share information on personal social media or via email which is 

time consuming and dependent on the academics marketing and communication skills and initiative. 

Case studies on award ceremonies (Civic Engagement Awards (Ireland) and Research Engagement 

and Impact Awards (England)) show how this activity may offer an effective approach to capturing 

data on these activities and communicating same in a personal and celebratory manner. 

 

Incentives and Rewards 

Research into the effectiveness of certain incentives to become involved in these activities suggests 

a weak incentive from extrinsic motivators in general, except in the context of supporting research 

activities. One of the aspects most frequently analysed by the scientific literature is pecuniary 

motivation (monetary gains) but it is predominantly perceived unimportant and, in some cases, is 

even evaluated as counterproductive (Sormani et al. 2022, Atta-Owusu 2021). However, this type of 

motivation can have a positive effect in encouraging specific engagement activities within the 

commercial domain, such as patenting and start-up creation (van de Burgwal et al., 2019; 

Orazbayeva and Plewa, 2020). All support for research activities including grant funds, access to 

various resources, and knowledge exchange are perceived highly positively by academics (Sormani 

et al., 2022; Atta-Owusu, 2021; Cunha, 2022; Clauss et al., 2022; Perkmann, 2021; Orazbayeva and 

Plewa, 2020).  

As mentioned above, intrinsic, and prosocial motivators emerge as one of the main factors with the 

greatest impact on academics' external engagement (Atta-Owusu, 2021; Orazbayeva and Plewa, 

2020; Lahikainen et al., 2019; van de Burgwal et al., 2019). These incentives can be distinguished 

as pure personal satisfaction, such as the enhancement of academics’ own research, attraction of 

intellectual curiosity and pursuit, interest in resolving the research problem, and knowledge 

exchange (Iorio et al., 2017; Lam; 2011; Orazbayeva and Plewa; 2020; Perkmann et al.; 2011), or 

as pro-social motivations, such as contributing to society and to the welfare of the local context, 

helping others, and improving the quality of life (Atta-Owusu, 2021; Lam; 2011; van de Burgwal et 

al.; 2019). 

These findings are premised on the conclusion that no system or set of incentives and rewards are 

effective with all academics, or within all contexts; irrespective of whether an incentive operates 

effectively in one environment does not mean its application will be successful in another, this can 
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be a result of a multitude of interwoven factors including cultural, institutional and/or economic. The 

customisation of incentives might be the most promising area of scientific endeavour and practical 

development for academics in the field. In particular, and given the project’s objectives, the main 

implication of our research lies in the necessity of investigating how much HEIs can think or deliver 

on customised and individualised plans of incentivisation to reconcile the different missions an 

academic has to adhere to and the changing posture each may have in its career and across 

contexts. 

Primary research with academics highlighted that external engagement activities are linked more to 

the individuals’ volitions than to any institutional incentives or career advancement, these academics 

are then either supported, incentivised, or hindered by the culture of the institution. In general 

incentives included allocated time, esteem of colleagues, support from management, research 

funding and a positive impact on students, society, and pedagogy. The case studies mirror these 

findings with most incentives or rewards structured in the form of awards (showcasing and 

celebrating effort and impact), or research grants, except in the case of JU in Sweden where adjunct 

positions are available, as well as employee development and salary setting talks with management 

which potentially provide reward for academics collaborating with external partners.  

 

Navigating the Support Environment  

Academics, as the key actors in universities, strongly influence how successful the organisation will 

be in business engagement activities and thus determine the capacity of the institution to become 

more entrepreneurial in general (Guerrero et al., 2015; Miller et al., 2018). As securing research 

funding, becoming more entrepreneurial and knowledge valorisation have become intrinsic to 

academics’ role (Alexander et al., 2015, Miller et al., 2018), their perception of the environment that 

supports those activities is extremely important. Academics are often discouraged in engaging 

externally due to the perceived lack of support in helping them balance their conflicting 

responsibilities (Hayter et al., 2021). Navigating academics through the support environment is 

therefore important to overcoming barriers and meeting skill and competence gaps (De Silva, 2016; 

Moog et al., 2015).  

As University-Business Cooperation (UBC) spans two very different worlds in terms of values and 

orientation, the supporting mechanisms required in order to facilitate such cooperation are varied 

and multidimensional. These mechanisms can be separated into the following four categories: policy, 

strategic, structural, and operational mechanisms and presented in Table 1: Policy, Strategic, 

Structural and Operational Mechanisms to support UBC - Adapted from Davey et al. (2018)below. 

UBC POLICY MECHANISMS 

Economic and 
financial  

Funding and grants 
Subsidies 
Stimulus packages 
Taxation concessions 
Public seed capital 

Regulatory UBC laws and regulations 

Other  Governance/ government programmes 
Education/ training programmes 
Public promotion programmes 
Hiring policies 

UBC STRATEGIC MECHANISMS 

Paper strategies A strategy supporting UBC 
Documented mission / vision embracing UBC 
Top-level management committed to UBC 
Coordinated communication approach for UBC 
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Implementation 
strategies 

Business experience considered in the recruitment of academics  
Recognition of academics for their UBC activities  
Dedicating resources (incl. funding) to support UBC  
The inclusion of 'cooperation with business' as part of the assessment of 
work performance for academics  
The measurement of UBC performance and outputs  
Recruiting business professionals into the knowledge transfer area  
Reducing teaching hours to undertake collaboration with business 
 

STRUCTURAL MECHANISMS 

Bridging 
structures 

Agencies dedicated to UBC (e.g., technology transfer office, innovation 
office)  
Board member or vice rector positions for UBC  
Industry liaison office 

Employability & 
Career services 

Alumni networks 
Career offices 

Infrastructure Co-working spaces accessible by business  
Joint research institutes  
Incubators  
Science / Technology Park precincts 

External 
integration 
structures 

Adjunct positions available within the university for businesspeople 
Lifelong learning programmes involving businesspeople 

UBC OPERATIONAL MECHANISMS 

Networking Academic networks dedicated to UBC  
Networking sessions or meetings for academics to interact with business  
Student networks dedicated to UBC  
UBC activities facilitating student interaction with business 

External 
communication 

Information sessions and forums about UBC  
The featuring of UBC prominently on the university´s website 

Entrepreneurship 
 

Entrepreneurship courses offered to academics  
Entrepreneurship courses offered to students 

Table 1: Policy, Strategic, Structural and Operational Mechanisms to support UBC - Adapted from Davey et al. (2018) 

According to Miller et al. (2018) it is important to differentiate between two types of entrepreneurial 

activity in the context of HEIs – less formal (networking, collaborative research, joint supervision, 

student placement etc.) and more formal (contract and research consultancy, joint ventures, patents, 

and licences etc.). Taking these two types into account, HEIs can refine their support environments 

and the way they navigate academics through those environments. Although Miller refers to 

entrepreneurial activity, this differentiation can also be applied to external engagement activities. 

Therefore, knowledge transfer and engagement channels can be categorised based on their degree 

of formality (Alexander and Martin, 2013) or by the type of knowledge flows, i.e., tacit or explicit 

(Alexander and Childe, 2012). HEIs can integrate different channels in their support mechanisms 

thus making them more accessible and expedient to different types of academics at different stages.  

Different mechanisms in the support environment can foster university business cooperation, 

however, due to complexity of the ecosystem, academics could benefit from additional ‘wayfinding’ 

and navigation (Hayter et al., 2018). In addition, promoting a culture of proactive cooperation with 

external organisations in private sector is crucial to becoming innovative, entrepreneurial, and 

engaged higher education institutions (Davey et al., 2018). Primary research with academics 

highlighted the importance and impact of both these mechanisms; wayfinding in the form of specific 

offices or personnel and cooperation with external organisations and networks. Academics spoke of 

key personnel (experienced academics, management, or specific boundary spanners) and the 

support provided through networking with external networks in order to become and stay informed 
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of funding, contacts, events, policies, and research activities of interest. Networking with other people 

was the predominant methodology of accessing the information and support required for academics. 

Providing opportunities and supporting a culture of networking is thereby crucial to ensuring the 

resources and expertise provided to support academics with these activities are utilised properly.   

Case studies (OUI Consulting Services (England), UniSmart (Italy), and SMILE (Germany) provide 

examples of HEIs creating subsidiary companies, platforms, accelerators, and offices to manage its 

technology transfer, entrepreneurial activities, and consulting activities. Support for more informal 

activities such as engaged education can be seen in the form of peer groups (CPEER and WPLC 

(Ireland)), resources (Authentic Assessment (Ireland)) and a coffee morning (Sweden). 
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4. Conclusion 

This report has analysed primary and secondary research concerning the current perspectives, 

barriers and needs of academics in relation to external engagement and entrepreneurial activities in 

HEIs, and how change management can help change the culture of large organisations such as 

HEIs regarding these activities. This research has illustrated the many areas requiring strategic focus 

and resources if more academics are going to engage in these collaborative, inclusive and beneficial 

activities to enhance the relevance and impact of the research and teaching delivered by HEIs.  

The case studies exemplify efforts being made across 9 countries and crucially within EU policy and 

funding mechanisms to support the awareness raising, networking, training, resourcing, 

incentivisation, and support required for academics to become more involved in these activities. A 

list of recommendations under each area of need is presented below but it suffices to say that many 

changes are required throughout an HEI, at all levels, especially to what is incentivised and 

measured in order to affect real change.   

Regarding change management, this review suggests using a personalised combination of change 

management models appropriate for the HEI that can be designed after gaining an understanding of 

the existing culture and maturity of the organisation. Change management is successful when 

strategies fit the context, are collaborative, consistently communicated, measured, and 

complemented by incentives and rewards.  

An existing culture of external engagement and/or entrepreneurialism within an HEI can mean 

resources, structures, spaces, personnel, or systems have been established throughout the years 

which is an advantage for any HEI. Nevertheless, the foremost determinant of successful cultural 

change within an HEI towards integrating these activities within teaching and research is the focus, 

communication and support of the HEI leadership and management.  

It is imperative to note the fertile ground available for these activities once certain changes are made, 

given the propensity of academics to be intrinsically motivated to do good, the many benefits to the 

education and employability of students, the potential access to research funding, and positive 

reputational impact for HEIs. These elements are all required if HEIs are to become beacons of 

societal change driven by evidence and collaboration, and if anyone aspect was missing, this task 

would be undoubtedly more challenging, but there is not.  

 

 

 

 

 

 



 

15 

5. Recommendations 

This section outlines the recommendations most salient for the next piece of this projects work, the 

creation of a Toolkit for HEI leadership and management to support an increase the quantity and 

quality of external engagement and entrepreneurial activities that academic become involved in. 

 

Raising Awareness 

• Encourage academics to be proactive in participating in the SME sector and agency 
networks through delivering masterclasses, bringing in guest experts or hosting events 
inside the HEI.  

• Encourage academics to take part in events that involve external partners such as Career 
Day, Thesis fair etc. 

• Facilitate and support staff to position themselves within business/industry networks to 
operate as mentors, advisors in start-up, business growth networks or board members of 
industry bodies. 

• Provide a central point (website, intranet, office) of access for academics and external 
organisations seeking engagement opportunities. 

• Develop and clearly identify engagement mentors within departments and institution wide. 
• Run an institution wide programme of events and engagement opportunities that are well 

advertised and promoted within departments and amongst colleagues.  
• Deliver well designed and accessible ongoing training and development opportunities in 

the area of external engagement and entrepreneurialism. 
• Create awareness of external engagement and entrepreneurial activities, benefits, and 

opportunities through induction programmes for new academics.  
• Build awareness of the benefits from external engagement and entrepreneurial activities 

throughout the HEI and local region. 
• Include external engagement and/or entrepreneurialism as part of each academic’s job 

description and interview questions.  
• Acknowledge the significant strengths academics with previous industry experience bring 

to external engagement and entrepreneurial activities within HEIs. Thus, continue to recruit 
industry experienced personnel as academics and support the transfer of knowledge from 
these academics to those without. 

• Utilise existing academics stories/experiences with external engagement and/or 
entrepreneurial activities to raise awareness of the benefits, learning and supports 
available.  

• Host activities celebrating and recognising suitably engaged academics to inform all staff, 
students, management, and external partners of the activities, outcomes, and impact. 

• Conduct research into the current activities being undertaken within an HEI and attitudes 
towards same.  

Capturing Success 

• Develop a system for tracking and documenting all engagement and entrepreneurial 
activities, such as partnerships, collaborations, and start-ups. Utilise technology like a 
Customer Relationship Management (CRM) system to organise, and project management 
software to track progress and milestones to do so. 

• Create a process to collect and analyse data of external engagement and entrepreneurial 
activities, such as surveys, interviews, case cards and focus groups.  
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• Create a system for reporting on engagement and entrepreneurial activities, such as 
regular reports to stakeholders and annual reports to the university community. 

• Develop a central website or portal where information about all engagement and 
entrepreneurial activities can be easily input and accessed. 

Enhancing Communication Internally 

• Create a dedicated office or centre for engagement and entrepreneurship to coordinate 
and promote activities across the university (Novotny, 2008). 

• Provide training and resources to faculty and staff to support their engagement and 
entrepreneurial activities (Gibb et al., 2013). 

• Engage with like-minded networks such as UIIN, CDIO and ACEEU (CDIO, 2023; ACEEU, 
2023; University Industry Innovation Network, 2023). 

• Create case studies and success stories that highlight the impact of engagement and 
entrepreneurial activities on the community. (Impact case study database in Research 
Excellence Framework (REF) for example). 

• Measure and report on the impact of engagement and entrepreneurial activities to 
demonstrate the value of these efforts to the university and broader community (e.g., a 
yearly report from the external engagement department (Jönköping University, 2021). 

• Collect and document data on the impact of engagement and entrepreneurial activities, 
such as the number of jobs created, the economic impact, and the social impact on the 
community. (Impact case study database in REF). 

• Create a system for feedback and evaluation to ensure that engagement and 
entrepreneurial activities are meeting their intended goals and making a positive impact 
on the community (Bäckstrand and Bergqvist, 2019). 

Enhancing Communication Externally  

• Utilise social media platforms, university website, and other communications channels to 
share updates and successes of engagement and entrepreneurial activities.  

• Create a system to communicate the success and impact of engagement and 
entrepreneurial activities to external stakeholders, such as government agencies, 
foundations, and other universities.  

• Create partnerships with local businesses and organisations to provide networking and 
mentorship opportunities for academics.  

• Encourage academics to support students to participate in internships, co-op programs, 
and other experiential learning opportunities to gain real-world experience. 

• Invite successful partners, entrepreneurs, industry, and community leaders to speak at 
events and share their experiences with engagement and entrepreneurial activities. 

• Host regular events, such as networking events, pitch competitions, and innovation fairs, 
to showcase engagement and entrepreneurial activities. 

Incentives and Rewards 

• Change promotional criteria to give equal value to time spent on external engagement 
and/or entrepreneurialism as to time spent on research and education. 

• Introduce adjunct positions which can facilitate building bridges between the academic and 
the non-academic world and can create a profitable exchange of knowledge.  

• Consider differentiating career pathways for academics interested in external engagement 
and/or entrepreneurialism. 

• Increase the allocation of time for externally engagement and/or entrepreneurial activities.  
• Introduce KPIs for external engagement and entrepreneurial activities, as ‘what gets 

measured, gets managed’.  
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• Introduce formal acknowledgements, celebrations, and recognition of externally 
engagement and entrepreneurial activities within each department and as an institution.  

Navigating the Support Environment  

• Differentiate between informal and formal activities, and the internal and external supports 
available for each group of activities.  

• Establish and encourage a positive supportive culture within departments (amongst all 
staff) towards external engagement and entrepreneurial activities, as all primary and 
secondary research for this project highlights, the support of colleagues and management 
is paramount to the involvement of academics in these activities. 

• Support professional staff to understand and feel involved in these activities in order to 
support academics with the bureaucracy and logistics required.  

• Provide ongoing, accessible training and support in skills related to these activities such 
as networking and communication. 

• Develop and make accessible guidelines for activities, a how-to-guide on starting live 
cases, collaborative research etc. 

• Embed information on external engagement and entrepreneurial activities and supports 
within the employee induction programme.  

• Provide a mentor for each early-stage academic that is active in external engagement 
and/or entrepreneurial activities to support building capacities and knowledge required to 
start getting involved.  

• Highlight and encourage the significant positive impact a supportive environment and 
colleagues has on academics engaging externally.  

• Develop a specific team or office devoted to supporting external engagement activities 
such as the External Relations Team (JU), Promoting Innovation and Knowledge (PInK) 
(CF) or the Extended Campus (MTU). 

• Identify and empower people who are facilitating the wayfinding between different 
mechanisms inside and outside universities.  

• Develop and encourage the use of digital aspects of the support environment such as 
ensuring forms are downloadable and if possible able to be complete online, conducting 
support groups or networking online, providing recorded training videos online etc.    

This research accordingly informs the next phase of the Time4UNIChange project’s work in 

developing effective tools to change the culture of HEIs so academics can become more externally 

engaged and entrepreneurial.  
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6. Literature Review 

This literature review aims to provide an overview and analysis of the recent academic and grey 

literature concerning the current needs and perceptions of academic staff in relation to external 

engagement and entrepreneurialism activities in Higher Education Institutions (HEIs). Four need 

areas are specifically addressed which are raising awareness, capturing, and enhancing 

communication, incentives and rewards and navigating the support environment.  

 

Raising Awareness  

This section of the literature review is a synthesis of material from a range of research areas such 

as Public Engagement, Civic Engagement, University-Business Collaboration (UBC), Engaged 

Research, Entrepreneurial Academics, Entrepreneurial Universities etc. The review begins with an 

introduction into awareness raising as an activity, the imperative to raise awareness amongst 

academics of the need to engage externally and become entrepreneurially minded and finally some 

of the methodologies suggested to do within the literature.  

The SDG Accountability Handbook (2019) defines awareness-raising as a “process that seeks to 

inform and educate people about a topic or issue with the intention of influencing their attitudes, 

behaviours, and beliefs towards the achievement of a defined purpose or goal” (pp. 1). Awareness 

raising is an essential aspect of implementing change in any large organisation including awareness 

of the need for change, awareness of the change needed and what it looks like, the processes, 

activities, and tools to be used/being used/have been used, and the responsibilities and expectations 

of each member within the organisation and the organisation as a whole (Cawsey et al., 2016). 

Although little has been written regarding awareness raising of external engagement and/or 

entrepreneurialism activities amongst academics in HEIs, the next section outlines the clear 

identification of its importance. 

 

The Need for Awareness Raising 

Extensive academic research has been conducted into the drivers (Hrivnák and Jarábková, 2022), 

barriers, incentives, benefits (Koria et al., 2022) and organisational factors affecting academic 

engagement, however the vast array of literature on academic entrepreneurship (Feldman et al., 

2008), academic engagement (Perkmann et al., 2021), public engagement (NCCPE, 2017), 

community and civic engagement, and engaged research (Campus Engage, 2018) rarely mentions 

awareness raising as an activity. This is despite research suggesting that a high proportion of 

academic’s desire external engagement but lack the skills, confidence, and awareness of the 

opportunities to do so (Wellcome Trust Sanger Institute, 2016). 

Grey literature from organisations such as the OECD, UIIN and EU projects have developed 

frameworks and tools to promote external engagement and entrepreneurialism in HEIs and all 

mention the need for awareness raising (as a statement). For example, HEInnovate 

(heinnovate.eu/en) is a self-assessment tool developed by the OECD to support policy makers and 

HEI leaders to enhance the entrepreneurial and innovative potential of HEIs and is structured into 

eight dimensions, one of which is that “the HEI increases awareness of the value of entrepreneurship 

and stimulates the entrepreneurial intentions of students, graduates and staff to start-up a business 

or venture”. The OECD Guiding Framework for Entrepreneurial Universities (2012) offers advice, 

ideas, and inspiration for the effective management of institutional and cultural change for 

universities in the EU and recommends that if a university wants to score highly as an Entrepreneurial 
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University it should “embed awareness-raising across all faculties and staff in all areas of the 

university”.  

Academic entrepreneurialism literature discusses the factors required to develop an entrepreneurial 

behaviour within an HEI, for example Boxer (2020) writes that the knowledge of what entrepreneurial 

behaviour involves is a significant influence on academic’s behaviour. Providing funding, supports 

and services to support entrepreneurial behaviour does not impact on a universities 

entrepreneurialism unless the staff are aware of the availability of same, aware of how to access and 

use these supports and services, aware of others using them and aware of the support (or otherwise) 

from colleagues and management in using them. Khorrami et al. (2018) noted that educators’ lack 

of knowledge regarding entrepreneurship, marketing, and market forces reduces the chances of 

academics becoming entrepreneurs. Boxer (2020) concludes that “the literature shows that if the 

goal of university leadership is to increase entrepreneurial behaviour among faculty, focusing on the 

development of the necessary skills, inclinations, and knowledge among faculty as individuals would 

be an integral part of a university’s efforts” (pp. 26). 

The next section provides a review of the literature regarding ideas, suggestions, and 

recommendations for raising awareness amongst academics in relation to external engagement and 

entrepreneurialism within HEIs. Each section focuses on a specific relationship within the HEI; 

employer-employee, peers, and external stakeholders, and firstly outlines the literature on why this 

relationship pathway can be effective in raising awareness before presenting how.   

 

Approaches to Raising Awareness 

Employer – Employee 

The complex web of information between HEI leadership and management, and academics includes 

HR, training, communication related to teaching, researching, organisational management and 

policy, student affairs, and logistical/infrastructural issues. The literature is clear on the importance 

of employer employee engagement, however research into this topic in the context of universities is 

new (UCEA and UHR, 2018). Robinson et al. (2004) define an engaged employee as “A positive 

attitude held by the employee towards the organisation and its values. An engaged employee is 

aware of business context and works with colleagues to improve performance within the job for the 

benefit of the organisation” (pp. 4). Importantly in this context Graen (2008) found that employee 

engagement can improve organisational agility in organisations forced to adapt to changing markets 

and improve efficiency in driving change initiatives (cited in UHR and UCEA, 2018).  

The work of Franco-Santos et al. (2014, 2017) uses self-determination theory and motivation theory 

to examine the varying engagement strategies required within an HEI. Their research illustrates how 

extrinsically (engaged in work for an external goal) and intrinsically (engaged in work for enjoyment, 

interest, satisfaction, curiosity, self-expression, or personal challenge) motivated employees require 

completely different communication, incentives, and rewards. She suggests (in generalised terms) 

that employees delivering professional services within universities are inherently more extrinsically 

motivated and academics are inherently more intrinsically motivated. This reviews research of 

literature into incentives and rewards (presented below) also found that intrinsic and prosocial 

motivations emerge as one of the main factors with the greatest impact on academics' external 

engagement (Atta-Owusu, 2021; Orazbayeva and Plewa, 2020; Lahikainen et al., 2019; van de 

Burgwal et al., 2019).  As a result, raising awareness and promoting the involvement of academics 

in these activities may require more creativity, autonomy, and options to be effective, and importantly 

to not hinder existing activities. Other research guided by self-determination theory, conducted by 

Kasser and Ryan (1996) identified meaningful relationships, personal growth, and community 
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contributions as being important values for this group. This provides an interesting perspective to 

consider when developing awareness raising materials or activities for academics.  

The NCPPE (2017) resources pack on How to Support Public Engagement: enhancing learning from 

your public engagement, emphasises that one of the key barriers to researchers, support staff and 

students getting involved in public engagement is a perceived lack of opportunities to get started. 

Awareness regarding such opportunities is therefore essential. To increase awareness of 

opportunities this report recommends providing a central point (website, intranet, office) of access 

for academics and external organisations seeking engagement opportunities; developing and clearly 

identifying engagement mentors within departments and institution wide; and running an institution 

wide programme of events and engagement opportunities that are well advertised and promoted 

within departments and amongst colleagues. Well designed, accessible, and advertised ongoing 

training and development opportunities then enable academics to continually improve the quality of 

their engagement.  

Research as Awareness Raising 

Literature also identifies research as a mechanism for HEIs to raise awareness amongst academic 

staff of the institutions desire to increase external engagement and entrepreneurialism, in addition 

to identifying the current state of play.  

Using research as a tool of awareness raising has been employed by a number of Beacon3 

universities through surveying staff and students on their current awareness, perceptions, barriers, 

and desires regarding public engagement. This research (Facer et al., 2012 as an example) helped 

to promote awareness, inspire conversations, and inform the development of public engagement 

strategies. The University Entrepreneurial Scorecard4 is a useful tool in assessing the 

entrepreneurial capacity of a university and can be used to assess staff awareness of 

entrepreneurship activity in the HEI which elucidates the current state of perceptions amongst the 

HEI staff (Gibb, 2012).  

External Stakeholders 

External engagement and entrepreneurialism require two-way information networks between the 

HEI and regional and local stakeholders, businesses, entrepreneurs, alumni, citizens, government 

representatives, non-for-profit organisations and other HEIs. This requires a continuous flow of 

incoming, outgoing, and internal information between a multitude of actors with varying motivations 

and needs. Awareness raising therefore is required on multiple levels, formats, and rates. Hayter et 

al. (2018) present research confirming the importance of networks with outside contacts to motivate 

entrepreneurial activities as well as their success, specifically gaining awareness of and access to 

external networks provides informal advice and mentoring, technical and managerial expertise, and 

early-stage funding, such as venture capital. Networks associated with university incubators, science 

parks, alumni networking events, and engineering research centres also play a significant role for 

academic entrepreneurs and their spinoffs.  

The Chartered Association of Business Schools (2021) views the role of the entrepreneurial educator 

as an enabler and builder of collaborative relationships with students, educators, and other 

stakeholders. Through this type of engagement academics can become comfortable with the 

processes involved in SME and university collaboration. This report recommends encouraging staff 

to be proactive in participating in the SME sector and agency networks through delivering 

masterclasses, bringing in guest experts or hosting events inside the HEI. As well as facilitating and 

 
3 In 2008 the Beacons for Public Engagement initiative was launched with the aim of changing the culture of how universities engage 

with the public. Six Beacon partnerships and a National Co-ordinating Centre for Public Engagement were funded by the Higher 
Education Funding Councils, Research Councils UK, and the Welcome Trust.  https://www.publicengagement.ac.uk/nccpe-projects-
and-services/completed-projects/beacons-public-engagement  
4 https://ncee.org.uk/wp-content/uploads/2018/01/Entrepreneurial_University_SCORE_CARD.pdf  

https://www.publicengagement.ac.uk/nccpe-projects-and-services/completed-projects/beacons-public-engagement
https://www.publicengagement.ac.uk/nccpe-projects-and-services/completed-projects/beacons-public-engagement
https://ncee.org.uk/wp-content/uploads/2018/01/Entrepreneurial_University_SCORE_CARD.pdf
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supporting staff to position themselves within business/industry networks to operate as mentors, 

advisors in start-up, business growth networks or board members of industry bodies. 

Peers  

A growing body of research suggests that academics and their achievements are highly influenced 

by the attitudes and behaviours of their work colleagues, the prevalent local norms, and local leaders 

(Wang et al., 2021). Tartari et al. (2014) analyse data from multiple sources for 1,370 UK academic 

scientists and engineers and use insights from social psychology to find that academic scientists’ 

industry engagement is influenced significantly by the behaviour of their peers, especially for early-

stage researchers. Research also suggests that an academic’s close work colleagues have a 

considerable influence on their tendency to become an entrepreneur (Nanda and Sorensen, 2010) 

and that academics tend to engage more with their own research and colleagues/team, rather than 

with the wider university community (UHR and UCEA, 2018). 

Awareness raising amongst peers/colleagues within an HEI is therefore of the utmost importance in 

order to increase external engagement and entrepreneurialism. Large amounts of the previously 

mentioned awareness raising ideas apply here with an important emphasis on peer-to-peer sharing, 

team support, celebrations, and collaborations. This literature review will now address the area of 

capturing and enhancing communication of external engagement and/or entrepreneurial activities.  

 

Capturing and Enhancing Communication  

This section outlines the findings of research into the literature regarding how to capture and 

enhance communication of engagement and entrepreneurial activities at HEIs, of which there is very 

little. In its place, this project has chosen to provide useful possible mechanisms and systems HEIs 

can use to capture and communicate successful external engagement and entrepreneurial activities, 

both internally and externally.  

Although marketing and communication differ in the sense that marketing deals with reaching 

audiences while communication focuses on what to say; successful communication also requires 

communicating with the right audience and for this reason we will include literature from the area of 

marketing (Kotler and Fox, 1995). The HEI sector contains unique features that define its marketing, 

branding and communication activities (Mai To et al., 2022; Wæraas and Solbakk, 2009). 

Specifically, the involvement of various stakeholders such as community partners, faculty, 

administrative staff, students, alumni, and parents indicates the plurality of the HE sector (Lowrie 

and Hemsley-Brown, 2011). Creating content and communication messages that meet audiences’ 

diverse needs is not a straightforward process, which may explain why HEIs are advised to have 

multiple identities (Lowrie and Hemsley-Brown, 2011). In addition the tension between legitimacy 

and differentiation strategies creates unique challenges among HEIs (Deephouse, 1999; Pringle and 

Fritz, 2019). 

 

Capturing Success 

There are several ways to capture the success of external engagement and entrepreneurial activities 
(Morad, 2022):  

• Develop a system for tracking and documenting all engagement and entrepreneurial 
activities, such as partnerships, collaborations, and start-ups. 

• Utilise technology like a Customer Relationship Management (CRM) system to organise and 
manage the data and relationships of external partners. 
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• Utilise tools such as project management software to track progress and milestones of 
engagement and entrepreneurial activities. 

• Create a database or spreadsheet to collect and organise information about each activity, 
such as the partners involved, the goals of the activity, and the outcomes achieved. A simple 
tool such as excel can be used if no other system support is available. 

• Create a process to collect and analyse data of external engagement and entrepreneurial 
activities, such as surveys, interviews, case cards and focus groups.  

• Create a system for reporting on engagement and entrepreneurial activities, such as regular 
reports to stakeholders and annual reports to the university community. 

• Develop a central website or portal where information about all engagement and 
entrepreneurial activities can be easily input and accessed. 

 

Enhancing Communication Internally 

Organisation 

• Create a dedicated office or centre for engagement and entrepreneurship to coordinate and 
promote activities across the university (Novotny, 2008). 

• Provide training and resources to faculty and staff to support their engagement and 
entrepreneurial activities (Gibb et al., 2013). 

• Engage with like-minded networks such as UIIN, CDIO and ACEEU (2023; ACEEU, 2023; 
University Industry Innovation Network, 2023). 

