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2002 —The Year of Birth
1t International Conference
First EU Project Grant

4t International Conference
in Pretoria

5% |nternational Conference
in Tokyo

First PhD completed

Successfully reviewed by
Peers from Academia,
Business and Politics

The Team reached 10 full
and part-time Employees
including 3 PhD Candidates

Award by Stifterverband fiir
die Deutsche Wissenschaft

8t International Conference

Adjunct Professorship at
The University of Adelaide

TechAdvance™, distributed
by Technology Transfer Tactics
in the US

Moving to new Office

Spin-off: apprimo

The Team reached 20
full-time and part-time
Employees including 7 PhD
Candidates

S2BMRC and MUAS
recognised as European
Best Practise Cases

“Entrepreneurial Universities”
Conference in Miinster,
Germany

Preface

Happg Birthday S2B
Using the knowledge accumulated over five
years of applying marketing to the univer-
sity in my position as Vice-Rector Research,
Development and Knowledge Transfer at
Mnster University of Applied Sciences, the
Centre for Science Marketing was created in
2002.

The underlying idea for creating new
marketing approaches for research organi-
sations was simple: If the university wants
to collaborate more intensively with its part-
ners from the industry, for the purpose of
raising additional funding, it is a market....
and it seemed clear to us that if we wan-
ted to be successful in a market, we needed
marketing!

Using this tenet, the Science-to-Business
Marketing Research Centre is dedicated to
investigating and creating marketing strate-
gies and instruments in relation to research
achievements. Its focus distinguishes us
from university's former technology trans-
fer approaches because , Science Marketing”
focuses on target groups, future users, po-
tential partners and other stakeholders.

Furthermore, the attention is not direc-
ted at communication predominantly, as
shown in the majority of contemporary pub-
lications in university marketing. Instead it is
focused at the total array of customer orien-
tation, benefit creation and innovative mar-
keting approaches.

The Science-to-Business Marketing Cen-
tre is proud to present milestones