Collect and measure 

• Create case studies and success stories that highlight the impact of engagement and 
entrepreneurial activities on the community. (Impact case study database in Research 
Excellence Framework (REF) for example). 

• Measure and report on the impact of engagement and entrepreneurial activities to 
demonstrate the value of these efforts to the university and broader community (e.g., a yearly 
report from the external engagement department (Jönköping University, 2021). 

• Collect and document data on the impact of engagement and entrepreneurial activities, such 
as the number of jobs created, the economic impact, and the social impact on the community. 
(Impact case study database in REF). 

Award 

• Develop a system to recognise and award academics who have made significant 
contributions to engagement and entrepreneurial activities. For example, awards or 
recognition at events or in university publications (Jönköping University, 2022; SPARK, 
2022a). However, it’s important to be aware of the potential pitfalls of measurements, 
incentives and awards such as the lure of measuring and hence rewarding what is easily 
measured rather than what is important (Muller, 2018).  

• Create a system for feedback and evaluation to ensure that engagement and entrepreneurial 
activities are meeting their intended goals and making a positive impact on the community 
(Bäckstrand and Bergqvist, 2019). 

• Seek recognition for your external engagement and entrepreneurial activities through, for 
example the ACEEU accreditation (ACEEU, 2023). 



 

23 

 

Enhancing Communication Externally  

• Utilise social media platforms, university website, and other communications channels to 
share updates and successes of engagement and entrepreneurial activities. To reach the 
industrial and societal target groups, LinkedIn can be used as the platform has over 750 
million members and 4 out of 5 of those drive business decisions (LinkedIn Marketing 
Solutions, 2023). The effectiveness of social media platforms can be measured in 
engagement rate. If you reach the right audience, they will engage with your content through 
likes, comments, shares and clicks (Adobe Express, 2022). Compared to other social media 
platforms LinkedIn has a higher engagement rate (Adobe Express, 2022) which suggests 
that users are more likely to interact with content on LinkedIn, hence increasing the potential 
of delivering the message to the right audience.  

• Create a system to communicate the success and impact of engagement and entrepreneurial 
activities to external stakeholders, such as government agencies, foundations, and other 
universities.  

Working together 

• Create partnerships with local businesses and organisations to provide networking and 
mentorship opportunities for academics.  

• Encourage academics to support students to participate in internships, co-op programs, and 
other experiential learning opportunities to gain real-world experience. 

• Invite successful partners, entrepreneurs, industry, and community leaders to speak at 
events and share their experiences with engagement and entrepreneurial activities. 

• Host regular events, such as networking events, pitch competitions, and innovation fairs, to 
showcase engagement and entrepreneurial activities. 

The next section outlines the grey and academic literature concerning incentives and rewards for 
academic staff to engage externally and/or become entrepreneurial.  

 

Incentives and Rewards 

Pressures for the engagement of universities in “real-world” problems and challenges date back to 

the 70’s and stem from both outside-in and inside-out dynamics. When the former is concerned, 

public spending in higher education and research generated demands for accountability and 

measurements of economic and social returns. Despite the importance of curiosity-driven research, 

contemporary public institutions structured themselves in fashions that allowed them to translate 

discoveries into short-term actionable results with the potential of generating economic value and 

social value (e.g., employment) (Ranga et al., 2015). Capitalising on such knowledge, in turn, 

allowed universities to better pursue their “higher” aims. Promoting and contributing to social 

progression required them to increasingly focus on letting knowledge spill-over and display its 

beneficial effects on societies and economies (Audretsch, 2005). Resultantly universities had to 

focus on, and organise for, their third mission over the past thirty years.  

One of the key elements in the organisational design of ambidextrous universities, excelling in 

research, in its “application” and transfer, is that of the incentives given to academics to push them 

towards an active role (Dinnetz 2018). This type of behaviour is more established in some academics 

than others, which compels universities to identify incentives and rewards that can incentivise the 

commercialisation of research results regardless of the academics' field of study. This section 
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reviews the fundamental streams of literature on this issue, so as to support the Time4UNIChane 

project’s activities in future work packages.  

 

Barriers to academics’ engagement 

While the engagement of universities, and their faculties, with a variety of stakeholders is a recurring 

feature of many policies and a staple in the debate on regional economic growth and innovation 

ecosystems, actual engagement is far from being smooth and perceived as worth the effort by 

academics (D’Este et al., 2013). The reasons are manifold, and each cluster of motivations 

represents an avenue of research and analysis we aim to explore to contribute to the project’s 

awareness of the context and effectiveness. 

 

Economic variables (individual, institutional, organisational) 

The career path of academics is highly dependent on publication records and fundraising. Highly 

ranked departments tend to be so because of their publication record, thus incentivising ambitious 

young professors to focus almost exclusively on research. While academics have been found to be 

intrinsically motivated to have a positive impact on the world around them, the structural career-

related incentive structures may hinder their involvement in these activities (Elster, 1989; Schram, 

2012; Khurana, 2010). The dynamics that are inherent to international academic competition might 

also work as disincentives for academics to engage. In particular, the “rules of the game” in the 

academic profession and the struggle to get tenure might interfere with the willingness of researchers 

to commit to third mission activities. Entrepreneurial activities, animation and relationship building 

might be perceived thus as a sub-optimal allocation of their time and effort (D’Este and Patel, 2007). 

Finally, at organisational level the design, and in particular the creation of structures, routines and 

procedures that allow active academic’s engagement joins with another set of driving factors that 

might explain the engagement of scientists with third mission activities (Fini and Lacetera, 2010). 

General economic trends and the overall “climate” of a nation or region in terms of economic and 

social dynamics might explain the higher or lower attitude of researchers in engaging, with periods 

of crisis and uncertainty calling for major involvement of researchers in solving pressing challenges 

and vice versa (Mazzucato, 2018; Van de Ven, 2007).  

Psychological and cultural factors 

Cultural factors might be intervening, both in terms of different countries’ cultures and in terms of 

institutional and organisational cultures, in selecting and fostering individuals whose attitudes might 

be conducive to engagement (D’Este and Perkmann 2011; Sormani et al. 2022). In essence, the 

existing literature points to cultural factors and ways of seeing social and institutional factors that 

belong to specific nationalities as drivers that might facilitate or hinder the involvement of researchers 

in the valorisation of the results of their research. For instance, Grzegorczyk (2019) highlights how 

the commercialisation of knowledge and technology transfer in general might rely on social capital 

and social networks. In particular, the nature and aims of social networks built around, or from, 

researchers might be conducive to a more or less effective valorisation of knowledge. In turn, these 

effects, and the very nature and content of social networks, depend on national cultures and the held 

beliefs within national boundaries.  

Environmental context 

The surrounding context’s “absorptive capacity” undoubtedly plays a role in providing incentives to 

engagement for academics (Compagnucci and Spigarelli 2020). The concept of absorptive capacity, 

defined as the ability of actors within an innovation system to absorb knowledge for innovation 
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purposes (Zahra and George, 2002), synthesises the host of factors at play and the potentiality of 

HEI’s activities to improve the business landscape of the area. The more a HEI is surrounded by 

firms that are highly familiar with Research and Development (R&D), who spend considerable 

resources–financial and human–in the continuum between research and commercialisation of 

innovation, the more it will find a context that is open to incorporate knowledge from the outside the 

HEI. On the contrary, HEIs who are surrounded by industrial and entrepreneurial fabrics composed 

mainly by small and micro-firms, perhaps operating in low-tech industries, less familiar with the logics 

of investment in innovation and research, the less likely they will be able to bridge the gap between 

research and practice and the less probable their researchers will be stimulated to walk through the 

research-commercialization continuum.  

 

Types and perceptions of incentives and rewards 

To meet the challenge of increasing university-business cooperation and encouraging academics 

engagement, universities can respond with different strategies. Some universities have introduced 

incentive and reward systems and many studies over the past twenty years have analysed and 

reported what and how incentives and rewards can drive academics' behaviour and increase the 

adoption of new cooperative practices outside the academy. The incentives analysed over the years 

have been varied, some commonly considered, others examined by only a few studies, and often 

grouped under different categories. Taking a cue from Sormani's (2022) study, we cluster the most 

frequently analysed incentives in the literature. In addition, we present a synthesis of the most recent 

literature (from the past 5 years), on the perceptions of the analysed academics with respect to each 

group of incentives. 

Extrinsic motivations 

The incentives described first all belong to the category of extrinsic incentives, that is, motivations 
that drive the behaviour or the engagement in an activity to achieve a reward or avoid a punishment 
(Tranquillo & Stecker, 2016). 

Monetary benefits 

One of the aspects most frequently analysed by the scientific literature about the motives to 

encourage academics’ collaboration with industry is the acquisition of monetary benefits (pecuniary 

motivation). These benefits are clustered among the extrinsic motivations, and they are 

metaphorically known in many studies as ‘gold’ (Blind et al. 2018; Lam 2011; Perkmann et al. 2011; 

Orazbayeva and Plewa 2020). They may be represented by different forms of earnings for the 

academics: the receipt of a personal income directly in their salary, the commercialisation of their 

patents, or even receiving free services, such as lunch vouchers (D’Este and Perkmann 2011; Lam, 

2011; Sormani et al. 2022). 

Personal income is predominantly perceived unimportant and, in some cases, are even evaluated 

as not believable and counterproductive (Sormani et al. 2022, Atta-Owusu 2021). Notwithstanding 

the common perceptions that money in general is a weak motivation for academic engagement, this 

type of motivation can have a positive effect in encouraging specific engagement activities within the 

commercial domain, such as patenting and start-up creation (van de Burgwal et al., 2019; 

Orazbayeva and Plewa, 2020). 

Professional recognition 

Academics are inclined to engage in continuous and lasting relationships with their scientific 

community (Merton, 1973) and this allows them to reach the most considerable part of researchers’ 

reward: the peer recognition as resulting from the priority of discovery (Lam, 2011). This extrinsic 

reward, named the ‘ribbon’ (Blind et al., 2018; Lam, 2011; Perkmann et al., 2011; Orazbayeva and 
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Plewa, 2020), is commonly achieved by publications, citations and prizes. These outcomes 

represent the resources from which other extrinsic forms of reward can be derived, such as career 

advancement, increase in salaries and, above all, access to future research funding (Sullivan 1996; 

Lam 2011). As well as professional recognition, commercial activities such as patenting, licensing, 

and spin-offs can foster the availability of resources and provide additional funds for future research 

(Blind et al., 2018) or enable career advancement (Krabel and Mueller, 2009). 

Reputation, as a reward for engagement, is a factor highly influenced by the type of appreciation 

(whether personal, professional, or departmental) and the individual profile of the academics 

analysed. For this reason, this incentive has received both positive and negative feedback in various 

studies (Sormani et al., 2022; Cunha 2022, Wang et al., 2021; Orazbayeva and Plewa, 2020; Blind 

et al., 2018; Garcia et al., 2019). 

Career advancement 

Incentives categorised as 'ribbon' also refer to the career advancement that includes academic 

promotion and networking opportunities. Academic promotion is probably one of the most 

controversial incentives to enhance university industry interactions. This is perceived both positively 

and negatively (Sormani et al., 2022) and has divergent views on how the promotion process should 

evolve in the recognition of external engagement (Jessani et al., 2020). It can also be perceived as 

less valuable and less productive than time spent on research grants, publications, and teaching 

activities, which are the traditional metrics for academic promotion (Jessani et al., 2020). However, 

some studies have shown that academics may engage with industry to achieve their colleagues’ 

performance levels (peer social comparison) or desire to improve their career prospects, especially 

for academics in the world of science (Tartari et al., 2014). The networking opportunities, even if they 

are only ranked as nudges (Sormani et al., 2022), may instead represent a way to expand the 

scientists’ personal extra-academic network, increase and maintain their professional networks, 

allowing them to gain greater recognition (Lam, 2011; Atta-Owusu, 2021). 

As in the case of personal income, the incentive represented by the increased chance to obtain a 

promotion has low or divergent perception among academics (Sormani et al., 2022; Orazbayeva and 

Plewa, 2020; Jessani, 2020). However, the opportunity to create new professional network 

relationships (categorised as a career advancement incentive) is well perceived by the academic 

(Sormani et al., 2022; Atta-Owusu; 2021; Garcia et al., 2019). This incentive can be evaluated 

positively whether it is considered as career advancement motivation or research advancement. 

Research support 

The incentive defined as “research support” may result in access to funds or resources that positively 

affect academics' research activities, such as income from industry or government (research 

budget), reduction in teaching load or access to data resources (Sormani et al., 2022). The former 

represents one of the main goals of academics to ensure their continued scientific research activities 

(Ramos-Vielba et al., 2014), and consequently in terms of career advancement and reputation 

(Cunha, 2022). This means that the prospect of obtaining research funding as a result of academic 

engagement may be an important driver (Iorio, 2017), mobilising resources that can complement 

public funding (D’Este and Perkmann, 2011). 

All support for research activities including grant funds, access to various resources, and knowledge 

exchange are perceived highly positively by the academics interviewed (Sormani et al., 2022; Atta-

Owusu, 2021; Cunha, 2022; Clauss et al., 2022; Perkmann, 2021; Orazbayeva and Plewa, 2020). 

However, in the study of Garcia et al. (2019), lab equipment, research inputs, and financial resources 

have been perceived negatively, whereas academics put greater emphasis on intellectual benefits, 

such as new ideas for research projects and knowledge sharing.  Despite this single case, the high 

perception for this incentive explains its frequent use as a variable to be analysed within external 
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engagement studies, confirming the importance of research advancement as the main driver of 

academics' behaviour.  

Intrinsic motivations 

In addition to extrinsic rewards, academics can also be motivated by intrinsic ones that drive an 

activity for its own sake and personal rewards (Malone and Lepper, 2021). These incentives are thus 

related to intrinsic satisfaction and named in various studies as 'puzzles' (Blind, 2018; Lam, 2011; 

Orazbayeva and Plewa, 2020; Perkmann et al., 2011; Stephan and Levin, 1992). They can be 

distinguished as pure personal satisfaction, such as improvement of academics’ own research, 

attraction of intellectual curiosity and pursuit, interest in resolving the research problem, and 

knowledge exchange (Iorio et al., 2017; Lam; 2011; Orazbayeva and Plewa; 2020; Perkmann et al.; 

2011), or as pro-social motivations, such as contributing to society and to the welfare of the local 

context, helping others, and improving the quality of life (Atta-Owusu, 2021; Lam; 2011; van de 

Burgwal et al.; 2019). 

Although intrinsic and prosocial motivations have only been considered more recently by studies in 

the literature, they emerge as one of the main factors with the greatest impact on academics' external 

engagement (Atta-Owusu, 2021; Orazbayeva and Plewa, 2020; Lahikainen et al., 2019; van de 

Burgwal et al., 2019). Contribution to the betterment of society is considered on par with, if not 

superior to (Atta-Owusu, 2021), the advancement of research, which is considered the foundation of 

an academic’s advancement (this translates accordingly in terms of advancement in publications, 

reputation, and career).  

INCENTIVE DESCRIPTION CATEGORY PERCEPTION REFERENCE 

Monetary 
benefits 

Personal income Extrinsic Divergent/Low Sormani 2022 (div), Atta-
Owusu 2022 (-), Orazbayeva 
& Plewa 2020 (-), van de 
Burgwal (-) 

Professional 
recognition 

Academic 
reputation 
(personal or 
departmental) 

Extrinsic High/Low Sormani (-), Cuhna 2022 (+), 
Wang et al 2021 (+), 
Orazbayeva & Plewa 2020 (-
), Blind et al. 2018 (-), Garcia 
et al. 2019 (+) 

Career 
advancement 

Promotion Extrinsic Divergent/Low Sormani 2022 (-), 
Orazbayeva & Plewa 2020 (-
), Jessani 2020 (div) 

Networking Extrinsic High Sormani 2022 (+), Atta-
Owusu 2022 (+), Garcia et al. 
2019 (+) 

Research 
support / 
advancement 

Funding for 
research 

Extrinsic High Sormani 2022 (+), Atta-
Owusu 2022 (+), Cuhna 2022 
(+), Clauss 2022 (+), 
Perkmann 2021 (+) 

Access to in-kind 
resources 
(equipment, data) 

Extrinsic High/Low Sormani 2022 (+), Clauss et 
al. 2022 (+), Perkmann 2021 
(+), Garcia et al. 2019 (-) 

Area of research 
focus / academic 
freedom 

Intrinsic High Clauss 2022 (+) 

Knowledge 
exchange 

Intrinsic High Orazbayeva & Plewa 2020 
(+), Garcia et al. 2019 (+) 

Acquiring new 
ideas/research 
insights 

Extrinsic High Atta-Owusu 2022 (+), 
Orazbayeva & Plewa 2020 
(+), Garcia et al. 2019 (+) 

Prosocial Contributing to 
the society 

Intrinsic High Atta-Owusu 2022 (+), 
Orazbayeva & Plewa 2020 
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(+), Lahikainen et al. 2019 
(+), van de Burgwal (+) 

Solve end-user 
problems 

Intrinsic High Orazbayeva & Plewa 2020 (+) 

Table 2: Literature reviewed under each group of incentives 

 

Final insights 

In addition to what has been described so far, it is important to note that: 

1. Several studies found that academics are not driven by a single incentive, but often by a 
combination of extrinsic and intrinsic incentives that encourages them to engage with external 
actors (Lam, 2011; D’Este and Perkmann, 2011; Orazbayeva and Plewa, 2020; van de 
Burgwal et al., 2019). 

2. Many incentives taken into consideration are dependent on individual factors (Cunha, 2022, 
Clauss et al., 2022) as academic engagement can be driven by a mix of different motivations 
and values (Ata-Owusu, 2022; Orazbayeva and Plewa, 2020). In this respect, the same 
incentives might not have the same effects on academics, even though they belong to the 
same academic and cultural context.  

The final section outlines and analyses the literature on navigating the support environment within 
and outside an HEI to help academic staff with this crucial activity.  

 

Navigating the Support Environment 

This literature review aims to contribute to the understanding of academics needs and perceptions 

on entrepreneurialism and external engagement, especially with regards to navigating the support 

environment within and outside HEIs. It intends to identify aspects that could be relevant to cultural 

change towards entrepreneurial and engaged universities, beyond the usual approach of creating 

paper strategies and introducing structural mechanisms (assigning specific personnel, establishing 

offices responsible for external engagement). The overview of the academic research on the topic 

shows that support mechanisms need to be enhanced by a human element, additional wayfinding, 

guidance, or as we refer to in this review – navigation.  

 

Support environment and the types of supporting mechanisms 

Universities can engage externally with diverse actors – commercial and non-commercial, 

governmental, and non-governmental, society and other knowledge institutions such as other 

universities. In this literature review we will largely focus on University Business Cooperation (UBC) 

as it is the most challenging element of engagement. As UBC spans two very different worlds in 

terms of values and orientation, the supporting mechanisms required in order to facilitate such 

cooperation are varied and multidimensional. In the “State of University-Business Cooperation in 

Europe Final Report” for the European Commission (the largest study on this topic to date) Davey 

et al. (2018) surveyed HEI staff and measured the frequency of use of different UBC supporting 

mechanisms by academics. They defined these mechanisms as: 

“Different measures put in place by HEI managers, businesses and governments 

to develop and administer UBC as well as to create favourable conditions in 

which collaborative activities can prosper and deliver benefit to society.” (Davey 

et al., 2018, p. 93) 
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These mechanisms are separated below into the following four categories: policy, strategic, 

structural, and operational mechanisms.  

Policy  

Borrás and Edquist (2013) classify the primary types of UBC policies as either economic and 

financial, regulatory, or other. These are expanded upon in Table 3 below. 

POLICY TYPE UBC POLICY MECHANISMS 

Economic and 
financial  

Funding and grants 
Subsidies 
Stimulus packages 
Taxation concessions 
Public seed capital 

Regulatory UBC laws and regulations 

Other  Governance/ government programmes 
Education/ training programmes 
Public promotion programmes 
Hiring policies 

Table 3: UBC policy mechanisms (Adapted from Davey et al., 2018 and Borrás and Edquist, 2013) 

Economic and financial mechanisms are implemented to monetarily incentivize UBC; those 

surveyed in the study by Davey et al. (2018) argued that these larger policies regarding funding for 

HEIs should be the main focus for government in order to facilitate change in attitudes and culture 

towards UBC at a faster pace and wider scale. Until external engagement with industry is viewed as 

an equal achievement to traditional metrics of success in HEIs (publishing papers), most academics 

will view these as a detractor from publishing opportunities. Other policy mechanisms such as hiring 

policies are also integral to this process. By valuing those with UBC experience and including these 

as a factor in hiring practices, it will change the way this engagement is perceived among staff.  

Strategic 

Strategic mechanisms are bifurcated into “paper strategies” and “implementation strategies,” with 

the former, more formal strategy required in order to action and establish the latter. These are listed 

in Table 4: UBC strategy mechanisms (Adapted from Davey et al., 2018). 

STRATEGY 
TYPE 

UBC STRATEGIC MECHANISMS 

Paper 
strategies 

A strategy supporting UBC 
Documented mission / vision embracing UBC 
Top-level management committed to UBC 
Coordinated communication approach for UBC 

Implementation 
strategies 

Business experience considered in the recruitment of academics  
Recognition of academics for their UBC activities  
Dedicating resources (incl. funding) to support UBC  
The inclusion of 'cooperation with business' as part of the assessment of work 
performance for academics  
The measurement of UBC performance and outputs  
Recruiting business professionals into the knowledge transfer area  
Reducing teaching hours to undertake collaboration with business 

Table 4: UBC strategy mechanisms (Adapted from Davey et al., 2018) 

The survey by Davey et al. (2018) though initially gave promising results regarding the utilisation of 

paper strategies as the most common mechanism used by HEIs to support UBC, also revealed the 
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misalignment between the formal commitment to UBC and the later follow-through as 

implementation strategies were reportedly utilised much less often (6.8 versus 4.9)5.  

Structural 

Structural mechanisms refer to the physical/tangible structures or positions that support UBC within 

HEIs. These consist of the following four categories: bridging structures, employability and career 

services, infrastructure, and external integration structures. These are detailed in Table 3 below. 

STRUCTURE  STRUCTURAL MECHANISMS 

Bridging 
structures 

Agencies dedicated to UBC (e.g., technology transfer office, innovation office)  
Board member or vice rector positions for UBC  
Industry liaison office 

Employability 
& Career 
services 

Alumni networks 
Career offices 

Infrastructure Co-working spaces accessible by business  
Joint research institutes  
Incubators  
Science / Technology Park precincts 

External 
integration 
structures 

Adjunct positions available within the university for businesspeople 
Lifelong learning programmes involving businesspeople 

Table 5: Structural mechanisms supporting UBC at HEIs (Adapted from Davey et al., 2018) 

One of the more long-standing and established structural mechanisms that supports UBC are 

employability and career services.  Infrastructures such as joint research institutions between a HEI 

and industry partner are a more long-term investment and commitment of time and resources, and 

as such, were reported as less developed among the academics surveyed. 

Operational 

The fourth and final category of supporting mechanisms for UBC are operational mechanisms; these 

consist of networking, external communication, and entrepreneurship. These mechanisms are 

typically the least expensive and easiest to implement as they can be established by any stakeholder 

at any level within the HEI e.g., student or management (Davey et al., 2018). These are expanded 

on in Table 4 below. 

AREAS UBC OPERATIONAL MECHANISMS 

Networking Academic networks dedicated to UBC  
Networking sessions or meetings for academics to interact with business  
Student networks dedicated to UBC  
UBC activities facilitating student interaction with business 

External 
communication 

Information sessions and forums about UBC  
The featuring of UBC prominently on the university´s website 

Entrepreneurship 
 

Entrepreneurship courses offered to academics  
Entrepreneurship courses offered to students 

Table 6: Operational mechanisms supporting UBC at HEIs (Adapted from Davey et al., 2018) 

One particularly important element required across these operational mechanisms is the 

presence/involvement of a boundary spanner, who understands both the academic and business 

context and act as bridge between the two.  

Barriers to entrepreneurialism and external engagement 

 
5 Scale: 1 = not at all developed, 10 = highly developed 
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Generally, strict hierarchy, top-down management and corporate culture are some of the barriers for 

universities that have entrepreneurial ambitions (Kirby, 2006). However even when the universities 

have sufficient support mechanisms, university-based entrepreneurs fail to exploit all the existing 

opportunities (Davey et al. 2016, O’Kane et al., 2017) and often have gaps in skills and competencies 

required for academic engagement. Therefore, navigating academics through the support 

environment is important to overcoming barriers and meeting skill and competence gaps (De Silva, 

2016; Moog et al., 2015). 

Besides creating a support environment for academic entrepreneurship, identifying and empowering 

people who are facilitating the wayfinding between different mechanisms inside and outside 

universities is an important task for institutions. However, it is something that is more difficult than 

establishing structures or setting up strategies, as it also entails cultural change. Most of institutional 

initiatives give more importance to commercialisation activities (Miller et al, 2018). According to 

Abreu and Grinevich (2013), it ‘has a detrimental effect on non-commercial’ (p. 419) and more 

informal activities which in turn leads to academics feeling a lack of institutional support for engaging 

in more informal collaborative activities. This is also confirmed by several studies focusing on TTOs. 

It’s been identified, that TTOs more often focus on processes and indicators rather than ad-hoc 

guidance of academics or relevant skills development (Abreu and Grinevich, 2013; Fitzgerald and 

Cunningham, 2016). 

Rudawska and Kowalik (2019), identifies the following barriers for the successful university-business 

cooperation to develop: poor connections (awareness and contacts), lack of/ or insufficient funding, 

misalignment of organisational culture (e.g., different motivations) and different internal 

characteristics (e.g., different approach to IP).  

Research highlights that environmental conditions such as funding, institutional mechanisms or 

policies are less significant barriers than culture that fosters personal relationships and connections. 

In order to diminish barriers to navigating academics through the support environment the focus 

needs to be on human relationships, mutual trust, commitment, and shared goals (Rudawska and 

Kowalik, 2019; Davey et al. 2018). 

AREAS KEY BARRIERS TO ENTREPRENEURIALISM AND EXTERNAL 
ENGAGEMENT 

Human aspects  Lack of skills and competences needed to engage externally 
Lack of awareness about existing opportunities 
Different motivations 

Institutional 
aspects 

Lack of funding and resources 
Bureaucracy 
Workload – lack of work time 
Strict hierarchy and top-down management 

Contextual 
aspects 
  

Cultural differences in terms of time management 
Misaligned internal characteristics (e.g., regarding IP management) 
Rigid regional policies 

Table 7. Summary of key barriers (adapted from Davey et al, 2018 and Rudawska and Kowalik, 2019) 

 

Navigating academics through support environment 

Academics, as the key actors in universities, strongly influence how successful the organisation will 

be in business engagement activities and thus determine the capacity of the institution to become 

more entrepreneurial in general (Guerrero et al., 2015; Miller et al., 2018). As securing research 

funding, becoming more entrepreneurial and knowledge valorisation have become intrinsic to 

academics’ role (Alexander et al, 2015, Miller et al., 2018), their perception of the environment that 

supports those activities is extremely important. Depending on whether they feel supported or not, 



 

32 

results in engagement with existing mechanisms thereby enhancing the positive effects of university-

business cooperation. 

Dolmans et al. (2022) anticipate the need for academics to become increasingly versatile and 

adaptable as they simultaneously teach, conduct research, engage with industry etc. Academics are 

often discouraged in engaging externally due to the perceived lack of support within their 

organisations that can help them balance their conflicting schedule between research, other 

responsibilities, and their desire to engage externally (Hayter et al., 2021). They also need support 

with overcoming bureaucracy and in identifying contacts within their institutions and the business 

side who can navigate them through the support environment within and outside the HEIs (Hayter et 

al., 2021; Davey et al., 2018). 

Promoting culture of proactive cooperation with external organisations in private sector is crucial to 

becoming innovative, entrepreneurial, and engaged higher education institutions (Davey et al., 

2018).  

A few studies (e.g., Feldman et al., 2019; Hayter et al., 2018; Theodoraki et al., 2018) on academic 

entrepreneurship research has been emphasising the importance of ecosystem perspective when 

fostering entrepreneurial development – ‘constituent, multi-level institutional and regional elements, 

their interconnectivity, and collective ability to provide critical information and resources’ (Haytar et 

al., 2018, pp. 1,477-1,478). In this sense, it is also important to take the geographical and regional 

aspects into account, e.g., what are the entrepreneurial development policies in place and how it 

might tie to a development of entrepreneurial identities of academics. Similarly, the microlevel 

development within universities, e.g., identifying and supporting engaged and entrepreneurial 

academics within institutions, can influence the macro level – regional elements and beyond.  

Dolan et al. (2019) highlights that ‘supporting entrepreneurship can be undertaken by using a 

different institutional configuration that takes account of contextual factors [institutional and regional] 

that form part of the entrepreneurial architecture in a university’ (pp. 16). Flexibility in institutional 

configuration has a benefit of meeting actual needs and challenges of academics and other internal 

stakeholders at a micro level, as well as the mission and demands placed on them by governmental 

policies, industry, and society in general.  

Nuances of navigating academics through support environment 

Different mechanisms in the support environment can foster university business cooperation, 

however, due to complexity of the ecosystem, academics could benefit from additional ‘wayfinding’ 

and navigation (Hayter et al., 2018).  

According to Miller et al. (2018) it is important to differentiate between two types of entrepreneurial 

activity in the context of HEIs – less formal (networking, collaborative research, joint supervision, 

student placement etc.) and more formal (contract and research consultancy, joint ventures, patents 

and licences etc.). Academics who engage in less formal collaborative knowledge transfer activities 

could be referred to as entrepreneurial academics and those approaching knowledge transfer in a 

more formal way – academic entrepreneurs. Taking these two types into account, universities can 

refine their support environments and the way they navigate academics through those environments.  

Knowledge transfer and engagement channels can be categorised based on their degree of formality 

(Alexander and Martin, 2013) or by the type of knowledge flows, i.e., tacit or explicit (Alexander and 

Childe, 2012). Universities can integrate different channels in their support mechanisms thus making 

them more attractive and accessible to different types of academics – the ones that engage in more 

formal activities (academic entrepreneurs) and more informal activities (entrepreneurial academics) 

(Miller et al., 2018). 
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Digital aspect of support environment 

One important aspect that emerged from the latest research on the topic of entrepreneurial 

universities and external engagement is digital dimension of support environment.  

Rippa and Secundo (2019) focus on digital academic entrepreneurship, a concept that they describe 

as “characterised by a high level of utilization of new digital technologies to improve the emerging 

forms of academic entrepreneurship, such as the development of digital spinoffs and alumni start-

ups, the creation of entrepreneurial competence supported by digital platforms and broader 

innovation development that goes beyond the region to embrace a “global” perspective” (pp. 9).  

They argue that use of these new technologies democratise access to the university ecosystem 

among a wider (and younger) group of stakeholders than before. A similar study on this topic by 

Albats et al. (2022) suitably expands the UBC support ecosystem and compares traditional 

knowledge transfer intermediaries (KTIs) - such as physical technology transfer offices - with 

emerging, virtual, and digital intermediaries that are more flexible and can have greater reach. This 

is significant from a policy perspective in that policymakers should consider implementing policies 

that support both traditional and digital KTIs to achieve a more international reach, and perhaps 

secure the survival of the more traditional KTIs in the long-term (Albats et al., 2022). The final 

conclusions from this review are now presented.  

 

Conclusion of Literature Review 

This review has analysed the grey and academic literature concerning four need areas for increasing 

the level of involvement of academics in external engagement and entrepreneurial activities in HEIs 

at present: raising awareness, communication, incentives and rewards and navigating the support 

environment. This literature has discovered significant gaps in research, pieces of corroborating 

evidence regarding effective incentives and drivers as well important aspects of what could facilitate 

more awareness, capturing and communicating successful activities, and utilisation of existing 

support structures and improvements to the support environment.  

Awareness raising is an essential aspect of implementing change in any large organisation and yet 

very little research has been conducted into how to effectively do so in HEIs which is interesting 

considering how much change has been required and occurring in this sector. Research into the 

area of raising awareness amongst academics in particular could facilitate significant shifts with 

involvement in these types of activities as research suggests that a high proportion of academic’s 

desire external engagement but lack the skills, confidence, and awareness of the opportunities to do 

so. This review has highlighted the propensity of academics to be intrinsically motivated and strongly 

influenced by their peers, meaningful relationships, personal growth, and community contributions. 

These findings are corroborated within the research on incentives and rewards, with findings 

suggesting little to no positive incentive from extrinsic motivators such as career advancement and 

monetary benefits, with the exception of research advancement, however intrinsic and prosocial 

motivators emerge as one of the incentives with the greatest impact on academics' external 

engagement. The personal set of values and beliefs, attitude towards a career and goals, and 

predisposition to engage in a variety of relationships might be the prisms through which incentives 

to engagement are considered and perceived.  

These findings are premised on the conclusion that no system or set of incentives and rewards are 

effective with all academics, or within all contexts; irrespective of whether an incentive operates 

effectively in one environment does not mean its application will be successful in another, this can 

be a result of a multitude of interwoven factors including cultural, institutional and/or economic. There 

also appears to be a lack of a shared definition and categorisation of incentives; a refined framework 
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might provide future research with the opportunity to further develop our knowledge and 

understanding of effective incentives, in particular how they impact each other and how they operate 

within different environments (departments, regions, disciplines etc) or not. The customisation of 

incentives might be the most promising area of scientific endeavour and practical development for 

academics in the field. In particular, and given the project’s objectives, the main implication of our 

research lies in the necessity of investigating how much HEIs can think or deliver on customised and 

individualised plans of incentivisation to reconcile the different missions an academic has to adhere 

to and the changing posture each may have in its career and across contexts. 

A significant gap in the literature was found in relation to capturing and communicating external 

engagement and entrepreneurial activities. Future research of how to enhance communication could 

start with defining why such activities need to be communicated, who should conduct the 

communication and where funding could be sourced. Research in the area of navigating the support 

environment confirms that cultural change is crucial for academics to fully exploit opportunities 

accessible via existing support mechanisms, in particular establishing human support networks and 

expertise, supported by online/technological systems and structures. Importantly for the projects 

work a differentiation between two types of entrepreneurial can be made which can facilitate the 

development of different support environments, structures and processes; less formal engagement 

such as networking, collaborative research, joint supervision, student placement etc. performed by 

what is termed entrepreneurial academics and more formal activities such as contract and research 

consultancy, joint ventures, patents, and licences etc. performed by academic entrepreneurs.  

This review accordingly informs the next phase of the Time4UNIChange project’s work in conducting 

focus groups with academic staff, interviews with change management experts and desk research 

on effective change management frameworks and tools to change the culture of HEIs to become 

more externally engaged and entrepreneurial.  
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7. Academic Focus Groups 

 

Introduction 

The four Time4UNIChange project partners, the Università Ca' Foscari Venezia (CF) in Italy, 

Jönköping University (JU) in Sweden, Munster Technological University (MTU) in Ireland and the 

University Industry Innovation Network (UIIN) in the Netherlands conducted a focus group(s) with 10 

academic staff each. The UIIN collated 10 academics from 9 different countries (within the EU 

(European Union), plus one from Turkey), thus this report is based on feedback from 40 academics 

currently working in 12 higher education institutions in 12 different countries. The objectives of the 

focus groups were to ascertain the academics current perception of external engagement and 

entrepreneurial activities, and the barriers, drivers, incentives, and needs associated with these 

activities for them.   

The participants were diverse in their profiles, disciplines, and experience levels in academia, with 

external engagement and entrepreneurial activities, and experience working in external 

organisations prior to academia, but all were currently engaged representatives from academia.   

It is important to note that some of those involved in entrepreneurial activities did not agree with 

teaming the two concepts (external engagement and entrepreneurial activities). However, the 

academics involved in entrepreneurial activities shared most if not all the concerns and challenges 

with those involved in external engagement, and for this reason there is no distinction made between 

the feedback from academics involved in entrepreneurial activities or external engagement activities, 

they will both be referred to as external engagement.  

 

Experience to Date 

The participants’ experience with external engagement included public engagement, patenting, 

spinoff creation, applied research, consultancy activities, co-development activities, training and/or 

professional development activities, work placements, live cases (student projects with an external 

partners), guest lectures, course development, advisory boards, competitions and exhibitions and 

expert groups.   

The perception of academics towards external engagement activities depended on the level of 

experience and the institutional culture towards these activities. However, it was predominantly 

(except for academics within JU) experienced as an add-on to teaching and research activities, not 

woven into their job in any way. The activities are experienced as additional, ad hoc, not clearly 

celebrated, or supported but highly beneficial to the students and their own professional work 

satisfaction as they’re seen to create a dynamism and relevance to delivering theory and conducting 

research.  

The differentiating aspect of how academics experienced externally engaged activities was the 

existing institutional culture and tradition of external engagement. For example, in JU collaboration 

with external partners is an integrated part of all job positions, guest lectures are commonplace, 

collaboration with industry is expected since the largest research funding agency demands co-

funding by industry, there is a mandatory internship for all students in all bachelor level and 5-year 

integrated master programmes, programme managers hold bi-annual meetings with Advisory boards 

for their educational programmes and life-long learning courses target industry professionals, often 

produced jointly with and for industry. Whereas in CF the culture is research driven and therefore 
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the main motivation expressed by the interviewed academics to become involved in external 

engagement or entrepreneurial activities is obtaining more resources for research activities.   

In MTU the culture and history of external engagement is education focused with every programme 

requiring a work placement, live cases are commonplace for delivering real world pedagogy, 

competitions and activities on innovation are regular and EU funding drives industry involvement in 

research. Participants who are engaged externally find it very beneficial to them, their students and 

society. It was strongly felt that external engagement within curriculum development, work 

placement, live cases and competitions provided high quality learning for the students and vastly 

improved their employability. Those currently externally engaging had all worked in industry for 

several years before returning to academia. It was felt that industry experience allowed the 

participants to develop an understanding of the real-world application of theory, a comfort with 

industry language and culture, as well as accumulating contacts/connections. It is still however an 

entirely personal choice of the academic to partake in these activities. 

 

Drivers 

Again, the cultural background of the institution shaped the drivers for external engagement amongst 

the academics. However, most academics regarded external drivers to be allocated time, esteem of 

colleagues, management support, research funding and a positive impact on students, society, and 

pedagogy. Each focus group highlighted that external engagement activities are linked more to the 

individuals’ volitions than to any institutional drivers or career advancement, which is often hindered 

by time spent on external engagement activities. The drivers can be divided into extrinsic and 

intrinsic motivators.  

Extrinsic motivators include: 

• Time allocation towards external engagement activities. 

• Budget allocation towards external engagement activities. 

• Supportive management and colleagues with clear messaging regarding the importance of 

externally engaged activities.  

• Having ‘important’ contacts is highly regarded amongst management and colleagues.  

• Research funding for collaborative research.  

• Building a large network opens opportunities for new ideas for relevant research. 

• Conducting collaborative research increases the potential for more research projects. 

• Competitions and awards for students.  

• Potential to differentiate income with external activities.  

• An annual employee performance review (JU) which covers assignments, results, business, 

work environment, collaboration, mutual demands, and expectations as well as possible 

development paths.  

Intrinsic motivators include:  

• An increase in personal and professional enjoyment and satisfaction from work as well as 

‘making teaching easier’. 

• Personal satisfaction from benefits to students (learning and employability), classroom, and 

society. 

• Professional satisfaction from staying current with field of interest and connected to external 

organisations.  

• Collaboration with external organisations is seen as being more relevant and impactful.  
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Barriers 

The perceived barriers to being involved in externally engaged activities are as follows:  

Support Environment 

• Administrative systems are bureaucratic and rule-driven, hindering engagements and 

flexibility.  

• A lack of industry contacts can lead to difficulties reaching out to external organisations, 

especially for early-stage academics or those without industry experience.  

• If activities are held within the institutions there can be limitations such as availability, 

bureaucracy, resources etc. 

• Financial costs for making site visits, financing external engagements and travel are not 

available within some institutions, and are in others. 

Communication 

• Communicating with external stakeholders can be difficult (this is true especially for 

academics without industry experience) due to the difference in cultures. 

• Misaligned expectations and deadlines with external organisations. 

• Financial risks and lack of knowledge and guidelines in very specific issues required to 

become entrepreneurial. 

Incentives and Rewards 

• Research and Teaching are prioritised, e.g., a new research project is prioritised, celebrated, 

communicated, supported with time, and valued at promotional opportunities. 

• Lack of incentives and rewards from HEIs, the disproportionate value placed on time spent 

on research and teaching in senior promotional criteria. 

• Time, which is very rarely allocated on the timetable, and if so, does not meet the large 

demands of these activities. 

Raising Awareness 

• Not including external engagement activities in the pre-existing understanding of what an 

academic is responsible for or what makes a successful academic (i.e., research 

publications). 

• Academics not engaging are unaware of the benefits to doing so, don’t know how to start or 

how to build relationships.   

 

Incentives 

The participants spoke fleetingly about the incentives and rewards as there are few to speak of. 

Amongst the academics interviewed there is no award or current process to celebrate success in 

external engagement on an institutional level, but it is often performed on a departmental level. Case 

studies on external engagement are collected and communicated in some institutions for publication 

online. In relation to what incentives or rewards the participants would like to see introduced; time, 

equal weight during promotional opportunities and recognition amongst colleagues and 

management were clearly identified.  

 

Recommendations for Change  
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The following are recommendations suggested by the academics involved in the four focus groups 

under the projects’ four need areas: 

Communication 

• Repeated communication regarding supports, resources, relevant personnel, competitions, 

training etc. available within and outside the HEI should be conducted via all avenues as 

regularly as possible. Importantly participants clearly identified that communication from 

management received priority.  

• Clarify the HEIs strategy regarding external engagement and entrepreneurial activities as the 

current situation is resulting in an inconsistent balance between the goals of the third mission 

and the goals of academics, whose engagement in activities other than research is poorly 

valued and considered. 

• Clearly identify what is expected in terms of external engagement and entrepreneurial 

activities at recruitment and induction. 

• Communicate to academics the extensive benefits for students from externally engaged 

education.  

• Communicate the benefits to delivering external engaged education i.e., staying current with 

field, bringing theory to life, creating dynamic classroom etc.  

• Showcase good examples internally as intranet news, notice boards, emails and externally 

through websites and social media. 

• Formalise mechanisms of sharing knowledge and contacts from academics engaging 

externally and those who are not but are interested in doing so.  

Awareness 

• Encourage academics to take part in events that involve external partners such as Student 

Career Day, Thesis fair etc. 

• Create awareness of external engagement and entrepreneurial activities, benefits and 

opportunities through induction programmes for new academics.  

• Build awareness of the benefits to external engagement and entrepreneurial activities 

throughout the institution. 

Incentives and Rewards 

• Introduce adjunct positions which can facilitate building bridges between the academic and 

the non-academic world and can create a profitable exchange of knowledge.  

• Consider differentiating career pathways for academics interested in external engagement 

and/or entrepreneurialism. 

• Human Resources require a system which clearly identifies expectations from academics 

regarding external engagement activities and recognises commitment to these activities 

during promotion.  

• Increase the allocation of time for externally engaged activities.  

• Host activities celebrating and recognising academics to inform all staff, students, 

management, and external partners of the activities (see case study 8 from MTU). 

• Introduce KPIs for external engagement and entrepreneurial activities, as ‘what gets 

measured, gets managed’.  

• Introduce formal acknowledgements, celebrations, and recognition of externally engagement 

activities within each department and as an institution.  

Support Environment 

• Encourage and support a positive supportive culture within departments towards these 

activities, as all primary and secondary research for this project highlights, the support of 

colleagues and management is paramount to the involvement of academics. 
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• Support, resource and listen to informal support networks established by academics such as 

the CPEER and Work Placement Learning Community in MTU. Internal networks facilitate 

sharing of resources, contacts and best practice but also allow academics to build awareness 

of and comfort in accessing other supports externally and internally.  

• Support and facilitate involvement in external networks, committees, and boards for 

academic staff to build contacts, gain support and access knowledge. 

• Training and support in external engagement would be greatly appreciated by the 

participants, guidelines for activities, roadmaps and peer support were all mentioned. An 

induction process was mentioned (in the past) as very useful for resources, information, and 

support at the beginning of an academic career. In addition, the idea of providing a mentor 

was touted as highly beneficial to new entrants and is currently in place in some Departments 

but not others. 

• Acknowledge the significant strengths academics with previous industry experience bring to 

external engagement and entrepreneurial activities within HEIs. Thus, continue to recruit 

industry experienced personnel as academics and support the transfer of knowledge from 

these academics to those without. 

• Highlight and encourage the significant positive impact a supportive environment and 

colleagues has on academics engaging externally.  

• Appoint specific academic staff with special responsibility for helping other academic staff 

navigate the support environment such as the Industry Engagement Facilitator in MTU (case 

study 1).  

• Develop a specific team or office devoted to supporting external engagement activities such 

as the External Relations Team (JU), Promoting Innovation and Knowledge (PInK) (CF) or 

the Extended Campus (MTU). 

 

Conclusion of Academics Focus Groups 

The four focus groups involving forty academics agreed that being entrepreneurial and externally 

engaged depends very much on the individual: their personal motivation, background, and skillset. 

It is evident that although HEIs have articulated a commitment to the Third Mission, this commitment 

has not been converted into strategic KPIs, recruitment or promotion, time or resource allocation or 

recognition of success amongst academics.  

Two of the institutions, JU and MTU have long histories with external engagement, thus support 

structures are in place resulting in more embedded external engagement and entrepreneurial 

activities within education and research. However, the barriers to getting involved in these activities 

are universal; lack of time, resources, skills, and recognition are foremost for those engaging already 

and for those not engaging, awareness of the benefits and how to get started are the main issues.  

The main incentives suggested by the academics are recognition from management and colleagues, 

increased personal and professional satisfaction in delivering engaged education for students, 

collaborative research funding and having a positive societal impact. The recommendations provided 

above highlight the manifold areas which can be improved to facilitate and encourage academics to 

become more involved in external engagement and entrepreneurial activities. 
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8. Interviews with Experts 

This report is a result of seventeen interviews (8 male and 9 females) with experts in Organisational 

Psychology, Strategic and Change Management, Human Resources (HR), and Management, 

Strategy and Leadership, working in the UK (University of Warwick), Germany (Fraunhofer Institute), 

Ireland (MTU), Sweden (JU, JIBS and JTH), Italy (CF), the Netherlands and Europe-wide (Climate 

KIC). We would like to thank each interviewee for their generosity in sharing their time and expertise 

for this report and to inform this project work.  

The experts have extensive experience in HEIs across different roles, the private sector, and some 

within the intersection between the private and HEI sector. The aspect of change this project is 

focused on is increasing the involvement of academics in external engagement and entrepreneurial 

activities, however implementing change in any area of an organisation follows similar pathways and 

processes for success. The experts interviewed spoke at length on organisational change, in 

particular the difficulties in implementing change in large organisations and the importance of core 

elements within this process. 

This report will present an outline of these core elements which have also been supported within this 

projects’ research, namely, organisational culture (and maturity), strategic alignment, 

communication, and incentives and rewards.  

 

Organisational Culture 

Many experts reiterated the importance of understanding the organisational culture before choosing 

a change management framework(s) or designing a change strategy. In one expert’s experience, 

many people misunderstand the strategic value of culture. One expert went so far as to say that any 

change management approach should be moulded around the existing culture. Once you are aware 

of the culture, it can then be ‘steered in the right direction’ with good strategies. It is clear that 

understanding what is believed, thought, and communicated in relation to external engagement and 

entrepreneurship amongst staff within an HEI is a crucial foundation for building a strategy for 

change. 

Regarding changing culture, several approaches were mentioned.  

The Adaptable Mindset method (founded by Robert Overweg) is designed to specifically address 

the mindset of those working in an organisation to help create more flexible thinking. The key pillars 

of adaptive mindset are learning, unlearning, and relearning, manifesting in the ability to embrace a 

new thought process, idea, information, or perspective. An organisation that utilizes this method 

works on “taking care of people’s imagination, energy, mental and general well-being” before 

introducing changes/innovations.  

Design Thinking was mentioned as a viable process to help leadership, staff and external 

organisations collaborate in creating an innovative solution based on the current experience (think, 

feel and behave). This human-centred design process consists of five core stages Empathise, 

Define, Ideate, Prototype and Test.  

Theory-U (Otto Scharmer) was also suggested as an effective experiential learning framework to 

elicit new solutions, identify blind spots, and build trust. 

 

Organisational Maturity 
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Understanding the organisational culture assists in being able to identify the correct change 

management framework(s) to use, however importantly one expert introduced the concept of 

Organisational Maturity when discussing the ability of any HEI to implement a strategy or affect 

change. Organisational maturity refers to the extent to which an organisation has explicitly and 

consistently employed practices or processes that are documented, managed, measured, controlled, 

and continually improved. Most organisational maturity models feature five stages: 

1. Informal (also called chaotic, ad hoc, or reactive). Success depends on the efforts of 

individuals rather than on processes.  

2. Defined. Consistent practices emerge in certain departments or units and best practices, 

good habits, procedures, and routines take hold.  

3. Integrated. Capabilities become integrated, processes standardised, and best practices 

become incorporated. Teams share information across departments and employees 

understand and commit to the organisational vision and goals.  

4. Strategic. Processes are aligned with strategy. Teams use processes consistently and 

predictably across the organisation and manage work through metrics.  

5. Fully Optimised. The organisation has optimised processes leading to efficient daily 

operations which opens the way to innovation. 

An organisation can be rated highly mature in some areas and lower in others. Many of the experts 

interviewed for this project have understood that HEIs are lower in organisational maturity regarding 

external engagement and entrepreneurialism, ranging from informal to integrated in areas (rarely 

organisational wide). Understanding the stage of maturity of an HEI regarding external engagement 

and entrepreneurialism would allow the development of its practices and processes in this area to 

support the implementation of any change strategies.  

Interestingly in the case of developing maturity, one expert introduced the Process-Focused 

Approach which focuses on the implementation of change through processes (documentation, 

protocols, and systems). This approach can be implemented in many ways but one way currently 

being used in Climate KIC is where a challenge owner comes seeking support and the organisation 

concentrates on the processes being used rather than the individual, thereby creating an open 

impersonal collaboration focused on creating solutions. This provides a deeper understanding of the 

challenges experienced and identifies gaps, weaknesses, or duplication in the current processes. 

This approach helps each person seeking help in a practical collaborative manner and if the learning 

is applied on an organisational level, organisational maturity is developed.  

 

Strategic Alignment 

Once an organisation understands its current culture and maturity in the area of external 

engagement and entrepreneurialism, it is important to ensure that any change management 

strategies are strategically aligned with the organisational strategy. This should not be an issue for 

most HEIs as the Third Mission should be included in the organisational strategy. However, one 

expert spoke of the importance of aligning all activities with the organisational strategy as it ensures 

that clear activities, resources, responsibilities, and reporting obligations are identified, measured, 

and monitored.  

Strategic Alignment is the process of planning and implementing practices to ensure an 

organisation's strategies support its goals. A strategically aligned organisation embraces systems, 

processes and practices that work in unison to achieve long-term goals. In a strategically aligned 

organisation, all departments, projects, decisions, and functions contribute to the realisation of the 

organisation's mission, vision, and objectives. Strategic alignment supports collaboration, 

adaptability, the efficient utilisation of resources, and organisational unity. In order to achieve 

https://www.climate-kic.org/
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strategic alignment an organisation must understand and communicate its objectives clearly and 

widely, invite and encourage employee involvement in how these objectives can be met from their 

perspective, assign roles and tasks to specific employees with the correct experience and skills to 

deliver on the objectives, identify metrics of success, and measure and report on same with specific 

reference to the employee(s) responsible for achieving progress in achieving the objectives.  

It was discussed that public sector institutions can find it more difficult to reassign resources which 

makes Strategic Re-Alignment difficult, however once the process has been clearly identified and a 

change strategy in place, resource changes can be made over time, strategically. Although 

communication has already been mentioned, the importance of this key activity will now be explored 

further. 

 

Communication  

The significance of communication has been a consistent finding throughout this projects research 

and this section will present the key learnings from the experts’ interviews in relation to its importance 

in bringing about change in an organisation. Clear and consistent communication is crucial to 

bringing people in the organisation through the change process, maintaining commitment and 

receiving effective feedback on the process as it evolves. Several experts spoke passionately on the 

need for both top down and bottom-up communication to effectively implement any change within a 

large organisation. Several experts explained that any change management strategies 

communicated from the top alone are destined to fail and can often elicit negative consequences 

such as employee discontent and apathy. The concept of Rubber-band Leadership was stressed 

here, where leadership can go too far ahead of staff and the rubber band snaps, leaving everyone 

else behind.  

One expert stated that the biggest part of the change process involves building commitment at the 

beginning. Presenting a clear vision and integrating ideas coming from the bottom up is critical. 

Imagine a “circular waterfall” (stream coming from the top, going down, and up again). This wave is 

something organisations must manage. Ideas coming from the bottom up can be difficult to harvest 

in big universities, therefore it’s important to find and involve people that are interested in being part 

of the change from the beginning and allow an open feedback process. These academics can be 

those who already show a positive attitude and involvement in external engagement and/ or 

entrepreneurialism activities. Identifying these cultural ambassadors can help organisations build 

communities of change if given a mandate and resources. 

One expert identified clear communication of what successful change does and doesn’t not look like, 

as it’s important to connect change to results and make people aware of relevant achievements. 

Some are quick wins, and some might be long-term goals. For a leader, it is important to connect 

things that are happening to the key messages of the desired change. “We do this because we 

agreed that it is important to… This is a very good example of where we are already improving… 

”. It is also important to communicate what doesn’t need to change, or what is valuable and works 

well which can support some stability and resolve any possibility of people becoming overwhelmed 

by the process.  

The concept of “positive gossip” was mentioned by several experts. It means that the best catalyst 

of change is people experiencing and communicating about positive examples of change. This is 

supported through this projects research on the importance of peer-to-peer communication for 

intrinsically motivated academics.  

Communication through research grants and frameworks was also mentioned as beneficial to 

instigate change amongst academics. EU (European Union) and national research grants often 
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require engagement with external organisations and outcomes from same which ensures that 

research is focused on real world application and impact. Many research frameworks, including PhD 

applications, now also include impact, valorisation, or commercialization in addition to traditional 

criteria like citations, publications etc. which communicates the importance of engagement with 

external entities and the value of the application of research. These strategic changes are often 

external to the HEIs but can have significant impacts on the activities within the HEI and amongst 

academics. These grants and frameworks can be used by the HEI to reiterate the strategic alignment 

of the HEI with EU and national policy.  

 

Incentives and Rewards 

The concepts of incentives and rewards was discussed at length by many of the experts interviewed, 

as many reiterated the need for incentives and rewards to change behaviour. A number of experts 

considered that to effectively change culture, both intrinsic and extrinsic incentives must be 

considered and used together. Understanding the existing culture and motivators amongst 

academics within different departments could facilitate the creation of effective incentives and 

rewards. These have been researched at length in the literature review and desk research of this 

project. This is a particularly underdeveloped and difficult area for HEIs to address due to lack of 

flexibility within contracts and resources. However, this projects’ research also found that academics 

can be predominantly intrinsically motivated and incentivised by colleague and management 

esteem. It was felt that many creative options are available to help entice and recompense 

academics for their involvement in these activities and often raising awareness of the many benefits 

from these activities can be an incentive. 

 

Conclusion on Expert Interviews 

The findings from interviews with seventeen experts in Organisational Psychology, Strategic and 

Change Management, Human Resources (HR), and Management, Strategy and Leadership in 

Higher Education Institutions (HEIs), from the UK, Germany, Ireland, Sweden, Italy, the Netherlands 

and Climate KIC show a common understanding of how change is brought about in large 

organisations. The most important insight from the interviews is the importance of aligning the 

strategic goals of HEIs and culture, engaging the community in the process of change and ensuring 

continuous feedback. Change management is successful when strategies fit the context and are 

complemented by incentives and rewards.  
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9. Desk Research on Change Management  

 

Introduction 

This document collates desk research on change management from each partner of the 

Time4UNIChange project conducted based on interviews (5 per partner) with change 

management/organisational psychology experts. The project partners would like to thank the experts 

interviewed for their knowledge and guidance in directing our research for this report. The research 

was acquired from investigation of relevant scholarly articles, dissertations, master's theses, and 

web articles. No material was found to exist on change management frameworks for Higher 

Education Institutions (HEIs) regarding external engagement and/or entrepreneurialism.  

This document is presented as follows; firstly, an overview of two important theories on behavioural 

change are presented; the Theory of Planned Behaviour, and the Extrinsic and Intrinsic Motivation 

Theory. Following on from the determination that change does not occur without individual change, 

research into the study of change from a cultural perspective is outlined. A brief introduction to the 

most popular and successful change management frameworks used in an HEI context throughout 

the last two decades of practice is presented, as well as the most common change management 

strategies used (in the literature and by change management experts) and finally a number of 

potential alternative change management frameworks for HEIs to employ.  

 

Individual Behaviour Theories   

Cultural change is about behavioural change, which is about changing the attitudes of people (JU, 

2023) and thus the Theory of Planned Behaviour and Intrinsic and Extrinsic Motivation Theory can 

inform the cultural change of increasing external engagement and entrepreneurial activities amongst 

academics.  

 

Theory of Planned Behaviour  

The strongest predictor of behavioural change is one’s intention to change a behaviour (Ajzen, 

1991). The Theory of Planned Behaviour, developed by Ajzen (1991), aims to grasp the complexity 

of human behaviour by gaining an understanding of what enables or hinders an individual to engage 

in a certain behaviour. A behavioural intention is formed from three theoretically independent 

determinants, the attitude towards the behaviour, the subjective norms, and the perceived 

behavioural control (Ajzen, 1991). The attitudes towards the behaviour are formed from the 

perception of positive or negative outcomes of performing a behaviour, and the subjective values 

and evaluations of those outcomes (Ajzen, 2011). The subjective norms refer to the socially expected 

mode of conduct, the belief that a significant individual or group will approve and support certain 

behaviours, and disapprove of others (Ajzen, 1991). The perceived behavioural control refers to an 

individual’s perception of how easy or difficult it would be to perform a behaviour (Ajzen, 1991). This 

is assumed to reflect past experience as well as anticipated impediments and obstacles (Ajzen, 

2002). A positive measure of these three elements would mean that a person is more likely to have 

a higher intention to perform a certain behaviour. However, there might be instances where only one 

or two of the three determinants have a significant impact on intentions, and in others, all three make 

independent contributions (Ajzen, 1991). 
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Extrinsic and Intrinsic Motivation Theory 

Intrinsic motivation refers to engagement in behaviour that is inherently satisfying or enjoyable. The 

means and end are the same with intrinsically motivated action. Extrinsic motivation refers to 

performance of a behaviour that is fundamentally contingent upon the attainment of an outcome that 

is separable from the action itself. In other words, it is performed to attain some other outcome 

(Legault, 2016). Extrinsic motivators such as money, status or other rewards can produce extrinsic 

motivation since they generate desire for the consequence of the activity, but they do not produce 

desire to engage in the activity for its own sake (Legault, 2016). 

Even though intrinsic motivation is considered the preferred form of motivation and is associated 

with various benefits like enjoyment, persistence, and psychological well-being; extrinsic motivation 

is sometimes seen to be helpful to promote action for behaviours that are not intrinsically interesting 

(Deci and Ryan, 2008). 

For intrinsic motivation to flourish, it must be nurtured by the social environment, it requires that the 

individual experience autonomy in performing the action, and a feeling of competency. Social 

contexts can exert an influence on these experiences through positive feedback, training, and 

support. The next section discusses research into change management from a cultural perspective, 

strongly suggesting that change management must take account of the existing culture before 

designing or implementing any strategies and processes.  

 

Change Management from a Cultural Perspective 

Adrianna Kezar’s (2002) study attempts to understand the relationship between institutional culture 

and change processes and strategies. Kezar writes that change literature in higher education 

provides mostly generalised strategies for effectiveness such as strong leadership or providing 

rewards. Some research has tried to understand the change process from a context-based 

perspective using micro-level data, but this often results in findings too specific for use more broadly 

by practitioners. Kezar posits that through using a cultural perspective, research can help identify 

useful findings at a level that can be used to guide change processes effectively. Kezar’s (2002) 

study uses a two-tiered cultural framework to examine the effect of institutional culture on change 

strategies across six institutions. The two research questions addressed are:  

A. Is the institutional culture related to the change process, and how is it related? and  

B. Are change processes thwarted by violating cultural norms or enhanced by culturally 

sensitive strategies? 

The study presents analysis of the six institutions engaged in change processes (comprehensive or 

pervasive change affecting numerous entities across an institution) over a four-year period through 

case study methodology (interviews, document analysis, and observation), examining five core 

change strategies: 

1. Senior administrative support. 

2. Collaborative leadership.  

3. Robust design (vision). 

4. Staff development.  

5. Visible actions. 

Two conceptual frameworks used for analysis are Bergquist’s (1992) institutional archetypes of 

culture and Tierney’s (1991) unique institutional culture. 
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The results of Kezars’ study suggests that at all institutions and among every strategy there was a 

relationship between institutional culture and change. The findings suggest the need for practitioners 

to become cultural outsiders in order to observe institutional patterns before designing and 

implementing change processes and strategies. A number of other key implications include: 

1. Where strategies for change violate cultural norms, change most likely will not occur.  

2. There is a relationship between institutional cultural archetypes and the way the change 

process is enacted.  

3. The distinct nature of the campus cultures cannot be overlooked in trying to understand how 

change processes unfold and which strategies institutional leaders should emphasise. 

Examining institutional culture in depth, beyond the four archetypes, provides a deeper and 

richer understanding of the change process and appears to facilitate change.  

4. Cultural archetypes and unique institutional cultures may help to determine which strategies 

might take prominence in the change process.  

Kezars’ (2002) study provides a toolkit to gain an understanding of the strengths and relative 

contributions of different strategies which can help leaders determine where to focus their efforts. In 

this study change strategies were successful if culturally coherent; institutions that violated their 

institutional culture during the change process experienced difficulty. Many examples presented 

support the idea that missteps in the change process are often cultural misunderstandings. Leaders 

might be more successful in facilitating change if they understood the cultures in which they are 

working. The next section briefly outlines some of the most popular change management models 

used in HEIs.  

 

Change Management Models 

There is little data to support the use of any one change management model (Hallencreuts and 

Turner, 2011) over another. Each one focuses on different structures or processes for how to create 

effective change within organisations, each often excluding elements of another while at the same 

time complementing each other. “Due to its complexity, change management requires knowledge of 

different perspectives, models and approaches” (Teczke et al., 2017). This may be the reason why 

in many cases the most effective approach to change management, is a hybrid one, resulting from 

mixing different models and frameworks (Ellucian). 

With respect to effectiveness of strategies within the vast number of models and frameworks 

available, one of the most useful studies is that of Phillips and Klein (2022) that identified 15 common 

strategies within 16 different change management models and frameworks via a literature review 

(including the previous 20 years, business websites, and university websites). The table below 

shows the 16 models and frameworks analysed and the 15 common strategies (used in at least six 

of the models or frameworks) identified from the analysis.  

An online questionnaire was sent to change managers (49 respondents) to determine how frequently 

they used the strategies identified above. Practitioners used several strategies more commonly than 

the literature suggested; the top five strategies most commonly used are briefly outlined below.  

1. Communicate about the change 

The analysis found that communication is essential for change management. Messages sent to 
employees from leaders can effectively promote change, which is supported through this project’s 
primary research. Regardless of who is responsible for communication, someone in the organisation 
should explain why the change is happening (Connor et al., 2003; Doyle and Brady, 2018) and 
provide clear communication throughout the entire change implementation (McKinsey and 
Company, 2008; Mento et al., 2002). 
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2. Involve stakeholders at all levels of the organisation 

Senior leaders, managers, and all employees need to be involved in the change process. Contrary 

to the literature, the change managers surveyed indicated that they often implemented strategies 

involving middle management also in a change implementation. Burnes and By (2012) articulated 

that leadership is essential to promote change and remark how not focusing on this more has 

resulted in many failures in the change management field. 

3. Focus on Organisational Culture 

15 of the 16 of the models and frameworks analysed directed change managers to focus on changing 

the culture of an organisation and more than 75% of the change managers surveyed use this strategy 

always or most of the time. Organisational culture affects the acceptance of change. Changing the 

organisational culture can also prevent employees from returning to the previous status quo (Kotter, 

2012; Mento et al., 2002). It’s important to note here that Kezars’ (2002) study shows the necessity 

to first understand the existing culture of an organisation in order to implement change effectively.  

4. Consider the Organisation’s Mission and Vision 

Several of the models and frameworks analysed suggested that change managers should consider 

the mission and vision of the organisation and most of the change managers surveyed ensure to do 

so.  Primary research for this project highlighted the need for Strategic Alignment of change 

management, i.e., the change being managed must be clearly aligned with the institutional Mission 

and Vision and regularly articulated as such.  

5. Provide Encouragement and Incentives to Change 

Most of the change management models and frameworks suggested that organisations should 

reward new behaviour, yet most change managers did not provide incentives to change. This may 

be related to the close association between incentives and monetary compensation, whereas other 

activities such as training, recognition, new opportunities, promotion etc. are effective incentives 

also.  

Three of the models analysed by Phillips and Klein (2022) are found in the literature to be the most 

popular and successful ones used in an HEI context, which are briefly presented below: 

• The Lewin's method conceptualises change management as a three-stage process. Firstly, 
unfreezing your current state, then, moving to the new state and, finally, refreezing the new 
state (Sheehan Pundyke, 2020). This method is considered more focused on resolving 
groups’ conflicts and developing individuals (Al-Haddad and Kotnour, 2015). 

• The Kotter model developed by John Kotter (professor at Harvard Business School) in 1995 

was built on the work of Kurt Lewin and laid the foundations for the way change management 

is viewed today in academia and organisations. There are eight steps to the change process, 

each one of which is important, as missing one is potentially detrimental to the entire process.  

i. Create urgency.  
ii. Form a powerful coalition. 
iii. Create a vision for change. 
iv. Communicate the vision. 
v. Remove obstacles (human or otherwise). 
vi. Create short-term wins. 
vii. Build on the change. 
viii. Anchor the changes in corporate culture. 
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• The Prosci ADKAR is based on the understanding that organisational change can only 
happen when individuals change. The model is focused on individual change and is designed 
to guide individuals through a particular change and to address any barrier(s) along the way 
(Prosci). ADKAR also recommends incentive programs to reward change and is believed to 
work better for individual behaviour, rather than for groups or entire organisations (Elucian).  

 

Alternative Change Management Frameworks 

As research suggests there is no evidence to support the use of one change management model, 

this project thought it pertinent to also briefly present a number of alternative models which could be 

utilised by HEIs in their efforts to change the culture towards more entrepreneurial and external 

engagement activities. 

FRAMEWORK DESCRIPTION 

Appreciative 
Inquiry (AI) 

Developed by Cooperrider, Srivastva (1987) and Whitney (2005) is a theory, 
methodology, and process of organisational and social change that asks 
participants to explore strengths and successes that already exist, both 
internally and externally and uses these existing strengths to build future 
directions. AI leads to change by reinforcing relationships and culture, 
creating common vision and direction, promoting learning and innovation, and 
energising collective action. 

The Competing 
Values 
Framework 
(CVF) 

Developed by Robert Quinn and Kim Cameron in 1983, identifies 4 
organisational culture types, that indicate how the organisation operates, how 
employees collaborate and what the values are. The framework is based on 
the conclusion, that two factors must be examined when describing an 
organisation’s cultural typology: the degree of flexibility versus controlling 
behaviour and internal focus versus external orientation. Some research 
shows that CVF could be used as a blueprint for guiding culture change in 
addition to mapping out organisational culture (Gong et al, 2022; Mudrak et 
al., 2022). 

Figure 4: Findings from Phillips, J., and Klein, J. D. (2022). Change Management: From Theory to Practice. TechTrends, 
1-9. 
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Deloitte’s 76 Principles for effective change management defines change 
management as sustaining stakeholder commitment for an  
effective transformation.  The seven steps begin with (1) start with 
the end in mind (2) understand the institutions culture (3) 
communicate, communicate, communicate (4) walk a mile in the 
shoes of those whose roles will change (5) create win-wins and 
align incentives (6) embrace relentless incrementalism to help 
achieve radical change, and (7) you won’t get what you don’t 
measure (Deloitte, 2017).  

Edgar Schein’s 
planned change 
theory7   

Identifies the artefacts, values and assumptions that lead to positive 
organisational change. This model is based on Kurt Lewin’s Three-Stage 
Model of Change. It is more detailed Lewin’s model, but still considers change 
in three stages. 

Theory U8   The principles of this theory are suggested to help leaders break through past 
unproductive patterns of behaviour that prevent them from empathising with 
the perspectives of others and often lock them into ineffective patterns of 
decision-making. 
 

 

Conclusion on Change Management Research 

This project’s research has highlighted that there is no “one model fits all” when it comes to change 

management frameworks or models. The work of Phillips and Klein (2022) does provide guidance 

on the most popular strategies recommended in the literature and employed by change managers. 

All frameworks and models reiterate the need for alignment with organisational mission and vision, 

the requirement for leadership and management to drive the change, the importance of incentives 

and rewards as well as the crucial significance of communication. Kezar’s (2002) study also 

illustrates the importance of understanding the existing culture(s) before implementing any change 

strategies. This review suggests using a personalised combination of change management models 

appropriate for the HEI and changes in question which could be designed after gaining an 

understanding of the existing culture(s) and then works with this culture(s) to implement the change 

required.  

 

 

 

 
6 https://www2.deloitte.com/us/en/pages/public-sector/articles/effective-change-management-higher-education.html 
7 https://sites.psu.edu/global/2020/04/07/managing-organizational-change-lewin-schein/ 
8 https://www.u-school.org/aboutus/theory-u 
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10. Case Studies 

The following are 40 case studies of good practice from Ireland, the Netherlands, Sweden, Italy, 

England, Portugal, Lithuania, Germany, and Belgium in supporting and encouraging external 

engagement and/or entrepreneurial activities within HEIs. These initiatives support academics to 

externally engage and become entrepreneurial from a multitude of angles, all of which are required 

to assist academics to develop the skills, confidence, competencies, and aspiration required to 

intertwine these activities across their research and education. HEIs are creating offices, 

programmes, subsidiary companies, roles, and events to support the diverse challenges academics 

and HEIs face working in this increasingly dynamic working environment.   

Identifying initiatives, structures or processes directed towards academics proved difficult as many 

are established to support and encourage students, PhD candidates or external partners. These 

initiatives are providing early support and opportunities for possible future academics and graduates 

to become skilled and confident in engaging in collaborations in the future.  

These case studies show the many ways in which HEIs are creating projects, courses, offices, 

awards, and offices to encourage and support HEI staff, students, and external partners to work 

together to deliver on the Third Mission. It is important to note that many of these initiatives are 

accessing EU funding and/or supported through EU funding.  

The 40 good practice case studies are presented under the following headings: 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Education and Training

Collaboration and Networking

Research and Development

Incentives and Rewards

The Support Environment

14 

12 

4 

4 

6 

Figure 5: Breakdown of case studies. 
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The table below presents the full list of case studies, including the key organisation and which of the four areas of need the activity aims to cater to.  

 

Breakdown and Details of 40 Good Practice Case Studies 

Organisation in Case Study Activity / Event Raising 
Awareness 

Communication Incentives 
and Rewards 

The Support 
Environment 

National University of Ireland, 
Galway (NUIG) 

Bright Club Ireland ֍ ֍ 
 

֍ 

Science Foundation Ireland ADVANCE CRT ֍ ֍ ֍ ֍ 

Munster Technological 
University (MTU) Technology Enhanced Learning 

֍ ֍ 
 

֍ 

Authentic Assessment 

֍ ֍ 
 

֍ 

External Engagement Webinars  

֍ ֍ 
 

֍ 

Careers Fair 

֍ ֍ 
 

֍ 

Community of Practice for 
Entrepreneurship Educators and 
Researchers (CPEER) 

֍ ֍ 
 

֍ 

The Extended Campus Faculty 
Representatives 

֍ ֍ 
 

֍ 

Work Placement Learning 
Community 

֍ ֍ 
 

֍ 

Trinity College Dublin Trinity Civic Engagement Award 

֍ ֍ ֍ ֍ 

EReady project (UIIN, JAMK, 
IMTBS, CUNI, UNIBO) 

Engagement Readiness Monitor 
Project 

  
֍ ֍ 

Utrecht University Pitch Competition 

  
֍ ֍ 

University of Leipzig SMILE 

֍ 
  

֍ 

University of Reading Research and Development Awards 

֍ ֍ ֍ ֍ 

Técnio Portugal Lab2Market 

    

Wageningen University & 
Research – WUR 

Science Shop 

֍ ֍ ֍ ֍ 

Wageningen Dialogues 

֍ 
  

֍ 

Kaunas Technology 
University  

Technorama 

֍ ֍ ֍ 
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Oxford University  OUI Entrepreneurs Fellowship  

֍ 
  

֍ 

KU Leuven Doctoral school training: exploitation 
of research - technology & 
knowledge transfer 

֍ 
  

֍ 

Jönköping University SPARK Award and conference 

֍ ֍ ֍ 
 

Tuesday ‘fika’ 

֍ ֍ 
 

֍ 

Thesis Fair 

֍ ֍ 
  

The Fagerhult Way 

֍ ֍ 
  

WebLearn 

֍ ֍ ֍ ֍ 

IPC - Industrial placement course 

֍ 
  

֍ 

Adjunct positions 

֍ 
   

Employee development and salary 
setting talks 

  
֍ ֍ 

JIBS & JTH & HLK External Relations Team and 
Council  

֍ ֍ 
 

֍ 

HKR Course: Perspectives of 
Collaboration 

֍ 
  

֍ 

Ca' Foscari University of 
Venice 

Active Learning Lab 

֍ 
  

֍ 

MOSAICO 

֍ ֍ 
 

֍ 

Venisia and acceleration programs 

  
֍ ֍ 

RICAP workshops 

   
֍ 

University of Padua C_Lab Veneto 

֍ ֍ 
 

֍ 

UNI-IMPRESA 

  
֍ ֍ 

UniSmart 

֍ ֍ 
 

֍ 

Veneto Region Start Cup Veneto 

  
֍ ֍ 

H-farm campus 

   
֍ 

University of Cagliari CREA  

֍ ֍ 
 

֍ 

https://uiinorg.sharepoint.com/sites/Time4UniChange/Shared%20Documents/General/2_Work%20Packages/WP2%20Investigation/Final%20Reports/Investigation%20Report/fika#_23._Tuesday_
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The map and table below display the geographical breakdown of the institutions at the centre of the 

case studies. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Education and Training 

A range of activities is highlighted from Bright Club Ireland which trains and supports academics to 

deliver their research through improvised comedy nights, online webinars on external engagement 

skills, online tools to aid assessment and feedback from external partners, resources to aid 

academics while supervising PhD candidates on external work placements, a tailormade course on 

Perspectives on Collaboration, resources and support on delivering authentic assessment through 

live cases with external partners, multidisciplinary workshops aimed at developing original projects 

on real challenges and problems, and training on knowledge and technology transfer and the 

exploitation of research.   

Training, education, and support through these activities have positively impacted academics 

communication and collaboration skills, relationships between peers and external partners, internal 

support, resources, guidelines, and a sense of confidence and enjoyment with external engagement 

and entrepreneurial activities. Many of the activities are also training and supporting researchers and 

PhD candidates with the necessary skills and attributes needed to externally engage and become 

entrepreneurially minded later in their career, thereby enhancing the future capacity of these HEIs, 

and undoubtedly supplying highly qualified graduates with improved employability skills, and an 

increased positive economic and social impact upon employment and/or self-employment. In 

addition to allowing the public and external partners access more academic expertise and 

perspectives, these activities are increasing each HEIs capacity and ability to deliver on their Third 

Mission, improving their societal and economic impact and improving their educational offering.   

The fourteen case studies within the area of education and training to support academics with 

external engagement and/or entrepreneurial activities are presented in full below. 

Table 8: Map and geographical breakdown of case studies. 
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01. Bright Club Ireland  

 

 

 

 

 

 

 

 

In 2015 Dr. Jessamyn Fairfield, an American physicist, working in the Amber centre in Dublin, went 

to London to communicate science in two very different ways; a paper at the Institute of Physics and 

a monologue at a science fiction improv show. When others heard of her love of science and comedy, 

they recommended the Bright Club. Started by Miriam Miller and Steve Cross in London in 2009, 

now successfully active throughout the UK, Bright Club is a series of live events, videos and podcasts 

where academics are trained to use improv and standup comedy to communicate their research with 

the public. The goal is to lower the barriers between academic knowledge that is created in 

universities, and the public, as well as lowering the barriers between academic disciplines. To 

empower academics to communicate with the public and the public to interact with and access 

research.  

Bright Club Ireland has now hosted over one hundred shows in Dublin, Galway, Cork, Sligo, Athlone, 

Limerick and Monaghan. The events are variety nights (sometimes a part of a festival) where 

academics use new techniques to develop their first standup comedy set about their research to a 

public audience, other comics, a comedic headliner, and a professional MC are also involved to 

produce a high-quality event. Funding has come from Science Foundation Ireland, the CÚRAM 

research centre, the AMBER Centre, the Community Knowledge Initiative and the University of 

Galway.  

Activity  
When an academic registers their interest in performing in Bright Club, they receive a pack of 

material including tip sheets, short advice videos and links to previous performances to help them 

get started. They meet other performers and go through a live training session a week or so prior to 

the show which provides an opportunity to get to know the other speakers, but also to run through 

material and get feedback. Most academics perform once, return with colleagues or friends, and 

return as audience members.  

The events are well established and supported now so advertising is easier than it was at the 

beginning. Word of mouth is crucial to its continued success. The events are advertised through 

social media, the HEI websites and social media, and conferences and other academic events. The 

material from the events is edited to form videos and podcasts for distribution through social media, 

YouTube and websites.  

Outcomes  
The outcomes for academics have been significant, not just in terms of accessing a readymade 
supportive audience to communicate research but the training and upskilling has been hugely 
supportive of further external engagements, improvements to lecturing and confidence in 
communication from a more authentic place.  

Figure 6: Dr Jessamyn Fairfield, founder of Bright Club Ireland, and Aine Gallagher, Acting Director. 

http://brightclub.ie/
https://www.sfi.ie/
https://curamdevices.ie/curam/
https://ambercentre.ie/
https://cki.universityofgalway.ie/
https://www.universityofgalway.ie/?ref=logo
https://www.universityofgalway.ie/?ref=logo
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“Even though it was intimidating initially to approach something like comedy and try to incorporate 

humour into how they talked about their work. They found it extremely empowering. They’ve 

comeback afterward to say that ‘I got asked to do this other thing afterward, and it was so easy 

because I'd done Bright Club’. They’ve talked about using humour in their teaching more because 

they used it at Bright Club, feeling more comfortable giving conference talks and really having a bit 

of their own personality.” (Dr. Jessamyn Fairfield) 

The team has also published one commentary1 in Science Communication and has another 

publication in draft form. 

Impact  
The ability to communicate to a non-academic audience is crucial for external engagement to occur, 

Bright Club provides resources, training, and a supportive cohort and platform to allow academics 

the experience of communicating research teamed with self-expression and humour. Humour and 

improv are used as a boundary spanner to allow academics to come closer to the public and the 

public closer to research. The impact on academics includes an increased sense of confidence, 

capacity and access to external engagement.  

“Bringing people's humanity into how they talk about their research makes it very relatable and helps 

people engage with research who wouldn't have come to an hour-long free lecture about this 

amazing finding.” 

Jessamyn hopes that Bright Club can help reimagine university engagement with the public so more 

informal events and activities can be supported to facilitate more interaction with the public by 

researchers. The team has seen the amazing benefits for academics from participating and the 

accessible platform comedy creates to allow the public to access new knowledge which is crucial to 

solving the many problems we face. 

Challenges  
In terms of challenges the initial novelty of the concept meant that neither academics nor the 

audience knew what to expect. It was potentially embarrassing for academics and potentially boring 

for the audience so everyone had to take a risk. This has reduced throughout the years as a bank 

of YouTube videos illustrates the supportive and entertaining nature of the events for all involved. 

The Covid 19 pandemic created a challenge, but the events went online instead and received huge 

support from comedians and the audience alike for a while until Zoom fatigue set in. Jessamyn is 

enormously proud of the effort put in during this tough period as “It was a great thing to be able to 

do at a time when it was so hard to do almost anything.” The network and enthusiasm were 

maintained as Bright Club Ireland returned to thirteen shows in 2022.  

Conclusion  
Bright Club Ireland has hosted over 100 shows since its inception in 2015, supporting and training 

hundreds of academics to learn a new communication style and externally engage with a new 

audience. This innovative platform supports academics to reflect on their communication material 

and method in order to access non-academic listeners and resultantly is changing the culture 

amongst academics towards external engagement. 

 

02. External Engagement Webinars Ireland 

As part of the 10th anniversary celebrations for MTUs’ Extended Campus, two online Masterclasses 

in Engagement and one Connect with MTU webinar were organised and delivered for staff of MTU.  

Activity  

https://extendedcampus.cit.ie/
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Launched in November 2011, Munster Technological University’s (then CIT) Extended Campus was 

established as an interface or facilitator, to create and support two-way interactions between MTU, 

enterprise, and community groups. Collaboration has always been a key element of MTUs history, 

and engagement in practice is interwoven in every aspect of research, and teaching and learning 

activities. The Extended Campus offered the Masterclass Series as a medium to exchange views 

and develop shared objectives shaped by international good practices.  

The first Masterclass, in January at 1 pm was presented by Dr Siobhán Jordan, then Director 

of Interface - the knowledge connection for business, a central hub connecting industry with the 

world-class knowledge, expertise, and technologies available at Scotland's universities, research 

institutes and colleges.  

The second Masterclass, in March at 1 pm was offered by Anthony M. (Tony) Boccanfuso, Ph.D.,  

leader of UIDP, a solutions-oriented membership organisation comprised of top-tier innovation 

companies and world-class research universities. UIDP supports mutually beneficial collaborations 

by developing and disseminating strategies for addressing common issues between the sectors—

academic, corporate and government; while helping its members achieve meaningful impact on a 

broad array of collaboration matters, ranging from contracting to commercialization and workforce 

development.  

The third webinar was entitled Connect with MTU and featured presentations from industry 

representatives engaging with MTU and the academics they’re collaborating with on the activities, 

outcomes, and impacts. After the webinar three breakout rooms were populated with academics 

interested in connecting with industry on Graduate Formation, Workforce Development and 

Research and Development.  

Communication  
The webinars were advertised by the Extended Campus via email communication and social media. 

The President and Vice President for External Affairs (with responsibility for external engagement) 

of MTU were in attendance with the President advertised to open the webinars.  The Connect with 

MTU webinar was advertised externally to industry via email and social media. A follow up survey 

was sent out to attendees with an option of leaving contact details for external engagement with 

MTU also.  

Support 
Resources from the Extended Campus included administration support, membership for Zoom and 

staff to operate the webinars. Support from the President and Vice President for External Affairs 

(with responsibility for external engagement) of evident in attendance. The Connect with MTU 

webinar was supported through academics and industry representative’s time.  

Outcomes  

http://www.interface-online.org.uk/
file:///C:/Users/Laura.ODonovan/OneDrive%20-%20Munster%20Technological%20University/Time4UNIChange/Case%20Studies/uidp.org
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The event provided international expertise 

in external engagement from two previous 

academics, now industry collaborators. 

The webinars displayed the institutions 

continued support for their development of 

skills in external engagement and the 

managements support of the expertise 

involved in external engagement.  

The Connect with MTU webinar provided a 

showcase for successful external 

engagements for other academics and 

industry representatives interested in 

beginning. This was also a celebration of 

the activities and the outcomes and 

impacts from all the effort of MTU staff and 

partners in these important activities.  

Challenges  
Challenges involved organising the most relevant and effective participants and attracting attendees. 

Follow-up communication was important to try and garner any residual activities or contacts.  

Impact  
The event produced an increase in connections/relationships for MTU academics going forward and 

reinforced the organisational support for their external engagement activities. It also had a positive 

impact on MTUs reputation for external engagement.  

Conclusion  
The MTU Extended Campus webinar series provided access for academics to international good 

practice in the area of external engagements, an opportunity to showcase existing engagement 

activities and access to industry interested in collaborating; thus, supporting an increase in external 

engagement activity for academics.  

 

03. Authentic Assessment Ireland 

Since its inception in 2008, the Department of Marketing and International Business at MTU has 

embedded external engagement in delivering its courses, through live cases, work placement and 

guest lectures. In 2021 they received the Disciplinary Excellence in Learning, Teaching and 

Assessment (DELTA) Award for work on a strategy to support academics, students, and external 

partners with Authentic Assessment.  

The Delta award is presented to discipline groups who demonstrate a record of excellence in 

teaching and learning enhancement and commit to an ongoing, clearly articulated, shared process 

of continued enhancement. We spoke to Elaine O Brien, Lecturer and Industry Placement Manager, 

part of the team who made the significant achievement, with Team Lead, Michele McManus, Dr Pio 

Fenton, Dr Breda Kenny, Dr Rose Leahy, Lisa Scannell, Conor Kelleher, Elaine O’Brien, Mike 

Falahee, Zahid Aslam, Vivienne Griffin, Colm Smyth, Ríona Flood, Colette Murphy, Stephen Ryan, 

Dr Máire OSullivan, Anna Horan, and students Jack Foley, Nikki Joyce, and Harry Tyrrell. This team 

formulated the Supporting Authentic Assessment in Marketing (SAAM) which aimed to make it easier 

for academics to design and implement Authentic Assessments while maintaining positive student 

and partner organisation engagement. Authentic Assessment is a form of assessment that gives real 

world exposure to the student and the SAAM was focused on one particular form: live cases. 

Figure 7 the DELTA award winning team in MTU (named below). 
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The strategy of SAAM is to support those active in the marketing discipline (and in time, others) in 

making the best use of Authentic Assessment practices, including: 

• Development of material to assist lecturers to use Authentic Assessment for the first time 

including  

o Guidelines for designing Authentic Assessment oriented modules including checklists 

and timelines. 

o Templates to draft: module descriptors, assignment briefs, marking schemes and 

rubrics. 

• Development of promotional material to explain Authentic Assessment to potential partner 

organisations with a view to improving stakeholder engagement.  

• Development of material to enhance student engagement with Authentic Assessment 

including identifying possibilities for student co-creation. 

• Implementation of systems to capture and disseminate Authentic Assessment activities 

across all programmes. 

Outcomes  
SAAM produced materials to assist academics, students, and external partners to use and engage 

with Authentic Assessment. In addition, the activities and DELTA award increased awareness 

throughout the institution as well as nationally of the work being done in the Department regarding 

authentic assessment and external engagement. Work is currently being undertaken to implement 

the action from the DELTA award which covers a range of areas such as a departmental 

communication strategy, professional development, teaching, learning and assessment practices. 

Reapplication will occur in 2024.  

Challenges  
Communication is one of the challenges facing the department, both internally and externally. The 

enthusiasm and activities undertaken by the lecturing team at the Department of Marketing and 

International Business is reflected in the success of developing authentic assessment practices and 

ultimately in the enhancement of graduate profiles. A central repository is being generated with 

information on live cases to assist academics, students and external stakeholders see examples of 

work completed, making it more efficient than to disseminate the information across platforms.  

Impact  
The impact from SAAM, the Delta award and the years of experience delivering authentic 

assessment is experienced throughout MTU. SAAM has resulted in streamlining of assessment 

materials, resources, and support for the academics within the Department, in addition to materials 

for students and external partners to engage with the process more effectively. The award has 

increased awareness of the Department’s best practice in this area. The Bachelor of Business 

(Hons) in Marketing is gaining in popularity with excellent feedback from employers and students.  

“The benefits of authentic assessment to me as an academic staff are the authenticity of its practice 

and application; it enhances the students’ understanding of discipline specific theory and makes my 

job easier to use a real-life authentic assessment through a business case. It also develops my own 

learning and understanding of changing trends as it keeps me connected with industry. Likewise, it 

provides students with an opportunity to work with industry in a ‘safe’ space that is guided by 

academic staff with input from our industry partners.”   

Conclusion  
Live cases and authentic assessment broadly speaking provides a clear structure under which 

academics can approach external stakeholders. “It [live cases] certainly makes industry engagement 

a lot easier.” 

The academics within the Department of Marketing and International Business have taken years of 

experience and expertise in authentic assessment through live cases to provide materials which can 
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make this form of assessment easier to access and implement for all other academics, thereby 

supporting academics with external engagement.  

 

04. WebLearn – for collaborative and cutting-edge competence development in the 

industry Sweden 

The WebLearn project created an opportunity for the JTH academics to widen their core pedagogical 

skills, widening their industrial network, and contribute to setting JTH as a national leader in lifelong 

learning for the metal and polymer industry.  

WebLearn provided quick and effective competence development webinars in the field of 

"engineering component manufacturing" for professionals in metal and polymer industry at the 

advanced level. The content of the webinars was designed and presented jointly with academics 

and industrial professionals.  

An important part of the webinars was the networking opportunities among academics and 

professionals working in different industrial sectors, and international guest lecturers. 

To gather information about competence needs, a survey was sent out to the metal and polymer 

industry in Sweden. Based on the results, 8 modules were identified, each focusing on a specific 

topic within the field. Each module had a module coordinator (senior researcher) assigned to 

coordinate webinar content and participating experts. The pedagogical approach was to give 1-hour 

+ 30 min webinars with presenters from both academia and industry. The last 30 minutes of each 

webinar aimed for questions and possibilities to discuss and exchange experiences. A JTH 

management team with competencies in the webinar topic, marketing and pedagogy were formed 

with the task to organize and facilitate good quality webinars. Checklists for webinar-responsible and 

management team were developed and academic staff were provided with competence 

development.  

A process for marketing was developed which included a webpage presenting webinars and 

possibilities to sign up, the creation of LinkedIn ads, webinar teasers and a webinar newsletter. Both 

Swedish and international audiences from industry and academia were invited to attend. During the 

2-year project, 33 webinars were conducted every other week in Zoom. Members of the 

management team hosted the webinars and the experts from academia and industry focused on 

providing the topic. After each webinar, a Padlet page with recorded webinar, ppt-presentation, 

webinar evaluation and possibilities to continue the discussion were sent out to participants who also 

were asked to request new webinar topics. Regular project meetings were held to gather lessons 

learned and improve the webinar format continuously.   

Outcomes and Impact  
During the 2-year project, 1,265 participants from 55 countries registered for the 33 webinars. 

Members of the management team hosted webinars, and experts from academia and industry 

focused on providing the topic. During 2020-2022, an international community was built on a well-

defined topic including leading experts from both academia and industry. Spin-off effects such as: 

• several discussions of new joint national/European research projects  

• 2 research project proposals jointly developed by JTH academics and companies 

• 1 publication 

• involving industrial guest experts as HEI advisory board member 

• several thesis projects involving academics, companies and students 

• Industrial study visits for academics and students 

• recorded webinars used as course material in regular education programs   
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It is important to note that the webinars were great tools for the university to i) develop novel 

pedagogical skills and platform for lifelong learning, ii) market applied research and educational 

capacities in the university, iii) integrate research and educational activities, iv) expand the national 

and international network. 

Support  
The project management team consisted of a topic expert, a pedagogical/operational manager, and 

a marketing manager. The project management team met weekly to settle planning, involving 

researchers and settle issues for upcoming webinars. 

Conclusion  
WebLearn has proved to be a very successful concept. For industry professionals, this format seems 

to be attractive and easy to engage in. The format is agile, with spot-on topics and provides 

networking opportunities between academia and industry that can lead to further collaboration. It is 

a time-efficient win-win learning concept for participants, academics and industrial guest experts and 

will continue as a platform for disseminating research and collaboration with industry.  

Some comments from the evaluation:  

“The discussion and resulting connections with both researchers and industry was of great value”  

"The webinars was a great opportunity to share our knowledge and research in a new and efficient 

way” 

 

05. Engagement Readiness Monitoring the EU 

The Engagement Readiness Monitor Project consortium 

developed a self-assessment tool for Higher Education 

Institutions (HEIs) to measure their engagement 

readiness.  

This tool was developed with the aim to raise awareness 

and to initiate the conversation around ‘engagement 

readiness’ amongst professional staff, academics, and 

university leadership. As a result of the extensive 

research conducted on the topic (that can be found here), the Engagement Readiness Framework 

was developed as a foundation for The Engagement Readiness toolkit. The many factors that 

contribute to HEI’s readiness for external engagement have been grouped into six key dimensions, 

for each of which the toolkit will provide relevant resources. 

The self-assessment is designed to be undertaken as a group activity via a group discussion / 

workshop or a direct implementation of the tool. This group will ideally consist of professional staff 

and several HEI managers at the institution, and occasionally include academic staff members for a 

more balanced perspective. 

The minimum amount of time needed to complete the self-assessment is around two hours, with a 

larger investment needed depending on the depth of the conversation and discussion. The self-

assessment does not need to be taken all at once and could also be split up in several sessions in 

which you each focus on one of the six key dimensions for external engagement.  

After completing each section of the self-assessment survey, you will receive recommendations to 

improve Engagement Readiness at your institution through the use of different tools. You will be able 

to save the desired recommendation into a summary report, which will appear at the end of the 

survey and which you will be able to save as a PDF file / email message for later use. 

https://engagementready.eu/engagement-readiness-investigation-report/
https://engagementready.eu/engagement-readiness-self-assessment-framework/
https://engagementready.eu/assess-your-engagement-readiness-online-2/toolkit-to-engagement-readiness/
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Outcomes  
Through this self-assessment, institutions will be able to identify the areas of improvement when it 

comes to external engagement and collaboration practices across the six dimensions. On top of that, 

institutions will also receive recommendations for actions based on their assessment results. 

One of the main outcomes of the self-assessment is a direct result of the process of undertaking the 

assessment, as the results of the self-assessment and the roadmap serve as a conversation starter 

for the HEI management to initiate/propel institutional change for becoming a more engaged and 

entrepreneurial university. 

Impact  
After the tool was launched towards the end of 2022, multiple European universities have already 

adopted the tool to measure their ‘engagement readiness’ and will continue to do so to track their 

progress. 

Challenges  
From the institutions that are currently adopting the self-assessment, the project consortium received 

the feedback that it is not always easy or possible to engage HEI management in these workshops 

and conversations  

Support  
The HEI undertaking the self-assessment should invest their time in not only completing the self-

assessment but also in the follow-up to make the most out of the recommendations. 

Conclusion  
The Engagement Readiness Self-Assessment tool functions as a conversation starter aimed to raise 

awareness and to initiate the conversation around ‘engagement readiness’ amongst professional 

staff, academics, and university leadership. After the self-assessment, the institution will receive 

recommendations on how to improve the ‘engagement readiness’ of the institution and their staff to 

support the cultural change. 

 

06. Pitch competition Breaking Science Belgium 

The Pitch competition Breaking Science at Utrecht University9 is a yearly science communication 

competition for early career researchers (PhDs and postdocs). The main goal of the pitch competition 

is to make young scientists familiar with public speaking and improving their communication skills. 

In the competition all participants have three minutes to present their research or a scientific concept 

from their field of study to a panel of judges, taking place in Parnassos Cultural Centre. 

The first step for participants to apply for the contest they need to provide a short synopsis on their 

motivation.  

When and if they are accepted, the participants will take part in three mandatory 5-h long training 

sessions offered by professionals of Artesc (Artesc is an external organisation. They are a group of 

artists, teachers and scientists who unravelled the secrets of performance and writing to bring 

excellence to teaching, presenting & writing in science, teaching, business, and law).  

During these training sessions the participants will learn how to design their pitch, bring it to the stage 

and engage with the audience. The first session is a plenary session on presenting in general, and 

 
9https://www.uu.nl/en/research/breaking-science and https://www.youtube.com/watch?v=PPS2fX3CK7s  

 

https://www.uu.nl/en/research/breaking-science
https://www.youtube.com/watch?v=PPS2fX3CK7s
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the other two sessions take place in smaller groups. In these smaller groups, the participants are 

mixed with participants from other disciplines as much as possible. 

In the competition itself, the participants will compete during 4 heats of around 8 researchers each. 

The judges will then select the best 2 participants based on content, clarity, and charisma. The 

winners of the heat will continue to the finals.  

The format is based on the Three Minute Thesis (3MT®) research communication competition 

develop by the University of Queensland, first launched in 2008. This format came to the Netherlands 

as FameLab and ran for 8 years (2014 – 2021). At this time there was also an international finale. 

Currently, Utrecht University is organising the pitch competition independently. 

Outcomes  
The academics got a lot of value out of the training sessions and presenting in front of a large 

audience. These are a few quotes from former contestants: 

“I managed to push myself way out of my comfort zone with big audiences and I believe that will help 

me a lot in future presentations and outreach activities.” (Paulina Nunez Bernal, contestant Breaking 

Science 2022). 

“Giving the pitch was nice and a cool experience in and of itself, but the real value and experience 

to me comes mainly from the training sessions! Presenting was a nice conclusion to this amazing 

workshop.” (Contestant Breaking Science 2019). 

Lessons Learned 
Most participants prefer if the competition does not get framed as a tough competition, as this will 

increase the stakes and might make participation seem scary.  However, this differs per participant: 

some of them do apply because they want to win the prize. Internally they had discussions whether 

they should take out the competitive element, but they decided to keep it as it allows the participants 

to bring their learnings into practice. 

Impact  
The impact of the competition on the participants is twofold. First of all, all participants gain valuable 

experience through their participation in the workshops, heats, and finals. This will help them in their 

career when applying for funding and in public engagement activities. Second, the winner will receive 

€1,500 to be spent on attending conferences or summer schools.  

There is also a positive impact on Utrecht University, as a part of these young academics will stay 

with the university, and could use the learned skills in public engagement activities 

Challenges  
One of the main challenges is that the number of participants has been slightly reducing over the 

last few years. This year, 29 of the 32 spots were occupied. However, they did get the finances 

approved for the contest for the upcoming three years by the graduate schools. 

At the moment they communicate the competition through their internal newsletter. To increase the 

number of applications, the UU are planning to reach out specifically to professors that supervise 

PhD students, whether they would know any good candidates for the competition. 

Support  
The financing of the contest is done through the graduate schools. Each participant will be financed 

by the graduate school on which they are a part. In the case that contest would receive more 

applications than spots, the larger graduate schools will have more spots available than the smaller 

graduate schools as they have more funding. 

The pitch competition is organized by a team of four people. During the training they rely on the 

external organisation Artesc, and during the competition itself they are joined by a jury. The Jury 
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consists during the preliminary rounds of a scientist and science communicator. During the finals, 

the jury will be joined by a Different dean or CVB member each year. This year, the jury will be joined 

by the Dean of the faculty of science and winner of the year prior. 

Conclusion  
The pitching competition Breaking Science allows young academics to develop their science 

communication skills through their participation in multiple workshops and pitching their research 

during the competition on stage. 

 

07. Course – Perspectives on Collaboration Sweden 

Collaboration has been an important task for higher education institutions since the mid-1990s. In 

recent years, the government and various social bodies have further emphasised the importance of 

higher education institutions' collaboration with the surrounding society. This development has 

effects at higher education institution level, as well as for the individual. For the individual, it means 

that teachers and researchers probably need to demonstrate collaboration and collaboration skills 

to a greater extent in the future. 

For Kristianstad University (HKR), collaboration with the surrounding society has long been 

prioritised. This became clear, for example, when Kristianstad University was the first higher 

education institution in Sweden to introduce work placement on all programmes. On the research 

side, collaboration is also highly prioritised, including through the investment and funding of research 

platforms where research takes place together with the surrounding society. Furthermore, 

researchers who co-produce, make visible and utilise research are also rewarded when the 

university internally allocates research time. 

Targeting academic staff, including researchers, teachers, and administrative staff Kristianstad 

University (HKR) has developed a course for those interested in developing a professional approach 

to collaboration between academia and society. If you want to develop your skills and abilities to 

deal with increasing expectations to collaborate and learn more about how you can engage in 

contributing to mutual learning between academia and society, or help others to do so, this is the 

course to take. 

The aim of the course is for the participant to develop an understanding of the task of collaboration 

in academia in order to promote collaboration with the surrounding society as a teacher, researcher 

or in a support function. The course also aims to give the participant support in developing and 

documenting their own collaboration skills. 

The course elements are carried out in the form of five half-day meetings including one examination 

session. The pedagogical implementation is based on the participants' experiences and their own 

collaborative endeavours, based on their role or function, as a resource for critical reflection and 

discussion. Before each session, the participant prepares some form of material that is then dealt 

with at the course session. At the end of the course, an individual written and oral examination is 

carried out.   

1. Module 1 - Introduction to the cooperation task. This deals with its opportunities, 

consequences, and challenges, for example given the HCR's strategy. It also addresses 

aspects such as collaboration policy or governance/management aspects.  

2. Module 2 - Collaboration in research. The module will provide a critical perspective on 

different forms of research collaboration and its conditions regarding aspects such as project 

type, funding, publication, rights, and confidentiality.  

3. Module 3 - Educational collaboration. This module discusses and highlights the starting 

points, principles, and forms of educational collaboration.  
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4. Module 4 - Collaboration skills. This covers the merit of the collaborative task and how it is 

assessed and rewarded. The module should promote that the participant gets tools to 

develop and document his/her co-operation skills.  

5. Module 5 – Summary and examination 

Outcomes and impact  
The course has been given three times since Autumn 2022. What is seen as impact during this short 

time is that academic staff has broadened their network among others interested in external 

engagement, which has also created a new arena for internal collaboration with external 

engagement as a common aim. 

 

08. Department of Technology Enhanced Learning Ireland 

The Department of Technology 

Enhanced Learning (TEL) is based in 

Munster Technological University 

(MTU) Cork campus. The department 

supports staff in the use of online tools 

and educational technology for 

learning. Providing services and 

training for using tools and technology 

as a complement to traditional face-to-

face delivery. In addition to managing 

and supporting fully online and blended 

courses.  

This department began as an exclusively externally engaged entity, originally externally funded 

through commercial work such as developing e-learning solutions for some well-known corporate 

clients. Most of the programmes began because of engagement with external parties and tend to be 

educational partnerships based on external party needs. Gearoid O Suilleabhain is the head of the 

Department of TEL and views external engagement as including engaging with all the citizens of the 

region who are unable to access the campus for education due to a whole host of reasons such as 

ill health, disability, geography, caring responsibilities, work or shift patterns.  

“Digital learning is first and foremost an egalitarian tradition. It's about lowering barriers to educate. 

That's all about engagement with external parties and creating opportunities for external parties.”  

The department performs EU and nationally funded research into emerging trends in education 

which helps inform it tools and supports provision for academics. The department provides support 

through offering a full week of training every semester, hosting regular (at least one per semester) 

events and ongoing support through a ticketing system. Most of the training videos are edited and 

hosted on an active YouTube channel (pictured above) available to search. An online knowledge 

database is constantly updated with articles written internally covering all the different components 

of the digital learning infrastructure which can be easily browsed and downloaded.  

They use LinkedIn and Twitter to advertise and share their materials. 

They also host a community of practice, started in 2014 as part of a labour relations agreement, for 

all academics teaching online. The space is for academics to interact regularly discussing any 

concerns, frustrations, knowledge or workarounds and the department also runs new ideas for TEL 

by this group to elicit user feedback.  

Figure 8: MTU’s Department of TEL’s YouTube channel 
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“I think it affords a space for people who might never meet each other, because these are people 

from loads of different departments, to reflect on their 

practice, to see synergies, talk to us about issues as they 

arise. It's very beneficial for us to share plans too and get 

feedback.” 

Outcomes 
The academics interviewed for this project spoke at length 

of the support, confidence and skills received from this 

department which allows them to use technology well in 

delivering their courses. This has a significant impact on the 

ability to effectively deliver authentic assessment which 

requires academics to spend valuable time externally 

engaging. The effective use of technology, specifically the 

applications integrated into Canvas10 empowers academics 

to organise course materials, assessment, and feedback in 

a time efficient manner, thus allowing time available for 

external engagement as well as teaching.  

“I think first and foremost, we make their [academics] lives 

a bit easier, like they wouldn't be adopting the technology 

unless it brought that kind of value for them.” 

Impact  
The academics within MTU can access training and support to utilise the most up to date online tools 

for teaching, assessment, feedback, and online learning. For the focus of this project the department 

empowers academics to manage their workload effectively to allow time for external engagement.  

As one academic stated during the focus group “external engagement is very time consuming so 

you have to look at where you can use time better. TEL provide loads of training on tools to help me 

do peer assessment, give feedback and such so that means I have more time to spend on organising 

the companies.” 

Conclusion  
The department of TEL was mentioned on numerous occasions by academics in the focus group for 

this project. The support and training were touted as a key mechanism to organising and assessing 

externally engaged pedagogy. Staying current with technology will continue to support academics to 

engage with external parties to deliver the content required by their courses. For this reason, the 

department of TEL is changing the culture of academics towards more external engagement 

activities.  

 

09. ADVANCE CRT Ireland 

The ADVANCE CRT is a Science Foundation Ireland Centre for Research Training focused on 

Future Networks and the Internet of Things with applications in sustainable and independent living. 

ADVANCE aims to train 120 PhD students over four years across five partner universities in Ireland. 

 

10 Canvas is MTU’s virtual learning environment management system. Staff can create learning materials, communicate with 

students and provide grading and feedback to students.  

 

https://www.advance-crt.ie/
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A core feature of the SFI CRT Programme is that each ADVANCE student will have the opportunity 

to go on an extended work placement with an external organisation, industry, NGO, or academic 

research, nationally or internationally.  

This presents a new challenge to supervisors in finding placements, communicating with the external 

partner, and planning, monitoring, and assessing this external engagement.  

The programme funded the development of a Placement Framework and Guide for the supervisors, 

PhD candidates and external organisations to facilitate and support the effective planning, 

completion and assessment of the external engagement through placement. The Placement 

Framework and embedded Placement Packs was developed in consultation with ADVANCE CRT 

supervisors and PhD candidates. The Placement Packs offered a resource to support the planning, 

fulfilment, and evaluation of the placement experience. As the details of the placement are individual 

to each candidate and reflect a diversity of potential placement situations and University practices, 

the resource is fully adaptable. Each form, checklist and template are embedded within the 

Supervisor Placement pack for adaptation to suit the candidate and placement requirements.  

Outcomes  
The Framework, including Placement Packs was drafted and distributed to all ADVANCE CRT 

supervisors. The PhD candidates were provided with a clear structure to complete an external 

engagement within their research, thus developing their professional identity, employability skills and 

CVs. 

Impact  
Feedback to date has been positive with supervisors commenting on the ease of planning and 

assessment of the placements. PhD candidates are now completing relevant work placements which 

increases their confidence, skills, and propensity to engage externally in the future.  

Challenges  
PhD placements are relatively new and require consideration of complex issues such as IP, 

payment, various university, SFI and national policies etc. The role of the supervisor does not 

typically include work placement manager and therefore support was required in an accessible, 

adaptable, and efficient manner.   

Conclusion  
SFI ADVANCE CRT placements required guidance on structure, planning, completion, and 

assessment of a new PhD work placement for PhD candidates, external partners and especially for 

PhD supervisors. The Framework produced provided an accessible, adaptable, and comprehensive 

set of resources for the supervisor to use as appropriate. This project resultantly supported external 

engagement amongst the relevant academics in addition to the potential early-stage academics 

completing the PhDs.  

 

10. IPC - Industrial Placement Course Sweden 

To create a connection between theory and practice, JTH have created an Industrial Placement 

Course (IPC), which is mandatory in all bachelor-level programmes. Academics play a crucial role 

in the course as intermediaries between students and companies. This could be as supervisors, and 

as enablers of relevance and value for both JTH and the companies.   

During the course, the students spend seven to nine weeks as an intern at a company. The IPC is a 

unique opportunity for a company to engage with academia and make contact with students during 

their education. The course makes the students better prepared for their future work life, which is 

beneficial both for them and for potential future employers. For the academic, the IPC gives 

opportunities for company visits while visiting supervised students which gives both connections and 
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insights which can lead to further engagement such as research projects, as well as giving relevance 

to their teaching.  

Through the IPC, the company get to know a student for a longer period and introduce them to a 

workplace. The internship period may become the starting point for continued cooperation through 

for example projects and the final thesis. When the student has finished their education, the company 

has the chance to employ an engineer whom they already know and who is also familiar with the 

business. 

The student and the company together set up suitable work tasks for the internship based on current 

needs and possibilities. The tasks must relate to the courses that the student have taken earlier 

during their education. To make sure that the IPC is relevant and value-adding for the student, the 

company and JTH, it is verified by the academic supervisor.  

Each IPC student gets an assigned mentor at the company that is usually also the person in contact 

with the academic supervisor at JTH. The academic supervisor usually visits the companies and 

students during the IPC to continually confirm the projects relevance and to establish company 

contacts and jointly identify new possibilities of collaboration both within educational and research 

activities.  

Support  
Internally at the school, there is, with each programme an IPC-responsible academic (sometimes 

the same person as the supervisor) that can provide guidance and support for the students in the 

process of securing work placements. This person often also visits students and companies during 

the IPC, which develops the network for future placement positions. In times of difficulties for specific 

program students to find positions, the External relations team also can reach out towards their 

network of companies and organisations to scout for placements. 

Conclusion  
Not everything can be taught in a classroom. By providing the IPC course, JTH enable learning in a 

practical dimension. The learning is not only for students but also academics can benefit from this 

engagement. The academic’s involvement in the IPC provides connections and important insights 

in industry which secures the relevance of their teachings and opens for new collaborations and 

opportunities. 

 

11. C_Lab Veneto Italy 

C_Lab Veneto is a multidisciplinary project of the University of Padua involving persons enrolled in 

a bachelor's, master's, doctoral or postgraduate course, as well as researchers (who already have 

a PhD) at the University of Padua. 

The aim of the C-Lab is to realise annual cycles of innovative teaching lasting six months to acquire 

entrepreneurial (planning, organisational and communication) and innovation skills, in a context of 

dialogue with enterprises and local authorities, through the development of new ideas linked to 

business needs, of the territory or for the development of entrepreneurial ideas of the participants 

themselves.  

Participating in the C-Lab allows people to develop an entrepreneurial mindset and an innovative 

approach to problems, thus enriching their professional profile and becoming more attractive to the 

labour market and open to recognising and seizing professional opportunities.  

C_Lab is a strategic project within the Third Mission as, through collaboration with UniSMART, the 

University of Padua Foundation, it enables the transfer of knowledge, skills, and talent to local, 

national, and international companies. 
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The project envisages a broad set of activities ranging from dedicated training courses, meetings 

with entrepreneurs and innovators, experimentation laboratories and the development of project 

work, as an innovative technological, product, process, or social solution, responding to improvement 

needs or the resolution of critical issues coming from the partner companies, the territory or the 

participants themselves. Special attention is also given to the acquisition of transversal competences 

(soft skills). An additional 16-hours training is organized to enable teams to work more effectively 

with each other by finding the right communication methods and manage possible conflicts, including 

appropriate negotiation strategies.  

During the C_Lab, participants are divided into multidisciplinary teams so as to amplify, the 

processes of conception and transformation of creative ideas creative ideas into new business or 

social solutions. Here below a synthesis of the initiatives organized: 

• TRAINING: an 'Entrepreneurial Development and Innovation' course, which is part of the 

Department of Economics and Business Sciences (DSEA), lasting 42 hours, with weekly or 

biweekly lessons. 

• SOFT SKILLS: a training course, lasting a total of 20 hours, during which topics related to 

teamwork dynamics, feedback and conflict management will be covered. 

• TEAMWORK: the C_Lab participants, divided into multidisciplinary teams, will be engaged 

in the development of an innovative idea with the elaboration of a project work that will be 

presented during the C_Lab closing event. 

• SUMMER SCHOOL: a 4-day conceptualisation and innovation workshop to create innovative 

entrepreneurial and social solutions and applications.  

Outcomes 
During the 2021 edition, 12 projects emerged as innovation projects. The first-place team won with 

a project aimed at the conception and realisation of a prototype machine created to allow - directly 

in hospital wards - the regulatory assimilation of syringes with differentiated municipal waste. This 

project was realised alongside a leading company in the primary glass packaging sector for the 

pharma and healthcare world. At the end of the six-month C-Lab course, participants are issued with 

the Open Badge, as digital certification of the skills learnt during the course, in accordance with the 

EntreComp model "The Entrepreneurship Competence Framework", the European framework of the 

"entrepreneurship" competence. 

Conclusion  
C_Lab is an easy and practical way to teach entrepreneurship education and to give concrete 

experience on generating an idea and developing it into a feasible project. 

 

12. Active Learning Lab Italy 

The Active Learning Lab (ALL) is an innovative and 

multidisciplinary laboratory organised by Ca' Foscari 

University that involves talent, companies and experts and 

aims at imagining and prototyping original solutions to 

challenges (technical, strategic, or other) launched by 

companies, institutions and expressions of civil society.  

The values that characterise this activity are: 

Multidisciplinary: Combining the university knowledge of 

several talents, coming from different courses of study at 

Ca' Foscari University in the economic, linguistic, scientific, 

and humanistic areas. 
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Selection: Participants undergo individual and group interviews, tests, and trials to identify and select 

the best young talents at Ca' Foscari, assessing their development potential and compatibility with 

the innovative values of the project. 

Innovative Didactics: Participants, organised in teams, work guided by lecturers, mentors and guest 

speakers to solve real innovative challenges of partner companies using methodologies such as 

Design Thinking, Lean Startup and Business Model Canvas. 

Networking: The networking that is created is of high value: young talents work in close contact with 

innovative companies that can meet talents with strong vertical but also horizontal skills necessary 

to handle complex problems. 

The Active Learning Lab (ALL) is structured in 6/8-week of workshops with the aim of accompanying 

people with different disciplinary backgrounds in a process of developing original projects on real 

challenges and problems, through the enhancement of their creativity, using innovative 

methodologies such as Design Thinking and Business Model Canvas. 

In general, the participants at the ALLs are mostly students of degree programmes. Some ALLs were 

organised by the PInK Office (Promoting Innovation and Knowledge), which interact with researchers 

and academics, and the participation was also open to PhD students. This led to the participation of 

many PhD students (representing all or almost all participants) in the last two ALLs, enabling future 

researchers to gain critical and applied thinking about what their future research activities might be. 

Admission to individual laboratories is defined through specific announcements, which regulate the 

content and organisation of the laboratory, application procedures and selection criteria. 

Several ALL's have been organised and are still organising on different topics. An example of a 

recent ALL organized was related to the fruition of works of art through new digital technologies, 

innovative forms of musealisation, having as their protagonist the cultural experience of the visitor 

who is no longer a passive spectator. Starting from the works of Maurits Cornelis Escher, the ALL 

developed the following aspects: 

• The vision of the artwork 

• The visibility of the artwork 

• The access to the artwork 

The ALL on Escher was also an opportunity to develop scientific research of a humanistic nature, 

which, starting from the epistolary letters Escher kept with various mathematicians of his time, could 

enhance the relationship between art and science, highlighting how he was able to deal with 

mathematical themes contemporary to him, despite not having a scientific background. 

Outcomes  
After a series of training and learning activities on the challenge, the working groups develop and 

present their solution to the companies. The companies may choose one or more solutions and 

decide to implement it in their activities. 

Referring to the example above, the results of the ALL on Escher came together into an exhibition 

on Escher and his artworks, held in the Ca' Foscari exhibition spaces. The ALL offered the 

opportunity to access the materials collection, the author's autograph writings, and other testimonies 

maintained by the Escher Foundation - experts and connoisseurs of Escher's artwork that could be 

the basis for the development of further collaboration and scientific research. 

Impact  
Through the ALL programme, companies have the opportunity to meet young people from different 

fields of study, with strong vertical knowledge and advanced horizontal skills, industry experts and 

facilitators whose task is to foster and stimulate the innovation process. The cross-fertilisation 

between the young university talents, experts, facilitators, and companies enables a unique 
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innovation process that aim to generate ad-hoc solutions to the innovative challenges launched by 

the company. 

Conclusion  
Who participate in the ALL learn how to put the knowledge acquired in classrooms to practical work 

and where, thanks to the contact with companies, they acquire skills crucial to their future 

employability. Particular, they can learn to work in a team and coordinate their knowledge, practising 

to distinguish, recognise and value individual ideas and those of team members. 

 

13. Wageningen Dialogues the Netherlands 

Wageningen Dialogues is a 

program that facilitates the 

interaction between researchers 

and the local community. This 

initiative is crucial for academics 

to gain a better understanding of 

the concerns and needs of the 

people. By fostering a culture of 

dialogue, Wageningen 

University & Research (WUR) is 

able to create collaborative 

solutions for complex issues that 

arise at the interface between 

major social themes. The 

dialogue between scientists and 

members of society is especially 

valuable, as it helps create 

insight, understanding and trust, 

which are all vital components for the success of any initiative. Internally, it fosters collaboration and 

builds capacity in deliberative methods.  

Wageningen Dialogues is a programme consisting of 3 different pillars: 1) Organising these events 

so that people get familiar with the concept of dialogues and the impact it creates, 2) Capacity 

building of dialogue skills through workshops, a community of practice and the development of 

materials, and 3) a Facilitators and moderators pool of skilled people to get hired and support people 

in the organisation in using dialogue and deliberative methods. 

The registered community members receive emails about upcoming events, and for specific 

activities, the targeted mini campaigns are created (via the intranet, email, and student groups). 

Sometimes, there are two different invitations, one focusing on the topic of the event and one 

focusing on the format of the event. Organisers found it very efficient to attract diverse participants. 

Officially, there are no incentives for academics to participate, but they have an opportunity to 

experience the dialogue and different deliberative methods so they can be integrated into their 

research at different phases, e.g., determining the research question, during analysis or as an 

outreach method.  

Outcomes  
The program grew into organising two types of events. Community meet-ups mostly focus on 

deliberative methods and skills development, using some kind of topic as an example, are organised 

monthly and attract around 25 participants.  

https://www.wur.nl/en/value-creation-cooperation/collaborating-with-wur-1/in-dialogue-finding-answers-together/wageningen-dialogues.htm
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Dialogue events, which involve the WUR community and diverse external stakeholders, are longer 

format and attract 80 to 120 people. 

Another outcome is a growing pool of facilitators and moderators, who can support researchers, 

teaching staff and other stakeholders in integrating dialogue into their work.  

Impact  
“Dialogue creates connections. And that is exactly what we need with rising polarisation and the 

complexity of challenges we face.” 

Simone Ritzer, programme manager Wageningen Dialogues 

According to the program manager, the biggest impact that this program has is the academics feeling 

seen and heard. She receives feedback about researchers feeling more confident in using dialogue 

and other deliberative methods in their work as a reliable scientific method. Previously, a lot of people 

felt that it is an extra effort, but now it’s been acknowledged within the academic community. Another 

effect is creating connections between the researchers internally. It is seen as very valuable, and 

Wageningen Dialogues creates and facilitates the space for researchers to meet and inspires 

collaborative research projects/work.  

Another interesting side effect is that a lot of teachers in WUR and other universities are starting to 

integrate dialogue and deliberative methods in their courses, and they contact the program team for 

support.  

Challenges and Lessons Learned 
The current challenge is that the demand for guidance on integrating dialogue and deliberative 

methods into academic courses is so high that the program team lacks the capacity to follow up with 

each request. This indicates a significant need to develop skills in this area. 

Wageningen Dialogues started (in 2019) with the ambition to debunk the belief that scientific 

institutions deliver absolute truth. Instead, scientists provide insights from different perspectives, and 

then society can form its opinions by integrating those different perspectives and diverse knowledge. 

Dialogues started by going deep into complex topics, e.g., protein transition or nature-inclusive 

agriculture. Those events were well received, but COVID-19 made physical meetings and bringing 

diverse stakeholders together impossible. This was a pivoting moment and the program started to 

organise more events and meet-ups for internal stakeholders with great success. The program team 

realised that there is a need not only for the dialogues but also for deliberative skills development 

and this expanded the goals and activities of Wageningen Dialogues.  

Support  
The program is funded by WUR corporate budget. All science groups contribute to its existence. 

Wageningen Dialogues are part of Corporate Value Creation services at WUR, Knowledge for 

society department.  

Conclusion  
Wageningen Dialogues started as a series of events focusing on engaging researchers and external 

stakeholders in a constructive dialogue on polarising complex topics. It continues this mission but 

also added the additional pillars of capacity building and creating a pool of experts who can support 

the demand for integrating deliberative methods in research and teaching activities.  

 

14. Doctoral School Training: exploitation of research - technology and knowledge 

transfer Belgium 

KU Leuven Research & Development (LRD), the Industrial Research Fund (IOF), Leuven Arenberg 

Doctoral School, Leuven Biomedical Sciences Doctoral School and Doctoral School Humanities & 

https://lrd.kuleuven.be/events/doctoral-school-training-course
https://lrd.kuleuven.be/events/doctoral-school-training-course
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Social Sciences organise a training on knowledge and technology transfer and the exploitation of 

research.   

This five-day training course is spread over a period of seven months and introduces doctoral and 

post-doctoral researchers of all disciplines to the different routes of technology & knowledge transfer 

and highlights the key attention points and success factors. Experts cover the three main aspects of 

research exploitation: 

1. collaborating with industry 

2. patenting & licensing 

3. creating a spin-off company. 

The approach is very practical. In addition to listening to case studies and testimonies, doctoral and 

post-doctoral researchers develop an exploitation plan in small teams of two to five people. The 

exploitation plans are be based on the research results of one of the team members or one of their 

research groups. The development of the exploitation plans is coached by LRD staff and IOF 

innovation managers. On the last day of the course, the researchers present their exploitation plans 

to a jury of industry experts and investors, who assign an award to the best exploitation plan. 

Impact  
Participants gain confidence and skills to develop future exploitation plans and receive a certificate 

which they can add to their curriculum vitae. This certificate is also very useful when creating a spin-

off company or applying for a VLAIO (Flanders Innovation & Entrepreneurship) grant. 

This training is targeted at researchers reaching the end phase of their Ph.D., as well as researchers 

who have already obtained their Ph.D. 

Conclusion  
Doctoral school training: exploitation of research - technology & knowledge transfer a five-day 

training course on knowledge and technology transfer and research exploitation, organized by KU 

Leuven Research & Development and a few other stakeholders. The course covers collaborating 

with industry, patenting and licensing, and creating a spin-off company, and is highly hands-on, with 

participants developing an exploitation plan in small teams. Participants receive a certificate upon 

completion, which is useful for creating a spin-off company or applying for a VLAIO (Flanders 

Innovation & Entrepreneurship) grant. 

 

Collaboration and Networking 

The activities presented below provide opportunities, both structured and unstructured, for 

academics, researchers, students, and external parties to meet, exchange ideas, contact details and 

build relationships. This is an essential fundamental activity required for the successful beginning 

and development of external engagement and entrepreneurial activities, and the skillset of 

academics to be able to do so. Opportunities for academics to meet each other and external parties 

requires careful organizing to ensure its beneficial and impactful, in addition to time, resources, and 

organisational support.  

HEIs organise add on networking opportunities to existing externally engaging events such as 

Career or Theses Fairs which optimizes possible connections and the valuable time of all those 

involved. Networking, dissemination, and collaborations are also supported through competitions, 

purpose-built spaces and organisational structures set up to promote a culture of entrepreneurship, 

external engagement, and innovation, share good practice, and celebrate and reward these 

activities. These structures and events create a positive reputational impact for the HEIs involved as 
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they facilitate effective networking and showcase the HEI as positive, innovative, open, and 

proactive.   

Internal networking is facilitated through specific groups (established and run by academics) and 

coffee mornings. These activities create and build awareness of ongoing activities within the HEI 

and externally, possible funding streams, networks, and projects. Academics are also able to share 

concerns, success stories, tricks and tips, good practice, research proposals, contacts, and ideas. 

Academic not yet engaging are also able to access an established network of support and advice 

before ‘jumping in’ to these activities.  

Specific personnel within two HEIs (JTH and MTU) act as Boundary Spanners between academia 

and the external world. These personnel provide a single of point of access to develop relationships 

for the HEI and external partners which can increase the effectiveness and cohesion of external 

engagements throughout the HEI, including importantly being able to have a complete knowledge of 

potential research or funding opportunities for external partners.  

The following twelve case studies are examples of activities that support academics with networking 

and collaborating (internally and externally) for external engagement and/or entrepreneurial 

activities.  

 

15. Careers Fair Event Ireland 

The MTU Careers Fair is a well-supported annual event on campus where a wide variety of 

companies of all sizes meet future graduates and students seeking Internship opportunities and 

careers. In 2022, one of the Extended Campus Industry Engagement Facilitators saw the opportunity 

to facilitate networking between academics and external organisations so an early on-the-go 

breakfast was organised prior to the Careers Fair.    

Communication  
Specifically relevant external organisations and internal staff members were invited in collaboration 

with the MTU Career Office via email, text message and LinkedIn. This list was curated to maximise 

the potential benefits for all attendees (200 external attendees and 25 internal representatives), for 

example, engineering SMEs and staff from the Faculty of Engineering and Science. Existing 

relationships with the external organisations through external engagements supported attendance 

at the event. Communication was made after the event to thank all who attended and elicit any 

further potential contact/collaboration. Business cards were actively swapped, and contacts were 

collected for the CRM system within the Extended Campus.  

Support 
Resources from the Extended Campus included 

administration support, logistical support, contacts for 

invitations, funding for the breakfast and staff at the event to 

network and connect academics with external organisations.  

Outcomes  
The event produced a huge number of connections for 

academics interested or active in external engagements in 

relation to Graduate roles, Internships, Live Cases, Guest 

Speakers. Collaborations have already begun within MTU from the event and further external 

engagements are being planned. The event was an opportunity for all attendees to network with both 

MTU staff and fellow external partners. The event also showed a positive support environment for 

staff towards external engagement and help in developing relationships.  

Challenges  

https://www.mycit.ie/index.cfm/page/careers-fairs-
https://www.mtu.ie/partner-with-us/extended-campus/
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Challenges involved inviting the right mix and quantity of external and internal attendees and 

ensuring appropriate time was set aside for all attendees. Appropriate mixing and networking 

activities to maximise the connections made. Follow-up communication was important to try and 

garner any residual activities or contacts.  

Impact  
The event produced an increase in connections/relationships for MTU academics going forward and 

reinforced the organisational support for their external engagement activities. It also had a positive 

impact on MTUs reputation for external engagement.  

Conclusion  
The MTU Extended Campus Careers Fair breakfast was a cleverly organized event to maximise 

external organisations attendance at an existing event; offering a free breakfast and an opportunity 

for MTU academics to make connections and develop relationships; thus, supporting an increase in 

external engagement activity for academics.  

 

16. Networking lunch at the Final Thesis Fair Sweden 

 

Each year a Final Thesis Fair, Xjobbsmässan, is held at the School of Engineering (JTH) at JU. 

During the fair, students at JTH showcase their final thesis projects for the business community and 

other interested parties. It is an excellent event for companies who are looking for new staff or who 

want to get inspiration for new ideas.  

The fair was first held in 2012 and has since then been a part of the students’ graduation celebration. 

To facilitate the interaction between academics and industry professionals, visiting industry 

professionals are also invited together with JTH academics for a networking lunch once the fair is 

closed. 

Activity 
The Final Thesis Fair is where all JTH students writing their final thesis can showcase their work for 

industry representatives, academics, other students, family, and friends. Academics, being the thesis 

supervisors, act as a link between the students and the company, especially in the initial phase of a 

thesis project. The JTH academics visit the fair to see their own students presenting, what other 

students have done together with industry, and to network.  At the Final Thesis Fair, a scholarship 

awarding ceremony is also held. Scholarships are awarded by a variety of companies and 

organisations. The academics that also are Programme managers are also a part of the jury 

selecting the finalist for “Best presentation scholarship”. 

After the end of the fair, company representatives and academics are invited for a networking lunch. 

Academic staff are encouraged to personally invite industry professionals to the networking lunch 

that gives an opportunity for mingling, meeting new people and exchanging contacts details. One or 



 

75 

two of the companies are asked to present their experience of working with JTH within thesis project, 

to help new companies understand the possibilities of collaborating.  

Thesis projects are also conducted within research projects, where often the academic research 

leader connects the students and companies.  

To spark the students’ interest and to inspire them to exhibit in the fair, awareness is raised through 

e.g., the JTH social media accounts, programme managers and course responsible staff. 

News about the fair is communicated on the university website, external newsletter and social media, 

such as LinkedIn to attract industry to visit the fair.  

Outcomes and Impact  
Great networking opportunities for both students and academics to increase university-industry 

collaboration.  

Shows what collaboration is being done within thesis projects which is an inspiration to companies, 

students and academics for future collaboration.  

Each year, about 100 students exhibit in the fair. The fair welcomes about 500 visitors, many of them 

industry professionals. 

Around 100 company representatives and academics attend the networking lunch. 

Academics that act as supervisors can often both increase their network and credibility among 

industry by connecting the right students with the right company, which in the long run can lead to 

further academic collaborations. 

Challenges  
Since exhibiting in the fair is no longer mandatory for most of the students, it has become increasingly 

difficult to engage all departments at JTH, thus not having all departments represented at the 

networking lunch. 

Support  
JTH has one project coordinator whom, among other things, manage the planning and execution of 

the Final Thesis Fair. There is also an allocated budget for the networking lunch. To help the Project 

Coordinator, a group of students are recruited each year, mainly to help during the event.   

The university communications department help with both internal and external communication. 

Conclusion  
The Final Thesis Fair, Xjobbsmässan, is a great way for academics, industry, and students to meet 

and network. The fair raises awareness of what collaborations are being done in terms of thesis 

projects. The networking lunch is an important event to facilitate the connections that can lead to 

more collaborations between academia and industry.  

 

17. Work Placement Learning Community Ireland 

The Work Placement Learning Community in Munster Technological University was established on 

March 12th, 2020, the day the institution was closed due to the Covid 19 pandemic. Trevor Hogan, 

Lecturer and Researcher in Multimedia and Catherine Murphy, Senior Lecturer and Business 

Information Systems (BIS) Work Placement Manager established a Steering Group first to support 

the running of this multidisciplinary group of now, 100 academics. Typically, there is one sharing 

event and one CPD event per semester. Catherine spoke of how due to the pandemic the 

events/meetings went online which worked well but since returning to campus, several face-to-face 

events have also been held to try and establish a community within the institution. 
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The community aims to offer the following:  

• Support for all staff involved in and around work placement with training, support, and 

networking.  

• Provide a safe place to share ideas and learn from each other.  

• A one-stop-shop for Work Placement Coordinators with a small number of hours, to acquire 

knowledge of the large array of new services for students, systems or changes relevant to 

work placement. 

• Establish a strong united voice on issues related to work placement within MTU and utilise 

same.  

• Support early-stage academics not engaged in work placement to learn and explore what is 

involved.  

Training has been provided on areas such as using LinkedIn effectively, and changes in interviewing 

and CV writing. It is now used by other services such as the Careers Office and the Disability 

Services to inform the community of practitioners.  

“Where we gathered strong momentum was when there was talk about a particular change in health 

and safety for placements, so we were saying okay that’s not going to work for us. A lot of people 

engaged in this. We ran around six sessions over three days where we invited feedback on the 

proposed changes, we recorded everyone’s concerns and sent them to the Registrar saying this is 

the voice of the learning community. We identified what wasn’t going to work, and the reasons why, 

and what we needed and didn’t need. We also developed it into some CPD afterward.” 

Communication  
An email went out to all staff regarding the community and a Microsoft Teams site was created where 

resources, meeting recordings and discussions are hosted and shared. The community is open to 

new speakers, academics, or services presenting on relevant topics. It’s an open forum for all things 

work placement related which has many members communicating internally and externally through 

social media, word of mouth, research groups etc.   

Support 
The learning community is not supported with time or funding, but it is now listened to by 

management in relation to work placements.  

Outcomes  
The learning community has a myriad of outcomes including informing changes in policy related to 

health and safety in work placement. It is strengthening the multidisciplinary community of people 

working in this area, providing support and increased confidence in practice as well as enabling a 

clear voice for the institution regarding the practice of managing work placements. It has also created 

a forum for other offices offering support or services for students relevant to work placement, such 

as Disability and Careers, to access this large cohort of practitioners easily.  

Challenges  
The main challenge is time, as scheduling a meeting amongst busy timetables and the vast array of 

events happening is difficult. The Steering Committee focus on minimising the number of events and 

maximising the benefits for participants. There is institutional access to decision making now as the 

community is seen as a voice of work placement but there is no structure or processes within the 

organisation to harness the power of work placement.  

“We have top level support in terms of them giving us that voice at the table but there could be more 

done in terms of the Registrar attending the event, supporting the events, people giving time to 

honour their involvement in it in some way. Placement is quite fragmented, but we’re starting the 

conversations. It's very early days and we don't have anywhere in the organisation really pulling 

placements together to meet the placement coordinators needs.”  
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Catherine feels there is much more potential in the community such as discussing assessment, the 

length and credit value of placement and how it’s externally evaluated. She believes other 

organisations have tackled these issues and implemented structures and processes to support 

academic staff with the practice, but MTU hasn’t. For this reason, she believes there is more to be 

gained for the organisation through the learning community.”  

Impact  
It’s affirming for academics that they’re on the right track which they don’t know until they share their 

experience. Its allowing sharing of new ways of doing things, new research in the area and what’s 

happening in the institution and outside. Its forming connections, collaborations, and a support 

network for the participants. MTU as an organisation now has a platform to access the perspective 

of staff working on work placement which wasn’t in situ previously.  

Conclusion  
The Munster Technological University (MTU) Work Placement Learning Community is a new entity 

established by academics, to support all staff in MTU working in the area of work placement. This 

forum is building a community, sharing best practice, and supporting each other in an area of 

increasing importance. This activity has resultantly improved the culture amongst academics 

towards external engagement. 

 

18. CPEER - Community of Practice for 

Entrepreneurship Educators and 

Researchers Ireland 

Community of Practice for Entrepreneurship 

Educators and Researchers (CPEER) was born 

over a cup of coffee “as most good things do” in 

2019 trying to address the need for sharing and 

speaking to academic peers.  

The group provides a relaxed, safe space for 

academics to discuss all aspects of teaching in the EEE (Enterprise and Entrepreneurship 

Education) space, including pedagogical tools, assessments, new practices, research, upcoming 

seminars and conference opportunities. 

The group, consisting of academics from a broad range of disciplines meets 3-4 times per year, 

online and in person. The arrangements are made over email channels and a Teams site hosts a 

chat and any useful materials or links people wants to share. The group is also well supported by 

the Teaching and Learning Unit in MTU. Remaining relaxed and informal has been key to the group’s 

success. Sometimes it's an open discussion for the hour and other times its presentations. “The 

informality, the lack of procedures and processes has built trust, congeniality and the safe space.” 

Outcomes  
The CPEER group provides a platform for peer learning amongst academics teaching and 

researching in the entrepreneurial space. Some academics, very new to research in MTU, have 

joined up and co-authored conference papers together. It's also a great place for encouraging early 

stage or early career researchers and educators in the area.  

Challenges 
The challenges have been time to organise logistics (venue, time, etc.) and organising a time to 

facilitate the most number of attendees.  

Impact  

https://tlu.cit.ie/
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The group has provided a place for joined up thinking around entrepreneurship, education, and 

research, going beyond just starting a business. It has provided a space to learn, explore and share 

regarding external engagements for research and education. 

“If you're looking for, say, engagement with industry, someone would have spoken about that, and 

they can connect you directly then. It's about networking and absolutely hugely beneficial for that 

type of engagement and linking in with entrepreneurship activities.” 

Conclusion  
The CPEER in MTU facilitates a safe space to share, learn and explore with peers in the area of 

entrepreneurial research and education. Connections are made with cross disciplinary peers, 

sharing of resources, contacts and experience also allows a development of confidence and capacity 

to externally engage.  

 

19. The Extended Campus Faculty Representatives Ireland 

Launched in November 2011, Munster Technological University’s (then CIT) Extended Campus (EC) 

was established as an interface or facilitator, to create and support two-way interactions between 

MTU, enterprise, and community groups. The objectives of the Extended Campus are to: 

• Guide the formation and further development of current partnerships. 

• Make it easier for external organisations to engage in mutually beneficial interactions with 

MTU academics and researchers.  

• Develop a clear view of the extent and depth of existing and desirable engagement 

interactions to feed into institutional strategy and decision-making. 

• Stimulate more interactions and measurably support regional economic development.  

• Ensure that the variety of interactions with companies are collated and built on to develop 

broader supportive long-term mutually beneficial partnerships.  

The faculty representatives, known as Industry Engagement Facilitators, are essential to delivering 

on these objectives.  

The two faculties in MTU, Business and Humanities, and Engineering and Science each have an 

Industry Engagement Facilitator working 50% of their allocated work hours with the EC office. The 

Industry Engagement Facilitators operate as Boundary Spanners, networking with external partners 

to build relationships and identify potential engagement opportunities and internally with 

management and academics to make external engagements more accessible, fluid, and effective. 

The Industry Engagement Facilitators also have a pedagogical profile and understand the academics 

demands and needs regarding external engagements.  

An example, an SME contacts the Careers Office or the Extended Campus seeking a graduate in 

marketing to hire (seeking to fill a graduate role in marketing). The Extended Campus representative 

contacts the SME to gather details (further information on the role) and links with the appropriate 

academic (and the Careers Office) who informs and supports future graduates to apply for the 

position. The contact information is collected, and interactions are recorded on the EC Customer 

Relationship Management (CRM) system. The representative also informs the SME of other possible 

benefits of engaging with MTU and the academic is supported to develop the relationship for work 

placements, Innovation Vouchers, projects, guest lectures or live cases.   

Outcomes 
There are multiples outcomes from the Extended Campus faculty representatives such as an 

increase in external engagements within MTU including more live cases, guest lectures, site visits, 

and research interactions. Relationships with external partners are exploited more with a suite of 

external engagement opportunities communicated with external partners and academics, not just a 
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one-time engagement. This operates internally also; the representatives are able to observe internal 

opportunities for improving the external engagement agenda through creating additive activities to 

existing events.  

The representatives attend many external and internal events/meetings and competitions to 

communicate MTUs external engagement agenda which boosts the institutions reputation and 

standing amongst partners in the region. The representatives are also aware of most of the vast 

external engagement interactions occurring within their faculty at any one time and is able to facilitate 

cross pollination and the collection of information for external and internal communication including 

social media and case studies. The representatives are able to inform the Extended Campus of 

external partner and academic needs regarding the area of external engagement which informs the 

offices plans and practices.  

Challenges 
The challenge is supporting the representative to gain access to the academics, especially early-

stage academics who are not currently engaging. The support of management within the faculties is 

essential to the access and response rate to the representative. In addition, the academics may not 

be aware of the benefit of looking at the “big picture” regarding further MTU interactions, instead of 

a “one off” engagement with the external partner. 

Impact  
• Increased awareness of external engagement amongst academics.  

• An increased comfort level of beginning external engagement as there is a person in situ to 

support staff.  

• An increased cohesion between external engagement activities within the institution, 

regionally and amongst academics externally engaging.  

• Better informed practice regarding supporting external engagements within MTU.  

Conclusion  
The Extended Campus faculty representatives operate as boundary spanners between the 

academic and management of MTU and the external partners within the region. These essential 

staff understand each side of the relationship and through networking, relationship building, 

communicating, and connecting they form a cohesive support environment for the nurturing of high 

quality and new external engagements, thus changing the culture amongst academics within MTU 

towards more external engagements.   

 

20. External Relations Team and Council Sweden 

The School of Engineering (JTH) at Jönköping University develops and maintains extensive external 

relationships with the surrounding society both regionally, nationally, and internationally. Thereby, 

building a strong and attractive academic environment in Jönköping while ensuring that JTH 

contributes to the renewal and development of society. External relationships increase the JTH 

opportunities for skills provision, continuing professional development and applied research. 

The External Relations Team and External Relations Council at JTH holds a central role of 

maintaining and developing the external relationships. The External Relations Team of JTH is led by 

the External Relations Manager who plan and execute the long-term strategies for external 

engagement. Within the team there is also a Project Manager for life-long learning and systems for 

measuring successful collaboration, and a Project Coordinator with focus on student activities done 

in collaboration with industry. Together they form a central role and information hub for external 

relations and work as a support function for all departments at JTH.  

The External Relations Council 
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The work with external relations is carried out at the departments and followed up at each department 

of JTH through representatives, External Relations Coordinators, from each department with 20% of 

their time dedicated to external relations to the External Relations Council. The presence of External 

Relations Coordinators at each department helps external stakeholders engage with JTH and get in 

contact with the appropriate department, teacher, or researcher. 

The External Relations Council is led by the External Relations Manager. Except for the Department 

of Mathematics, Physics and Chemistry, each of the school’s departments has one or more 

representatives on the External Relations Council. 

The members’ assignment is as follows: For each department, 20% of a full-time equivalent is set 

aside for duties on the External Relations Council (exceptions may apply). The assignment can be 

shared by one, two or three individuals. Some members of the External Relations Council also serve 

as Key Account Managers for the Strategic Partners of JTH and acts as the initial point of contact 

for representatives from the partner. 

The member shall: 

• represent their department at external relations meetings and JTH in its entirety in contacts 

with external partners. 

• in cooperation with other departmental staff, continuously seek out new, process old and 

nurture existing corporate assignments. 

• be able to showcase the entire range of external relations (industrial placement courses 

(IPC), thesis projects, applied research, lifelong learning and competence development, 

higher vocational education, etc.). 

• plan and structure work to ensure that annual goals are achieved; and 

• submit a quarterly report on the activities conducted together with partner companies by each 

department, provide continuous feedback to the External Relations Manager and head of 

department and attend External Relations Council meetings. 

Outcomes and Impact  
Over the past three years, the number of external contacts has doubled, from 500 companies in 

2020, 700 companies in 2021, to over 1000 companies in 2022. This shows the engagement of the 

External Relations Team and Council and the vast extent of external engagement done at JTH. 

These contacts result in several collaboration activities between industry and JTH.  

By collecting and showing examples of external engagement other staff members may be inspired 

to be more engaged in university-industry collaborations. And the collection of contacts and the 

support of the external relations team and council lower the barriers of external engagement.  

Conclusion  
JTH values collaboration and external engagement in each part of the business and every branch of 

the organization. Therefore, the External Relations Team and the External Relations Council has an 

important role of raising awareness both internally and externally regarding university-industry 

collaboration. Together they also form a central role and information hub for external relations and 

work as a support function for all departments at JTH. 

 

21. The Fagerhult Way Sweden 

All academics at the School of Engineering (JTH) are collaborating with companies, either directly 

or through students, in their double roles as teachers and researchers. As researchers, the 

academics have the possibility of including Industrial Placement Course (IPC)/Internship or Final 

Theses to be carried out within their collaborative research projects. For example, the students can 

conduct pre-studies, collect data, and test results. As teachers, the academics can involve 
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companies and organisations in education through e.g., guest lectures, study visits and course case 

projects involving real company product/problems/issues. Furthermore, the academic can provide 

the organisation with competence development/inspiration through “reverse” guest lectures and 

workshops for the organisation. Thus, the academic can establish and maintain connections for 

collaboration, while ensuring the relevance of the teaching and ensure employability of the students.  

The academics also have the possibility to plan ahead and have subsequent projects with 

progression in-between. In discussion with the company Fagerhult AB, within the Strategic 

partnership context, we jointly discovered a way of working together – by aligning company-student 

projects to research projects. This has thus come to be called the Fagerhult way, which is a way of 

working that JTH are striving for.  

Requirements 

JTH needs to assign a coordinator that has knowledge about all study programs at JTH and their 

corresponding weeks for IPC, Final theses, or course case projects. In addition, the coordinator 

needs to have knowledge about ongoing and upcoming collaborative research projects of relevance 

for the company. 

The company needs to communicate with the coordinator at JTH early on what their “challenge” is 

to be able to involve the right academics and plan for student involvement.  

Based on information about a company’s ongoing or preferably planned, long-term project, the 

coordinator at JTH can align/assign/recommend the appropriate student competence/project at the 

appropriate time. The JTH coordinator summons all supervisors (i.e., academics) involved with the 

same organisation to enhance internal communication.  

 

Figure 8. Example of a 2-year Company initiated project with 4 work packages and the corresponding 

academic and student involvement. 

Outcomes and impact 
The benefits for academics are deepened relationships with an organisation, the possibility to work 

and build/maintain contact with an organisation before and in between funded projects. 

The benefits for the company are that the assigned student projects are aligned with their own project 

and that they will contribute to the end result in a tangible way and that they can utilize the extended 

network of competence available through JTH. Through for example student presentations and guest 

lectures the company will increase their brand recognition at the whole student body/potential 

employees. The company can also benefit from knowledge transfer through “reverse” guest lectures 

etc.  

The benefits for JTH are that WE can be seen as a multifaceted supplier of knowledge and a natural 

partner for innovation.  

The benefits for the students are that the project they are carrying out will have a real impact at the 

company and that supervisors both at JTH and the company will be invested in the project. All 

students will also benefit from guest lectures and study visits.  
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The long-term result for all four groups of stakeholders could, besides networking and partnership, 

be joint research projects, industrial researchers etc., and in the end enhanced competitiveness. 

Through the Fagerhult Way, JTH has the possibility to introduce organisations in general and SMEs 

in specific, to the way of working collaboratively.  

 

22. CREA - Centre for Innovation and Entrepreneurship Italy 

The University Service Centre for Innovation and Entrepreneurship (CREA) at the University of 

Cagliari (UniCa) is the organisational structure with the objective of promoting a culture of 

entrepreneurship (through cross-fertilisation between students from different disciplines), innovation, 

new learning models, and the development of innovation projects with an entrepreneurial vocation, 

including university incubator services. 

CREA is also the coordinating structure for the university's technology transfer activities in the field 

of business creation. In particular, it promotes and manages the Contamination Lab for student’s 

programme of business development (for 6 months a year), including the related research and 

dissemination activities, and offers incubation and acceleration paths, coworking spaces, networking 

events and accompanying services for business creation, both through its university incubator and 

through the CLab's network of partnerships. 

Activity 
CREA organizes courses to develop managerial and entrepreneurial knowledge and increase 

management and problem-solving skills by integrating university knowledge. It also monitors and 

selects opportunities related to scientific-technological and entrepreneurial knowledge from the local 

area, promoting interaction between stakeholders, youth and female inclusion and supporting their 

collaboration in order to generate ideas for sustainable development. 

CREA is a partner in research projects linking scientific knowledge and entrepreneurial skills 

(Spirulina Noa, BESTMedGRAPE and Aria projects). CREA also collaborates in the activities of the 

EDUC alliance, which aims to promote new models of physical and virtual mobility of students, 

lecturers and staff, to foster joint research projects to address societal challenges in an innovative 

and multidisciplinary way. In particular, CREA manages activities dedicated to the development of 

entrepreneurial skills for students from the consortium's partner universities. CREA operates in direct 

collaboration with regional businesses and is co-funded by European Structural Development Funds. 

CREA supports the following activities: 

• “Unica&Imprese” (www.unicaimprese.it), an annual event involving more than 100 

researchers and more than 200 companies, with the aim of establishing new collaborations. 

Unica&Imprese displays the research activities of the University of Cagliari giving companies 

the possibility to familiarise with recent technological progress. 

• “Emerging organisations” (EOS) offers university know-how and intellectual property 

management via training, consulting, and technical assistance. EOS aims to advance the 

creation of businesses in the ICT sector. With the support of European Structural Funds, the 

project targets unemployed individuals and residents in Sardinia with high-school diplomas. 

Half of the positions in the training programme are reserved for women. 

• “Imprinting” is another initiative, funded by the Sardinian regional government, targeting 

unemployed individuals and, in particular, the long-term unemployed to support them in 

starting their own business or engage in small- and medium-sized enterprises. 

• “Nemo”, also funded by the structural funds, aims to activate new economic dynamics in rural 

Sardinia, by creating a platform for the creation of businesses and self-employment projects 

in information and communications technology, agri-food, tourism and cultural heritage. 

Outcomes and Impact 

http://www.unicaimprese.it/
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The main outcome of the activities of CREA was a radical rise in interest of academics, staff and 

outside firms for the exploration of collaboration opportunities in applied research, industrial research 

and entrepreneurship. In this case, the federation of the innovation activities in different faculties and 

schools and the creation of a Unit dedicated to the promotion of entrepreneurial projects and culture 

was pivotal in sustaining an interest that was not present before. The promotion of the activities in 

different forms was pivotal in creating awareness. The impact has been mainly one of awareness 

raising, in particular among the different stakeholders in innovation and entrepreneurship.  

Conclusion  
The case suggests the importance of 1) federating innovation activities within a given universities 

and getting rid of silos  among different schools; 2) the involvement in the staff of the university of 

“atypical figures” for the Italian university system: they are not administrative nor faculty, but 

professionals with entrepreneurial and innovation experience that develop projects and animate the 

community of innovation within the institution 3) communication, with particular attention to novel 

ways of communicating and novel forms (like a web series).  

 

23. Tuesday “fika” Sweden 

External engagement is often sprung from internal 

ideas of collaboration. Ideas are commonly created in 

informal settings. At JTH Tuesday “fika” (Swedish for 

coffee break), all JTH staff meet for an informal coffee 

break. This is where great ideas are born.  

The “fika” is organised and provided by the JTH 

management. The staff is encouraged to mix with other 

departments and roles/positions than one’s own.  

The idea is to create a creative environment and 

platform for academics to share ideas, experiences, 

and upcoming events/activities. It is also common for 

staff to talk about their current challenges with each other and work together on solutions.  

The event also gives opportunities for sharing external contacts for collaboration, introduce visiting 

guests, and can also be an opportunity raise awareness among staff about projects, excellent 

collaborations, role models etc. to provide inspiration for e.g., further external engagement.  

Support  
By having a set time and location for the Tuesday “fika”, the scheduling service at the university 

avoid scheduling lectures etc during this time to make it possible for all staff to participate.  

The JTH management have set a budget for the “fika”, and all staff is notified about the Tuesday 

“fika”. One person at the Dean’s office is appointed to order and manage the coffee and sandwiches.  

Conclusion  
The Tuesday “fika” is highly appreciated among the JTH staff and booking a meeting during this time 

is frowned upon. Academics often invite external guests for meetings and start with the Tuesday 

“fika” as to show an example of the culture of collaboration at JTH.  

It is an internal event for academics that raise awareness of and inspires to external engagement by 

providing a platform for informal discussion. This is where great ideas for external engagement are 

born. 
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24. MOSAICO Italy 

MOSAICO is a new project in Ca’ Foscari which aims to connect education, research, and society. 

It is inspired by the widespread concept of 'ecosystem', creating a network of stakeholders, and 

fostering collaborations and development opportunities. In MOSAICO the university plays the role of 

a pivot for all the different communities around it, managing the flows and relationships that exist 

between the different actors both inside and outside the organisation. 

The objectives of MOSAICO are: 

• encourage the dissemination of an entrepreneurial culture, capable of promoting adaptation 

to change and the aptitude to exploit and create new opportunities, not exclusively aimed at 

the creation of new businesses, but exercisable in various contexts. 

• accelerate the emergence of innovative ideas and their structuring in the form of new 

solutions.  

• foster creative collisions between entrepreneurs, researchers, students, mentors, financiers, 

experts. 

• initiate matchmaking and networking events that strengthen and renew on a constant basis 

the collective identity of the community of innovators who recognise Ca' Foscari as an 

important player in the dynamics of innovation. 

• support strategic research partnerships and, in general, collaboration with external players in 

research activities. 

Firstly, MOSAICO wants to strengthen collaboration between different offices and areas of the 

university, centralising and promoting those activities (new or existing) that carry out similar (or 

flanking) actions to foster innovation, knowledge transfer and entrepreneurship. 

Secondly, MOSAICO wants to create a common and recognisable place where different categories 

of beneficiaries can receive the best opportunities for growth and transfer their knowledge. 

The beneficiaries of the activities are: 

• Ca' Foscari University students and PhDs. 

• Assignees, researchers, and lecturers of Ca' Foscari University. 

• Trade associations, public and private bodies. 

• Local businesses (including start-ups). 

• Investors. 

Outcomes and Impact 
MOSAICO has just been approved and its official launch is planned during the 2023. Outcomes and 

impact are therefore not yet documented. 
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25. Technorama Lithuania 

 
 

TECHNORAMA is the traditional exhibition-contest organized by the KTU (Kaunas University of 

Technology) Startup Space, which has been bringing together innovators – students, academics 

(including researchers and teaching staff), and new technology enthusiasts – in one place for two 

decades. The opening of the event is crowned by an annual conference, the topics of which are 

dictated by both the trends in innovation and technology and the expectations and interests 

expressed by the business community. 

Since 2020, Technorama has also moved to the virtual space: competitions-exhibitions have created 

an individualized platform and presented to the public for the first time, reproducing the physical form 

of the exhibition. Such a model has now allowed an even greater number of unique visitors. After 

COVID both formats run simultaneously, allowing easy access for international teams and teams 

collaborating internationally to participate. For example, a team can consist of students and 

researchers from two universities from different countries to present a project. 

The main incentives to participate are monetary prizes, publicity, and networking opportunities. Each 

year, an extensive network of business representatives attends the event, creating a unique 

opportunity to connect directly with young talent and get a closer look at the products they create. 

Impact and Outcomes  
According to the event organizers, there are multiple reasons to participate: 

• Knowledge. In preparation for the exhibition, participants gain knowledge of the effective 

communication and presentation of the idea. 

• Valuable contacts and feedback. The most famous names of Lithuanian innovations, 

business and science leaders are on the jury of the exhibition, so Technorama is the best 

place to get on investors’ radar. 

• Dissemination. The exhibition attracts several thousand visitors physically and virtually and 

reaches hundreds of thousands on social media, and national and international media. 

• Prize. Every year, the best-rated participants compete for a cash prize. 

• Idea presentation material. TECHNORAMA supports participants in preparing a pitch deck 

by organising pitch workshops.  

• A certificate confirming participation in the exhibition. 

In recent years, a new prize for "Most active research supervisor" was added to recognise and 

reward an academic (teaching/research staff) for long-term involvement in the event's activities and 

the number of supervised projects. This new initiative fosters a culture of engagement between 

academics by recognizing and rewarding those type of activities.   

Technorama also involves KTU Alumni association. They present a community prize, but most 

importantly, stay in touch with the university and its community.   
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One of the unique features is the longevity of the event and the impact it has on the university 

community and the region (central Lithuania).  

Support  
TECHNORAMA is one of the activities organised by KTU Startup Space, which is supported and 

funded by the university and the European Commission. The exhibition-contest is also sponsored 

by business and regional stakeholders.  

Conclusion  
For two decades, TECHNORAMA has been motivating developers of innovative technological 

solutions by disseminating their scientific achievements to the public, contributing to the further 

development of products with financial support, and opening the opportunity to present their 

innovations to the investor and business community. It brings very diverse participants (e.g., students 

and academics) together and provides an opportunity to participate remotely. Recently, an award for 

"Most Active Research Supervisor" was added to recognize and reward a long-term academic 

involvement in the event's activities and supervised projects. This initiative promotes engagement 

between academics by acknowledging and rewarding these activities. 

 

26. H-Farm Campus Italy 

H-Farm Campus is part of H-Farm, an innovation platform founded Italy in 2005 that supports the 

creation of new business models and the digital transformation and education of young people and 

companies. 

H-Farm Campus is a place of sharing and collaboration for students, professionals, entrepreneurs, 

and innovation enthusiasts. In H-Farm Campus, young talent can learn about new trends, 

technological development, and how digital transformation affects the social environment.  

The campus represents the third block of activity that was added to the business model of H-Farm, 

one of the first and most prominent start-up accelerators in Europe. H-Farm is active in the following 

fields:  

• Acceleration of start-ups, the original core of activity. 

• Company services and open innovation, mostly through the interaction between large firms 

and start-ups.  

• Training and education. The campus is currently home to an entire cycle of education–from 

elementary schools to the bachelor, developed in collaboration with Ca’ Foscari University– 

and to several master’s programmes developed with international universities.  

There are two main streams of activities that are relevant for this project.  

First, the ongoing focus of the campus on promoting active-learning methods through a variety of 

methods and approaches based on a mixture of Montessori frameworks, design-thinking, 

participatory pedagogy etc.  

Second, the campus is an interesting “sandbox” where novel training approaches are developed and 

currently used for a corporate audience but might be replicated within universities to increase the 

entrepreneurial proclivity of both faculty and staff.  

In particular:  

• Talks and inspiring speeches by innovation leaders followed by community events.  

• Demo days aimed at having groups of corporate (it might be university) employees 

demonstrate the feasibility and viability of pet projects, side projects, emerging ideas.  
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• Challenges and hackathon-like innovation contests aimed at having emerging solutions meet 

corporate (university) problems or transformations. 

The hiring of staff is oriented towards selecting from people with experience in the start-up world, 

thus ensuring a culture of innovation and growth that is also able to fit with the administrative 

imperatives of the Italian public system.  

Outcomes  
As stated earlier, signalling the campus as a best practice within our project framework is more to 

direct our attention towards a context wherein organisational innovation can be experimented and 

validated without the difficulties associated with being a public university. Rather than being 

conceived as an antagonist, H-farm represents, for the universities it collaborates with, a controlled 

and agile testing facility for novel approaches that might be then implemented in public universities.  

Currently, the interaction with H-Farm Campus allows Ca’ Foscari University to:  

• Experiment novel teaching approaches that were later included into the curricular activities 

of the university.  

• Enter, as advisors, into their EdTech acceleration programme which is another interesting 

source of ideas and innovations for importation to a traditional university (https://www.h-

farm.com/en/news/futured) 

Conclusion  
This case suggests the opportunity to 1) search for partnerships that might allow to experiment novel 

approaches and ways of nurturing entrepreneurship or 2) setting up isolated units that could conduct 

agile experiments to then transfer the results to the whole university. This might be beneficial 

especially where universities are financed by governments and suffer from the difficulties in 

experimenting given the strict rules they are governed by.  

 

Research and Valorisation  

These case studies contain examples of affiliated programmes, incubators, spaces, and projects 

HEIs have created to encourage cross-fertilisation of ideas, stimulate innovative ideas for 

businesses, research proposals, research collaborations and valorisation activities between HEIs 

and external partners. These activities have garnered significant public interest in research activities 

within HEIs, improved the connection between HEIs and industry, stimulated research funding, 

helped solve public research questions, created spin-off companies, and patents, increased trust 

and commitment in HEIs ability to collaborate effectively and strengthened the role of HEIs in 

regional development. The following four case studies provide more details on the international 

activities supporting academics with externally engaged research and entrepreneurialism. 

 

27. RICAP (Research and Innovation Corporate Affiliation Program) Italy 

RICAP is the Università Ca’ Foscari affiliation program designed to enhance the research 

collaboration opportunities between University and Industry, contributing to develop innovative 

projects and to exploit research results. With RICAP Ca’ Foscari aims at: 

• supporting and developing multidisciplinary and innovative research projects.  

• developing innovative projects to exploit research results and transform them into economic 

and social opportunities for growth.  
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• supporting the training of PhDs and post-graduate students and providing career 

opportunities for young researchers. 

• contributing to define the medium-long term production needs of the regional area.  

The aim of RICAP is to multiply the opportunities for collaboration between the University and its 

affiliated entities and to give consistency to joint activities contributing to mutual competitiveness. 

RICAP has been designed starting from the assumption that a structured and far-reaching 

collaboration can satisfy the needs of the University and those of businesses: increasing the impact 

of technology transfer activities, supporting training and support processes for the employment of 

young researchers, and streamlining and simplifying the processes for managing collaborations.  

Through RICAP, the University is committed to organising initiatives useful for launching research 

collaborations and knowledge transfer, on topics of interest of the companies affiliated. Participation 

in RICAP allows privileged access to the results and projects developed by Ca' Foscari and 

facilitates:  

• collaboration in research and exploitation of results 

• speed up of new entrepreneurial initiatives 

• creation of new infrastructures.  

Collaborations are regulated through executive agreements consistent with the nature and 

objectives of individual initiatives, within a framework agreement providing for an overall discipline 

of Intellectual property on background, side ground and in particular results. The general provisions 

on IP are negotiated once for the whole programme and are intended to give value to the synergies 

that the collaboration could create in terms of exploitation of the results and human resources 

development.  

The University, in addition to pre-arranging intellectual properties and non-disclosure terms and 

conditions for any research collaboration, commits to:   

• organising “R&I Matchmaking” events in scientific fields of interest to the Affiliate. 

• organising Active Research Labs with Ph.D. students and research fellows to find solutions 

to Affiliate’s innovation challenges. These labs take the form of open innovation sprints.  

The encounter with companies, which took place thanks to a previous relation of one department, 

produced effective synergies that became concrete in:  

• the companies’ participation in the affiliation programme, 

• subsequent collaboration in a new PhD programme, 

• joint research projects, started thanks to the results of matchmaking activities, and 

• new Active Research Labs. 

Outcomes  
Through RICAP Ca' Foscari plans to set up joint research programmes with its affiliates, fostering 

reciprocal contamination in order to promote better integration between research and training 

activities carried out in university laboratories and those carried out by companies. The aim is to 

promote a real exchange of knowledge between companies and universities, going beyond a now 

obsolete approach based on the promotion of a one-way flow from academia to industry. 

In this framework, in order to promote more effective integration, it is essential that universities and 

businesses invest much more in people who can facilitate this relationship. The involvement of young 

talents from Ca’ Foscari in collaborative research activities will be fundamental to promote their 

interest in industrial research and entrepreneurs' awareness of the value of PhDs in the company. 

The participation in the programme allows the parties to define in advance the framework in which 

specific projects will be started, especially with regard to the rules for the management of intellectual 
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property. This approach makes it much easier to set up projects by not having each time to negotiate 

the terms of individual agreements. 

Below are some concrete outputs underline with a company: 

• 2 patents developed in university laboratories were transferred to the company. 

• several joint research projects were launched through the activation of 4 research fellowships 

for young post-doctoral researchers. 

• the companies acquired the assets of a university spin-off that has now been incorporated 

and became a division of the company, which develops new innovative materials for the 

removal of biofilm with domestic and industrial application with particular focus in cultural 

heritage. 

• fostering of young researchers, highlighted also in the collaboration started within the new 

doctoral program, which will provide a grant linked to themes of common interest for each of 

the next three cycles. This will start a virtuous circle that will allow young researchers to 

participate in innovative projects within their training to research and then transfer their skills 

within the company, becoming the next point of contact in dialogue with the university. 

• R&I Matchmaking with the other strategic Ca’ Foscari affiliated partner. 

Impact  
A key challenge of RICAP is to create a space of cross-fertilisation that facilitates dialogue and 

research development, with significant impact especially in terms of opportunities for young 

researchers to develop their careers both within the university and in companies. 

In the first year of work, thanks to the joint activities developed, three young researchers left the 

University to join the companies' staff and they are now the ones who act as the link between the 

company and the University when it comes to developing activities of mutual interest. 

Moreover, the impact that the implementation of the programme has already guaranteed in terms of 

innovation in nanotechnology should not be forgotten: two patents passed from academia to industry 

are now under development. 

The success of this experience can contribute to increasing trust and commitment in the local 

ecosystem of the university-industry and strengthening the role of the University in the development 

of the territory, since it now shows itself as a player attentive to economic and social challenges and 

able to deal with any collaboration in a flexible and tailor-made approach, considering the needs of 

all those involved. 

The impact in the short term will be as follows: 

• innovation of a specific scientific field on the market. 

• funding to stimulate research and young researchers. 

• trust and commitment in the academic-industry local ecosystem. 

• partnership for participation in international innovative research programmes. 

In the long term, the programme has the ambitious aim of becoming a benchmark for building 

increasingly effective collaboration between universities and businesses, introducing a radical 

change of paradigm that eliminates distance and supports contamination between fundamental and 

applied researchers, while also succeeding in involving industry in frontier research projects. 

Conclusion  
The case and the affiliation model of RICAP can be shared with universities and the public research 

system. In particular in Italy, where some legislative constraints with which universities must comply 

could make university-business collaboration very difficult, resulting in obstacles and frustrating the 

trust of companies in the public system. 
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28. UNI-IMPRESA Italy 

UNI-IMPRESA was established in 2017 with the aim of fostering activities aimed at developing 

relations with the business sector and transferring knowledge between the academic and economic 

sector. UNI-IMPRESA promotes calls for proposals, where the University co-finances joint research 

projects with private and public partners. The annual budget (approximately €500,000) aims to foster 

collaborations and mutual enrichment in terms of innovation, economic, and social development of 

the territory.  

UNI-IMPRESA projects aim to foster public-private partnerships (between universities and 

companies or private bodies) and public-public partnerships (between Universities and public 

bodies). Projects should be aimed at the joint implementation of research activities applied to the 

partner's economic sector of reference, encouraging multidisciplinary approaches. 

Outcomes  
Below are the projects funded in the 2021 edition: 

• Altereco- Rational approaches to the formulation of ECO-sustainable ALTERnatives based 

on bio-based polymers for bottle seals. Collaboration between the Department of Chemical 

Sciences and Sincera Sistemi Srl  

• Athenam- Advanced manufacturing of Antimicrobial Thermoplastic materials using 

Nanotextured magnetic Molds. Collaboration between the Department of Industrial 

Engineering and Sirmax Spa  

• Big-Mobility- Big Data Analytics for Mobility. Collaboration between the Department of 

Information Engineering and Motion Analytics  

• Evida- Extracellular Vesicles in inflammatory bowel disease. Collaboration between the 

Department of Women's and Children's Health and Exo Biologics  

• Grest- Development of therapeutic biomedical nanofibers, based on hyaluronic acid and 

biocompatible polysaccharides, obtained by green electrospinning. Collaboration between 

the Department of Chemical Sciences and I.R.A Istituto Ricerche Applicate Spa  

• Microcosm- Microbial biodiversity of compost to innovate sustainable agriculture and circular 

economy. Collaboration between the Department of Biology and S.e.s.a Spa  

• Peril- Platform for risk assessment: insurtech innovation for estimating economic losses. 

Collaboration between the Department of Geosciences and Riskapp Srl  

• Smart-N- Smart nitrogen fertilisers for future food production. Collaboration between the 

Department of Agronomy Animals Food Natural Resources and Environment and Casale SA  

• Stabirosè- Shelf-life analysis in the prosecco rosé wine production chain. Collaboration 

between the Department of Agronomy Animal Food Natural Resources and Environment and 

Consorzio Tutela Prosecco Doc  

• Swat-2- Monitoring of groundwater quality in sites affected by agronomic practices. 

Collaboration between C.I.R. Centro di Idrologia 'D. TONINI' and Alto Trevigiano Servizi Srl 

and Piave Servizi Spa 

• Udul- You drink, You lose. Collaboration between the Department of Developmental 

Psychology and Socialisation and Municipality of Padua. 

• Water- Water fouling: understanding and mitigation. Collaboration between the Department 

of Technique and Management of Industrial Systems and Hexxcell Ltd. 

Many of the projects funded by the initiative developed further outcomes such as: 

• creation of new national and international collaborations. 

• submission of project proposals to national and European calls for proposals. 

• creation of new patents or spinoffs. 

Conclusion  
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The monetary contribution envisaged by this initiative is rather high considering that public funding 

for research is insufficient in Italy, especially for applied research. 

Another positive aspect of this initiative is that there are no limitations in terms of scientific areas or 

economic sectors of reference. In fact, the essential requirement of funded projects is their high 

socio-economic impact regardless of the area they belong to. 

This initiative, which other universities should be inspired to, represents a key partnership opportunity 

between the academic and the business communities, which is fundamental in driving the 

development of our society. 

 

29. Start Cup Veneto Italy 

PNICube is the Italian association of university incubators that organise and manage the regional 

business plan competitions, called Start Cups. 

The Start Cup Veneto (SCV) is the Regional Competitions for the Veneto Region. SCV's objective 

is to support and stimulate research and innovation aimed at the economic development of the 

Veneto Region. In particular, SCV intends to disseminate enterprise culture as a tool for the 

valorisation of the knowledge generated by academic research and as a vehicle for the expression 

of the talent and creativity of the human capital trained in the Region's universities. 

To participate, a business idea characterised by innovative content must be developed, in any sector 

and regardless of its stage of development, as long as it is the result of the original work of the 

proposers.  

SCV is organized in three main phases: 

1. selection on the part of a panel of experts from academic, industrial, financial, and public 

sectors of the business ideas submitted to the competition 

2. training and mentoring activities designed to enable the selected contestant teams in writing 

eligible business plans 

3. business plan pitch and winners’ selection. 

After the first phase of selection by the Scientific Technical Committee, the finalist teams participated 

in the Acceleration Programme, a specific and intensive training programme hosted at the University 

of Padua. This second phase, characterised by the finalist’s participation in the Acceleration 

Programme, let them the opportunity to develop specific skills useful for the drafting of the business 

plan and the creation of the video pitch, both essential tools for presenting a business idea. 

The thematic areas in which a project can be submitted are:  

• LIFE SCIENCE - Innovative products and/or services for improving people's health, well-

being, and quality of life 

• ICT - innovative products and/or services ICT - Innovative products and/or services in the 

field of information technology and new media 

• CLEANTECH & ENERGY - Innovative products innovative products and/or services for 

improving environmental and energy sustainability 

• INDUSTRIAL - Products and/or services for industrial production that are innovative in terms 

of technology or market. 

Outcomes 
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The five winners of Start Cup Veneto can 

participate, together with the winners of the 

other Italian Start Cups, in the National Award 

for Innovation (PNI), the most important contest 

in Italy that rewards the best Italian early-

stage start-ups among the winners of the 

regional business plan competitions (Start-

Cups). At both levels (regional and national), a 

panel of experts from academic, industrial, 

financial, and public sectors, grant monetary 

and non-monetary awards to the three most 

innovative business ideas that have been 

turned into eligible business plans. 

Impact  
Data from internal reports by PNICube and 

annual data by NetVal (network of Italian 

technology transfer offices) from 2010 to 2017 show that professors and researchers are stimulated 

to present innovative business ideas that can be transformed into research-based enterprises. 

Especially in the first phase of SCV, the entrepreneurial spirit of professors and researchers is mainly 

encouraged by the commitment of university governance to technology transfer and the possible 

support of some colleagues. 

Referring to the regional and national levels of the competition (from 2010 to 2017), a total of 8079 

business ideas were submitted at the regional level and 43% of them were turned into business 

plans. During the same period, 12% of these business plans were selected and admitted to the 

national stage of the NIP. A total of 111 university spin-offs (USO) and 91 start-ups (USU) were 

created within the framework of the PNI11. 

Conclusion 
SCV is one of the most renowned business plan competitions in the Veneto region. Its pool of 

visibility is probably the most interesting element for which a business idea can try to participate, to 

attract investors, and to interact with other companies of the same sector. Additionally, the most 

positive element is represented by the possibility of participating in the national competition, thus 

becoming a scale for visibility. For academics, this competition can also be the first opportunity to 

confront and explore entrepreneurship issues in a very pragmatic way. 

 

30. Wageningen University and Research (WUR) Science Shop the Netherlands 

The Science Shop collaborates with non-profit groups in society by organizing research projects that 

find answers to their questions, free of charge. The goal is to empower groups in society by engaging 

them in scientific research and to co-create direct, positive change. 

Civil society organizations, NGOs or social enterprises can call on the Science Shop of Wageningen 

University & Research (WUR) when they have insufficient (financial) resources to do their own 

research. For example, when they face a challenge that they want to tackle by means of research. 

 
11 Paniccia, P. M., & Baiocco, S. (2018). Co-evolution of the university technology transfer: Towards a sustainability-

oriented industry: Evidence from Italy. Sustainability, 10(12), 4675. 

Figure 9 National Award for Innovation (PNI) 2022 with 3 

winners of the Start Cup Veneto 2022 

https://www.wur.nl/en/value-creation-cooperation/collaborating-with-wur-1/science-shop.htm
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The Science Shop connect them with the right research group within WUR. Together these parties 

turn the research question into a research proposal and remain closely involved in the progress 

during the investigation. 

One of the conditions for research by the Science Shop is that the research questions must fit within 

WUR's field of activity. WUR students conduct the research under the supervision of researchers 

and other WUR employees. 

Impact 
For Ester Veen12, an assistant professor at Rural Sociology Group in WUR and a project leader at 

the Science Shop, being involved in it gives an opportunity to study things she finds interesting with 

a lot of freedom.  She became involved with the Science Shop because of her interest in participatory 

research and her enjoyment of working with real partners. This has become even more important 

since she began working for the university about five years ago (before that, she worked at 

Wageningen Plant Research Institute). Now that she works for the university, the Science Shop is 

one of her main sources for working with communities. While Science Shop projects are not the only 

way to work with real partners, she enjoys them and finds they provide a lot of freedom. She has 

worked on seven projects so far, all of them completely different. Sometimes projects don’t have big 

consequences or follow up, but she still enjoys the process very much. Besides that, she can publish 

articles based on this work as well. Working in Tenure Track it is important to publish, and Science 

Shop projects can help academics do so, as they provide data. 

As for the added value to the WUR, it is a great opportunity for students to work in real-life settings: 

in real projects with real people. They have to work with academics/researchers (project leaders) 

and with the commissioner, so it’s also a way of working directly in a team. Besides, for WUR it is a 

form of corporate social responsibility, to do some work for society as well. And it is also a way of 

knowing what’s going on in society, to keep a connection. 

Challenges  
According to Esther Veen13, the most challenging part is free and dynamic format of the research 

projects. Sometimes students are not fully committed to deliver or it’s difficult to manage the multiple 

stakeholders. At the same time, freedom and dynamism gives a lot of room for creativity, and that is 

one of the most valuable things for Esther as a project lead.  

Support  
The program is funded by WUR corporate budget. All science groups contribute to its existence. 

Wageningen Dialogues are part of Corporate Value Creation services at WUR, Knowledge for 

society department.  

Conclusion  
The Science Shop at Wageningen University & Research (WUR) collaborates with civil society 

groups with limited budgets to find answers to their issues using WUR expertise. Projects are carried 

out in close collaboration with students and researchers and coordinated by WUR project leaders 

network. The added value to the university includes providing students with real-life experience, 

corporate social responsibility and external engagement of academics. 

 

Incentives and Rewards 

 
12 Based on the interview published on the WUR website  
https://www.wur.nl/en/value-creation-cooperation/collaborating-with-wur-1/science-shop/who-is-the-science-shop-
for/testimonials/show/the-project-leaders-experience-a-conversation-with-esther-veen.htm 
13 ibid. 
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The four case studies below illustrate ways in which HEIs are incentivizing and celebrating 

academics work in externally engagement and entrepreneurial activities. In Jönköping University 

(JU) collaboration with external partners is an integrated part of all job positions and as a result they 

have several structural incentives for academics to be more collaborative and externally engaged, 

including an employee development and salary setting review and adjunct positions. An increasing 

number of HEIs are now celebrating and rewarding academics who are externally engaging, two of 

which are presented below. The process of communicating the awards (opening, throughout and 

winners), collecting applications, the ceremony and celebrating the winners provides significant 

benefits to the HEIs such as showcasing what these activities look like, demystifying what’s involved, 

promoting the benefits and impact of the activities, highlighting best practice, advertising the positive 

impacts made by HEI staff on the region and wider society, collecting data on the activities from 

across the HEI, enabling academics to become aware of each other’s activities and network, winners 

can become ambassadors or mentors for other staff, and a probable increase staff morale and 

commitment. 

 

31. Employee Development and Salary Setting Talks Sweden 

In JU the employees are the university's most valuable resource, and are essential to the university's 

development, quality and competitiveness. The performance review should be an annual discussion 

between an employee and his or her manager and should be planned and led by the employee's 

nearest manager. This form of discussion is more in-depth and more structured than ordinary 

discussions and relates to the entire working situation, considering the past period, the current 

working situation and planning for the future. The basis for the discussion is the dialogue about work 

that takes place between the manager and the employee in day-to-day work. 

The aim of the performance review is that every employee should receive feedback on his or her 

input and work results and should clearly understand his or her future work tasks and be given 

individual objectives based on strategies, objectives, and operational plans. The performance review 

should promote development by encouraging and engaging the employee to work in accordance 

with the business's visions, strategies, and objectives. 

The performance review and the individual objectives are linked to salaries, as salaries should be 

set for every employee based on his or her duties, work tasks and the set individual objectives agreed 

upon during the performance review. 

To be able to make a systematic and clear assessment of the employee’s performance at work, an 

assessment template is available for managers and employees. The template is a part of the 

dialogue between the manager and employee as well as the documentation of the salary-setting 

talks. 

For the managers, it is important to use a suitable template with which they are comfortable. There 

are two recommended templates. As long as the assessment is clear, accessible, and based on the 

common salary principles, the manager may, however, use the template that best suits the 

manager’s needs—one of the recommended templates or a template of her/his own. 
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Assessment template 1. 

 Name: 
  

  Manager:   

Department: 
  

  Date:   

SALARY PRINCIPLES NEEDS TO IMPROVE GOOD PERFORMANCE VERY GOOD PERFORMANCE 

  The employee does not perform at 
the level agreed upon in 
connection with assignments, 
work tasks and the performance 
review.  

The employee performs at the 
level agreed upon in connection 
with assignments, work tasks and 
the performance review. 

The employee performs at a level 
higher than that agreed upon in 
connection with assignments, 
work tasks and the performance 
review.    

Results 
  

      

Skills 
  

      

Collaboration and cooperation 
  

      

Leadership skills 
  

      

                                                 

Assessment template 2. 

Name: 
  

  Manager:   

Department: 
  

  Date:   
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Use the scale below to indicate your assessment of the employee’s performance.  

Does not meet most of the objectives agreed upon and/or insufficient performance 

+     Greatly exceeds the objectives agreed upon and performs outstandingly well 

• Salary principle: Results 

• Salary principle: Skills 

• Salary principle: Collaboration and cooperation 

• Salary principle: Leadership skills 

Below are suggestions on areas to include in the performance review. Any other questions can be 

added as required. The discussion should be concluded by setting individual objectives and drawing 

up a skills development plan. 

Introduction – The aim of the meeting. Areas you want to focus on. 

The past period – What the past period has been like. Follow-up of activities and individual objective 

fulfilment (based on strategies and objectives). Use of and benefit from completed skills 

development. 

Current working situation – How is your work situation? Work tasks, working hours, workload, other 

commitments and sideline occupations, and distribution of work environment tasks. Balance in life, 

time for recovery, work environment and health. Competence and motivation. Relations and 

cooperation within the department / equivalent and with partners. Contribution to the common work 

environment 

Leadership – How leadership and support work. Feedback. Expectations. Relationship with the 

manager. 

Objectives and work tasks – Operational direction, prioritization and needs. Need for changes to 

work tasks. Responsibility and authority. The employee's ambitions and long-term goals. Any risk of 

failing to fulfil objectives. 

Development – Important issues for professional and personal development/skills development in 

order to achieve the set objectives. 

Outcomes and impacts  
The manager documents planned objectives and activities using the attached template, or a template 

of her/his own. It is important that both the manager and the employee agree on the content of this 

plan. The employee must receive a copy. 

Following up on the objectives and the skills development plan relies on both parties. The employee 

is responsible for working towards achieving the agreed individual objectives and expectations. The 

manager is responsible for following up on the agreed development activities and supporting the 

employee's work and development. 

Conclusion  
This systematic work to follow up each employee and ensure that they feel well, thrive and are active 

in collaboration internally and externally, ensures a good work culture and morale. 

 

32. Adjunct Positions Sweden 

Through intersectoral mobility JTH builds bridges between the academic and the non-academic 

sector and creates a profitable exchange of knowledge. Intersectoral mobility is at the core of 
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knowledge transfer between academia and industry. The aim of an adjunct position is to combine 

experiences from the industry with research. 

Example 
Träcentrum has been a strategic partner of JTH since 2019. The strategic partnership means 

strengthened opportunities to make the wood industry visible within academic circles and to let 

companies in the industry take part in current research and education. 

At JTH, Malin Löfving who is employed by Träcentrum, is connected to the Product and Production 

Development department and to the collaboration group. In the department, she works with research 

and education at a higher level and within the collaboration group, her focus is to strengthen the 

collaboration between the forest and wood industry and JTH. The adjunct position means that Malin 

works 50 percent at JTH as an adjunct lecturer and 50 percent at Träcentrum as project manager. 

The adjunct position runs in 2020-2023. 

A large part of associate professor Jenny Bäckstrand's position at JTH has been aimed to develop 

research and education in collaboration. Her adjunct position gave her the opportunity to work 20 

percent at Träcentrum for three years, which gave her an increased focus on the wood industry. 

Outcomes and impact  
These adjunct positions resulted in adapting how JTH communicates and making it offers visible to 

companies in the wood industry. Another outcome was that the wood industry became a more visible 

as an attractive employer. 

Jenny’s adjunct position led to a strengthened co-production between JTH, Träcentrum and small 

and medium-sized companies in the wood industry. It also increased knowledge among small and 

medium-sized companies in the furniture and interior design industry about what the academy can 

offer in the form of collaboration. 

For the industry, this offers an opportunity to make use of the university’s knowledge and network 

connections. The program, which is funded by the Knowledge Foundation, also offers academic 

merits for people active in the industry or business world.  

Conclusion 
The adjunct position provides the research and education environment with experiences from the 

wood industry about the needs and challenges of wood companies, how research results are used 

in practice, and to contribute to the development of business-related courses. 

Facts Träcentrum  

In the Småland counties, the wood-related industry is the backbone that keeps entire communities 

on their feet. Träcentrum has over 400 wood companies in its network and works to strengthen the 

wood industry. The whole idea of Träcentrum is based on cooperation between actors who can 

contribute with relevant expertise. Träcentrum works with companies, universities, trade 

associations, authorities, independent consultants and more. This way of working guarantees a 

purposeful and long-term effort. 

 

33. Civic Engagement Award Ireland 

Trinity College Dublin’s’ Civic Engagement Award (formerly the Registrars’ Civic Engagement 

Award) aims to recognise exceptional contributions made by staff to civic engagement in research, 

community-based learning and volunteering which advances the institutions goal to benefit the public 

good. Simone Cameron Coen, the Civic Engagement Officer, spoke of its establishment in 2017 as 

a means of highlighting and acknowledging the wide variety of valuable work being done by research 
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students, academic and professional services staff and to hopefully inspire others to get involved 

too. The award consists of a Certificate and a small sum of money.  

Simone was part of the group who established the awards because of going through several 

processes, including the Irish Carnegie Community Engagement Classification. Going through the 

process helped TCD find out where they were in terms of civic engagement and what needed to 

improve. One of the aspects highlighted was the institution was unaware of all the work being done 

in the area, in addition to no communication regarding same, so one way to capture the stories of 

good work and communicate them, was to create an award.  

Applications can be made via third party or first-hand (25+ applications in 2022) and “the form 

highlights the kind of work being done, whether it's a small project or a larger innovation, what their 

impact is and any publications that come from the project or any other works, maybe a seminar or 

something like that but it doesn't always have to be academic either”. A committee decides on the 

winner and this year there was two winning categories as small projects could not complete with 

larger ones and two runners up with high commendations as there was such high-quality 

applications.   

Communication  
The application process is advertised through an institution wide e-mail to all staff and all students, 

posts on Twitter, the website, LinkedIn, and Instagram. The event and winners are communicated 

via Twitter, LinkedIn, the website, and Instagram. The Communications office are also involved, and 

a photographer captures the attendees and celebration which are usually pushed out in a press 

release on the main TCD website and internal channels. A website has also begun development 

where the winners work, and biographies will be hosted. 

Support 
Hours are not timetabled for civic engagement now (there are plans to change this) so it’s either 

embedded in the research (engaged research) or being done separately (personal time and 

resources). The committee has a small budget put towards hosting people, a speaker and having 

the event which is usually a breakfast event. The Provost attends and the associate Dean speaks.  

Outcomes  
“I think it's really helped highlight what it is when people talk about civic engagement, because that's 

always a problem because nobody really knows. It's getting better. It's always been a bit of a 

challenge to kind of identify what we mean because it means so many different things. If you have 

exemplars of it, and because ours are quite varied, it shows people that this is what we're talking 

about, and we're not asking you to do extra work, its actually the work you’re already doing, and this 

is how we name it. So that's helped with people not feeling under pressure that they're supposed to 

be doing yet another thing, but also to acknowledge that the work that they're doing is important. 

And by opening it up and having these conversations and having these highlight moments, it really 

does bring together the people who are doing the work and highlighting it to other people that this 

work is going on. It's been a slow burn of a conversation, but it's coming along really strongly now, 

which is great”.  

“It's a really good news story for the university. It's a way of highlighting to the public that there are 

projects they might want to be involved in or perhaps a piece of research they didn't know about 

that’s actually very relevant to what they're doing. It goes beyond the campus and out further than 

that which is a real benefit. Bringing people together to network at these moments is a really 

important strength of the award which helps improve the environment of civic engagement in the 

college. People can see what others are doing in this space and what best practice looks like”. 

The winners are also asked to become ambassadors for civic engagement in TCD to encourage 

others to get involved. Past winners are also getting involved in developing a civic engagement plan.  
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Challenges  
Time is the real challenge, having to commit to completing the application form, participating in the 

review group, “but they're not huge, insurmountable challenges at all”. Its also a challenge to get 

people’s attention, “so you have to be a bit creative about how to promote the awards”. 

Impact 
“I think it has been a very good morale booster, in terms of acknowledging the work that they do is 

important, that the research is relevant and celebrated now even though they may never see the 

impact from their work as its much longer-term research”.  

In terms of impact on TCD, it has made a difference to the understanding of civic engagement and 

knowledge of the different types of research that happen within the university. Each faculty has 

received a Civic Engagement Award at this point, so the awards cross the entire institution and 

recognize research students, academics, and professional staff so it’s very unifying.  

Conclusion  
The Trinity College Dublin Civic Engagement Award was established from a clear need to find out 

what civic engagement research is happening, and it has achieved this. In addition, the celebration 

of same has highlighted the importance and value of such work throughout the institution, enabled 

a community of practice to develop and provided valuable case studies for others to understand what 

civic engagement looks like from the perspective of a higher education institution. Thereby changing 

the culture amongst academics towards more and better-quality external engagement in the form of 

civic engagement in research, community-based learning, and volunteering. 

 

34. Research Engagement and Impact Awards England 

The University of Reading implemented the Research 

Engagement and Impact Awards from 2017 - 2022. The aim 

of the Research engagement and impact awards was to 

recognise and reward staff that created impact through 

engaging and interacting with external partners. This year, in 

2023, they build on this success with the new Research 

Awards. These new awards include four new categories, with 

a focus on research that addresses real-world problems and 

improves academic practice. The Research Awards are open 

for all research themes and functions across the institution. 

Both academics and professional staff supporting research 

(such as technical staff, museums staff, research service staff) can apply, at any stage of their career 

and with activities of all scales. The activity needs to be either ongoing or completed in last three 

years. Not only individuals, but also groups (can include individuals from outside of university) can 

apply. 

Based on the criteria, some of the entries will be shortlisted and in the end four winners will be 

chosen. In 2023, the participants can compete in the following four categories: 

1. Public engagement with research: this award recognises achievement in research-led public 

engagement. 

2. Openness in research: this award will recognise individuals or teams who have used open 

research practices to make their research more accessible, transparent or reproducible. 

3. External collaboration and partnerships: this award celebrates external engagement and the 

development of lasting and successful academic and/or non-academic collaborations in 

research and innovation regionally, nationally or globally. 
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4. Research impact: this award recognises individuals or teams who undertake high-quality, 

creative and innovative engagement and impact activities to address real-world problems 

and change the world around us, locally, nationally or globally. 

The shortlisted applicants all showcase their projects at the Research Awards event. 

The score of each project/activity based on the evaluation criteria will inform the discussion of the 

jury members but will not be used as a decision tool itself (in line with the responsible metrics 

statement). 

Evaluation criteria (taken directly from the website): 

Clarity of purpose 
(20%) 

The activity’s purpose should be clear with defined aims and objectives. 
The audience/participants should be well defined and the chosen method 
of engagement appropriate to meet the aims. 

Creativity and 
innovation (20%) 

We are looking for activities that show originality and use creative ways of 
engaging with others. This may be that creative use was made of 
resources (people, places, materials, budget), aspects of the project were 
innovative, or that it was communicated in an innovative way. 

Outcomes (20%) The application should demonstrate how successful the activity has been, 
the difference it has made, how it has benefited the audience/participants, 
and whether it has led to new developments, ways of working or 
collaborations. 

Evaluation (10%) We’d like to see activities that were well planned and managed, and that 
have been evaluated against defined aims. This might include critical 
reflection that will help build best practice for future projects. 

Legacy and 
sustainability (10%) 

While some activities are planned as a one-off, we are interested to know 
how your activity has been, or might be, developed to generate further 
results /engagement /impact. 

Category specific 
criteria (20%) 
 

Public engagement with research: The ambition and scope of the activity 
and how it has enhanced public understanding of research. 
Openness in research: The contribution made to building an open and 
transparent research culture at the University. 
External collaboration and partnerships: The sustainability of the 
partnership and depth of co-ownership/co-development of the 
collaboration. 
Research engagement and impact: The demonstrable reach and 
significance of the activity. 

Source: https://research.reading.ac.uk/engagement-and-impact/2023-research-awards/  

Impact  
The impact is visible for all applicants that are shortlisted, as they will be promoted through internal 
and external communication channels. They are also expected to participate in a short film used to 
showcase the project internally and externally. 
For the winners the tangible impact is even larger, as the winners receive £1,000 each towards their 

next engagement activity. 

In 2022, the Awards received 28 entries. 11 of these projects were shortlisted and four winners were 

chosen. The four award winners were extremely diverse, ranging from a repurposing existing tools, 

citizen science project, participant-led workshops, to an 80-minute feature documentary. 

Conclusion  
The University of Reading has implemented awards for external engagement. Due to the successful 

implementation of these awards over the last few years, they have now implemented the Research 

Engagement and Impact Awards from 2017 - 2022. The aim of the Research engagement and 

impact awards was to recognise and reward staff that created impact through engaging and 

interacting with external partners. 

https://research.reading.ac.uk/engagement-and-impact/2023-research-awards/
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The Support Environment  

The case studies below show examples of HEIs who have created subsidiary companies, platforms, 

accelerators, and offices to manage its technology transfer, entrepreneurial activities and consulting 

activities. These six initiatives provide expert support and guidance for academics performing 

external engagement and entrepreneurial activities.  

 

35. OUI Consulting Services England 

Oxford University Innovation (OUI) is a wholly owned subsidiary of the University of Oxford. It 

manages the University’s technology transfer and consulting activities. Consulting Services were 

established to support academic staff in undertaking consultancies. The services manage all the 

contractual and administrative aspects of consultancy, minimizing the administrative burden while 

protecting the interests of academics and the University. Consulting Services also provide support 

for departments undertaking departmental consulting and technical services work. It enables 

academics and departments to share their knowledge and facilities with government, industry, and 

the public sector, to drive change and make a direct impact on society. 

Description of the services 
The team of Consulting Services works on behalf academics and researchers to: 

• advise on and negotiation of fee rates 

• negotiate the terms of the agreement to protect the interests of academics and those of the 

University 

• assist with internal approval forms/procedures 

• coordinate logistical aspects of the project (where appropriate) 

• invoice the external party, chase debt and disburses funds 

• provide cover under the University’s professional indemnity and liability insurance policies 

(only available through Consulting Services) 

• help to identify and develop consultancy opportunities 

Consulting Services also supports University departments that wish to provide services to external 

organisations, whether through the provision of expertise, provision of analytical and testing services, 

or access to specialist facilities. 

Consulting Services assist with scoping and pricing the work, negotiates an appropriate contract with 

the client, sub-contracts the department to perform the services, manages payments from the client, 

and disburses funds to a nominated cost centre. 

For departments managing a facility that can be used to provide services to external organisations 

Consulting Services can feature it on the website. 

Impact  
Most people who use Consulting Services do so repeatedly, indicating a high level of satisfaction. 

Here are a few of the positive comments from academics who use the services: 

“I have been very impressed with the prompt and professional way in which Oxford University 

Innovation’s Consulting Services team handles consultancy work. They have been great at handling 

existing work, introducing new contacts, and in handling all the essential paperwork,” said Professor 

Peter Ireland, Head of Thermofluid and Turbo Machinery Group, Department of Engineering 

Science14. 

 
14 https://innovation.ox.ac.uk/university-members/consultancy-support/faqs/ 

https://innovation.ox.ac.uk/academic-expertise-technical-services/
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According to Jaci Barnett, there was a big increase in demand for Consulting Services after Covid. 

The motivation for academics to use the services is multifaceted. Academics feel pressure to seek 

external funding for both having additional income (individual consulting) and increasing their 

research budget (departmental consulting). Besides the financial benefits (on individual or 

department level), there’s intrinsic motivation of academics to engage and create value and impact.  

An upcoming trend is multi-consultancy projects, where a lot of academics from different countries 

and institutions work on one project. These kinds of projects are very complex and difficult to 

manage. Having Consultancy Services in those cases is essential.  

“You need to offer a suite of services to help academics engage. And that is whether it's tech transfer, 

commercialization of IP or whether it's Consultancy Services”, says Jaci. 

Lessons learned 
One of the most important things, according to Jaci Barnett, is being responsive when setting up the 

consultancy projects. “We've got to have a quick turnaround on what we do. So, we need to respond 

to people within 24 hours, even if it's just to say, we cannot get you right now, but we will get to you 

tomorrow”. Another important thing is managing the finances quickly. “You have to pay people on 

time”  

Challenges 
The biggest challenge is dealing with bureaucracy in the university, for example getting approval 

forms department leads for academics to engage in consultancy projects or similar issues related to 

internal procedures. A lot of those are in the process of change, but it takes a lot of time.  

Conclusion  
OUI Consulting Services support academic staff in undertaking consultancies. The services manage 

all the contractual and administrative aspects of consultancy, minimizing the administrative burden 

while protecting the interests of academics and the University. Consulting Services also provide 

support for departments undertaking departmental consulting and technical services work. The team 

of Consulting Services works on behalf of academics and researchers to advise on and negotiate 

fee rates, negotiate the terms of the agreement, assist with internal approval forms/procedures, 

coordinate logistical aspects of the project, invoice the external party, chase debt and disburses 

funds, provide cover under the University’s professional indemnity and liability insurance policies, 

and help to identify and develop consultancy opportunities. Most people who use Consulting 

Services do so repeatedly, indicating a high level of satisfaction and need for it. 

 

36. UniSmart Italy 

UniSMART is the foundation of the University of Padua technology transfer and postgraduate 

education. It wants to be the meeting point between academic excellence and entrepreneurship and 

brings the university closer to both public and private stakeholders. UniSMART enhances 

University’s assets and competencies by effectively arranging and managing different partnerships 

involving professors, researchers, students, university staff and partners from  

UniSMART’s Open Innovation Community. 

The Unismart’s vision is to ease the relationship between the University of Padova and private or 

public companies. On both national and international level, UniSMART wants to promote and 

enhance academic research, education and technology transfer performed by the University of 

Padua. 

In accordance with the strategic guidelines of the University, UniSMART on the behalf of the 

University of Padua is responsible for: 
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• Supporting the valorisation of patents and research outcomes 

• Supporting the management and the development of postgraduate education and long-life 

learning courses 

• Supporting the teaching and scientific and technological research activities 

• Involving local stakeholders by organizing conferences, meetings, and events also with the 

support of other Italian or international institutions. 

In particular, the innovation consulting services offer are: 

• Defining strategic roadmaps for the development of new products and services. 

• Identifying and exploiting the enabling technologies and competences that can be found 

inside the University and its international network. 

• Mapping the most active players in the world of EU research and innovation funding and 

identifying the most promising calls for a specific topic. 

• Defining innovative legal solutions for new business models and emerging technologies. 

• Solving pressing technical issues that endanger your product’s efficiency and reliability. 

• Setting up training courses and internal academies able to cover vertical and multidisciplinary 

competencies needed by your employees. 

• Organizing “Idea Contests” and “Hackathons” that involve and rely on the contribution of 

talented bachelor, master and Ph.D. students who compete to solve market-driven 

challenges. 

UniSMART also organizes events promoting cross-contamination between its partners, aiming at 

creating an open innovation eco-system where all attendees can give their contribution and share 

ideas and projects in a collaborative environment. 

At least twice a year, UniSMART organizes top-level networking dinners attended by the top 

management of the partner companies, who have the chance to sit at the table with researchers, 

startups, investors. 

Once a month, UniSMART organizes “AperiTechs”, 3-hour long pre-dinner events focused on 

showcasing the latest research activities carried out at the University in a certain sector.  

Outcomes  
The available data on the results of UniSmart activities for 2021 are as follows: 

• 22 contracts signed for a total value of € 1.3 M 

• 4 licensing contracts signed, 2 of which with university spin-offs and 1 licensing contract of 

know-how. 

Impact  
The contribution of the UniSmart, as an instrumental body of the University of Padua for TT activities, 

has proved to be an effective strategic investment for the consolidation of the University's role as a 

key player in the socio-economic context of the reference territory. Through the initiatives promoted 

by UniSmart, the University can provide an adequate response to the demands of the various social 

and economic sectors, stimulating the participation of businesses and supporting the use of financial 

instruments developed as part of the regional, national, and European agenda. 

Conclusion  
The community that composed UniSmart is made by large multinational companies, SMEs, startups, 

financial institutions, trade associations, local governments, and organization from heterogenous 

markets. All these subjects can thus get closer to each other and to the University and benefit from 

continuous confrontation. This ecosystem is a prolific environment for the implementation of Open 

Innovation activities.  
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37. VeniSIA Italy 

VeniSIA is a sustainability innovation accelerator, based in Venice and devoted to the development 

of business ideas and technology solutions able to face climate change and other environmental 

challenges. VeniSIA attracts institutions, companies and individuals who share the belief that it is 

the perfect background to provide ideas and solutions for those sustainable development challenges 

that are applicable to Venice fragile and unique environmental ecosystem, and yet scalable, to the 

benefit of the whole planet.  

VeniSIA’s aims to accelerate corporate labs and start-ups which aim to achieve environmental SDGs 

and to unlock their market potential through disruptive technology and strategy innovation. 

VeniSIA copes with the companies’ sustainable development challenges through a virtuous circle of 

acceleration where:  

• established companies identify their main sustainable development challenges. 

• VeniSIA supports international and national companies to design a sustainability innovation 

project.  

• most qualified researchers and start-uppers are identified, through an international call to 

action, and consequently engaged by VeniSIA to provide business ideas and technology 

solutions which can result in sustainability innovation projects.  

• research labs and start-ups are set off in Venice by funding companies, to carry out the 

sustainability innovation projects: VeniSIA supports the match between companies and 

labs/start-ups and accelerates the latter offering a range of services, including training, 

mentoring, project management, business model redesigning, co-working, accommodation, 

etc.  

• VCs, family offices and donors join VeniSIA and create new market spaces for successful 

sustainability innovation projects: VeniSIA supports the promotion of tested business ideas 

and technology solutions among international investors and VCs to further fund selected 

start-ups and unlock their commercial opportunities.  

• additional companies are attracted by the latter to cope with sustainability challenges and 

test in Venice ideas and solutions which can later work elsewhere in the world.  

• Master’s students get internships within the corporate labs: VeniSIA supports companies to 

select the best master’s students from (not only) Ca’ Foscari University for an internship in 

the corporate labs in order to support the sustainability innovation projects. 

• additional independent smart workers join Venice: VeniSIA establishes and manages a 

community of innovators, able to attract worldwide smart workers, interested in a unique living 

and working experience in Venice. VeniSIA copes with broader sustainable development 

challenges through the same acceleration process where start-ups are funded by 

donors/sponsors. 

VeniSIA’s initiatives are grouped into: 

1. Climate Change & Circular Economy 

2. Co-Innovation Program, for Corporations 

VeniSIA Co-Innovation Program on Climate Change & Circular Economy scouts business ideas and 

technology solutions for Corporate Partners and develops innovative POCs to meet the Partners’ 

sustainability challenges. The Co-Innovation Program is a 12-month experience with the final aim of 

identifying the perfect business or technological match and developing win-win long-term 

partnership. The matching framework successfully shapes a Co-Innovation path, leveraging both the 

Corporate Partners’ sustainability challenges and needs for financial returns, and the start-ups’ 

disruptive business ideas and technology solutions. Both Corporate Partners and start-ups can also 
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benefit from a wide range of events, such as Innovation Camps and Demo Days, to boost their 

international visibility and attract business opportunities thanks to VeniSIA’s global network. 

Open Innovation Program, for Small and Medium Enterprises 

The Open Innovation Program for SMEs brings innovation, that is disruptive business ideas and 

technology solutions from all over the world, to locally established companies by:  

1. introducing SMEs to Open Innovation; VeniSIA provides training and support to assess the 

SME’s needs for sustainability and innovation and select their sustainability challenges. 

2. selecting the best global solutions; VeniSIA scouts international start-ups to attract the most 

innovative business ideas and technology solutions for SMEs.  

3. implementing the solutions within SMEs; VeniSIA manages the development of the Proof of 

Concept (POC) between the SME and the selected start-up through an assigned project 

manager. 

Outcomes   
VeniSIA focuses on a series of SDGs and develops a range of ideas and solutions that can be tested 

in Venice, in order to obtain positive results and eventually lead to a start-up.  

Companies benefit from VeniSIA because they get:  

• an increased brand awareness, proving sustainability and innovation leaders to meet the 

SDGs with the aim to save Venice.  

• a probable solution of their main sustainable development challenges, leveraging VeniSIA 

community of innovators and Ca’ Foscari University physical and intellectual assets; and 

• a possible commercialization of a solution(s) if they can prove to be able to cope with global 

challenges, promoting them to international investors and venture capitalists (VCs).  

Below summarises the outcomes obtained by the 6 finalists of the last edition of the Co-Innovation 

Program on Climate Change & Circular Economy: 

Impact  
VeniSIA’s ultimate ambition is to make Venice a successful example for the whole world in terms of 

human capacity to fix its mistakes. VeniSIA’s ultimate ambition is not to make an accelerator in 

Venice but to make an accelerator out of Venice 

VeniSIA allows: 
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• a certain avoidance of Venice’s destiny as a deserted flooded Disneyland, repopulating the 

city with a community of innovators to turn it into the first 100% sustainable city, the oldest 

city of the future; and 

• a probable exploitation worldwide of the successful new business ideas and technology 

solutions to climate change and other environmental challenges, as, if they work in Venice, 

they will work everywhere.  

Conclusion  
VeniSIA is the fruit of globalization and represents a wiser and more sustainable way of “using it”. 

VeniSIA's success is undoubtedly due to the notoriety of the issues it deals with, and the prestige 

accorded to the people who work in it. These two aspects lead many talents, large companies, and 

investors to support and participate in the initiatives developed by VeniSIA, thus creating a very 

responsive ecosystem. 

 

38. SMILE Germany 

The start-up initiative SMILE is the International SEPT Competence Centre at Leipzig University has 

been working to establish the entrepreneurial spirit at universities and research institutes. 

The initiative is involved in co-operations and regular joint activities not just within the participating 

universities and research institutes but also with academic partners, technology transfer centres, the 

private sector (banks, venture capitalists) and regional interest groups beyond the immediate 

network. SMILE is being supported by the European Social Fund (ESF) and Free State of Saxony. 

The SMILE initiative offers support to young 

entrepreneurs, start-ups and spin-off companies 

across many different industries through individual 

and tailor-made approaches. The initiative has a 

focus on research and knowledge-intensive 

businesses in the fields of biotechnology, 

healthcare, and technology. However, they also 

promote start-ups and spin-offs in the fields of 

culture and creative industries, communication, 

sustainability, and social issues. 

Coaching is offered by an interdisciplinary team 

that has start-up experience themselves and have 

experienced the opportunities and risks of 

entrepreneurship. Through their own SMILE 

network, the SMILE team can support you in 

finding the right partners and put you in touch with potential business partners. The team can also 

set up you with mentors from the business world and offers support for the preparation of start-up 

competitions. 

SMILE also offers workshops and seminars through which you will be able to qualify yourself, get to 

know new people, other experiences and points of view, and thus also have the necessary 

connection and exchange. 

Impact  

Figure 10 Photo Credits: Thijs Rooimans 
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Since the initiative was established in 2006, 

SMILE has supported over 600 start-ups with 

their first steps. They have also provided over 

2.200 seminars and workshops and 

welcomed over 22.500 participants. 

Conclusion  
The SMILE initiative offers support to young 

entrepreneurs, start-ups and spin-off 

companies across many different industries 

through individual and tailor-made 

approaches. 

Since the initiative was established in 2006, 

SMILE has supported over 600 start-ups with 

their first steps. They have also provided 

over 2.200 seminars and workshops and welcomed over 22.500 participants. 

 

39. Lab2Market@Técnio Portugal 

Running since 2015, Lab2Market@Técnico is an innovation acceleration programme organised by 

Técnico in collaboration with the NTT Data and i-Deals with the aim of finding the best way to valorise 

technologies developed at Técnico that can generate value and solve society’s problems. 

Lab2Market@Técnico is an innovation acceleration program that supports and empowers 

researchers, teachers, PhD and Master students of Instituto Superior Técnico to best valorise the 

technology they are developing and gain market insights. 

Teams selected for this program receive 250 

hours of specialized coaching and training 

from consultants. During the 9-week program, 

participants acquire skills and learn how to 

build a business model that showcases the full 

potential of their technology to companies and 

potential customers in an accessible language. 

They also explore possible markets and 

different approaches for applying the 

technology they are developing. 

The program is split into two phases. The first 

4 weeks focus on "Shaping the Idea" by 

building a Business Model and developing a 

pitch. The last 5 weeks are dedicated to "Validating the Technology in the Market" by collecting 

market feedback and evidence that customers care about how the solution addresses their needs. 

Teams determine whether it is worth pursuing the idea based on this feedback. 

The programme has undergone several improvement actions throughout its 5 editions to provide 

teams with a better experience and enable them to make the most of their participation. These 

actions include: 

• Starting from 2019, allowing any team with a research project or innovative idea to apply, 

regardless of specific areas of technology. 

Figure 12 Source: https://tecnico.ulisboa.pt/en/news/campus-
community/lab2markettecnico-4-ongoing-projects-in-the-

market/ 

Figure 11 SMILE in Numbers, Picture: SMILE. 
https://www.wifa.uni-leipzig.de/en/sept-competence-
center/smile/start-up-initiative-smile 
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• Starting from 2020, holding a Business Model Canvas workshop with selected teams to help 

them better understand their needs and intended objectives for participating in the 

programme. This also helps mentors who accompany teams throughout the working weeks 

to focus on the most important needs during the mentoring process. 

• Liaising with the Intellectual Property Team and calling for projects with pending patent 

applications to participate in the programme to aid in future market transition. 

• Extending the programme duration from 8 to 9 weeks in 2020 to allow teams more time to 

contact companies. 

This activity is carried out by Técnico with the support of NTT Data Portugal and I-deals, which 

provides specialised mentoring for the teams. 

In addition to communicating through social networks (institutional website, LinkedIn, etc.), the team 

also sends targeted emails to each of the target audiences. Whenever possible, they schedule 

meetings and presentations with each of the R&D centres’ technical staff. 

Outcomes and Impact  
The program is designed to help participants not only develop their skills but also boost their 

confidence in reaching out to companies and testing their ideas with potential users. Participants go 

through a rigorous process of building a solid business model for their technology, which in turn 

makes them better equipped to apply for competitive funds like Horizon Europe and to take part in 

other accelerator programs. Additionally, the program allows participants to gain a better 

understanding of the market and the needs of potential users. 

“Participation in the program has already resulted in the creation of spin-off companies and 

applications for European funds, resulting in funding being obtained.” Rita Silva 

However, it is important to note that not all technologies or services have market viability, and the 

program acknowledges this possibility. Participants may come to the realization that their technology 

or service may not have a strong market demand. In such cases, the program provides support to 

help participants pivot and explore other opportunities or ideas that may be more viable. This process 

of exploration can lead to new, exciting innovations and a stronger foundation for future 

entrepreneurial endeavours. 

Challenges  
One of the biggest challenges of Lab2Market@Técnico is ow participation. One of the reasons could 

be that the information about the program does not reach its audience due to a lack of marketing 

and communication. Another reason could be that the program does not address the needs of the 

target groups. Some user research could help solve this issue by having a better understanding of 

what kind of support the program could provide.   

Conclusion  
Lab2Market@Técnico is an innovation acceleration program that helps researchers, teachers, PhD 

and Master students of Instituto Superior Técnico to develop their skills and build a business model 

for their technology. The program provides 250 hours of specialized coaching and training, split into 

two phases: "Shaping the Idea" and "Validating the Technology in the Market." Participants gain a 

better understanding of the market and the needs of potential users, and the program provides 

support to help participants pivot and explore other opportunities or ideas that may be more viable. 

One of the biggest challenges is low participation, which could be addressed by improving marketing 

and communication and conducting user research to better understand the needs of the target 

groups. 
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40. SPARK ECG 

SPARK is a research and education environment within knowledge-intensive product realisation at 

JTH and SPARK ECG is SPARK's process for measuring consensus and co-production in individual 

projects. The primary aim of the SPARK ECG is to highlight good examples of collaboration and co-

production through statements from companies. The ECG also creates an opportunity to help those 

projects that might need support. 

Example of Awareness Raising and Cultural Change  
Based on the co-production model, co-production quality evaluations at research project and 

management levels have been initiated. A set of questionnaires/assessments for evaluation of co-

production quality on projects have been carried out since 2018. We call this assessment SPARK 

ECG. Project managers and project partners are interviewed four times during a project – at the 

initiation, twice in between, and at the end. Questions are asked about expectations, progress, and 

results. The objective is to secure that all parties are involved and active, as well as that there is a 

clear expression of the expectations of the project. The assessment is done through a digital system 

where surveys are sent out to participants and where also the results are collected and presented to 

both the Project manager and SPARK management. At the end of a project, a report is produced 

describing the results of the specific project regarding co-production and impact as well as giving 

input for continuous improvement of the co-production process. 

Furthermore, on JTH level, the SPARK Award is given annually to one or several projects within 

SPARK. The winners are presented during SPARK's annual conference which researchers, industry, 

and society is attending. The purpose of the SPARK Award is to give attention to research and 

educational projects within SPARK that have shown excellent collaboration with their industry 

partners. The award is based on feedback from the SPARK ECG assessment, 

https://ju.se/center/spark/en/this-is-spark/spark-award . 

Outcomes  
The SPARK ECG has made academic research project managers more aware of the quality of 

communication in relation to collaboration and external engagement. The SPARK Award has also 

proven to be an incentive for researchers to involve and engage external partners more in the 

research project, as the chance of being nominated for the award gives visibility and some credit for 

the project collaboration and the project research outcomes. 

Impact 
By communicating and promoting the nominees for the SPARK Award both internally and externally 

the HEI can visualize and communicate up-to-date research carried out at the HEI. By also having 

the award ceremony at the annual SPARK Conference where participants from academia, as well 

as industry, are present, the nominees, winner, and HEI research gets more attention and awareness 

can be raised. 

Support  
There is a support function, or system management, of two persons within the HEI, that controls the 

system, enters project data at start-up, initiates digital ECGs, and general support. Less than 10% 

FTE is estimated to maintain the system, operate, and support research management in relation to 

the system. An external IT-company has developed the digital system out of the HEI specifications.  

Conclusion  
The SPARK ECG and SPARK Award have raised awareness amongst research academics about 

the importance of external engagement and collaboration skills regarding co-research with external 

partners, such as industry. The SPARK Award also sets an opportunity to enhance communication 

regarding research, collaboration, external engagement, research impact, and the researchers 

themselves. The SPARK ECG also gives the HEI research management an overview of how external 

collaboration and project function along the way, as well as identifying both issues that are in need 

https://ju.se/center/spark/en/this-is-spark/spark-award
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of addressing and support, and also successful external engagement that can be used as good 

examples.  
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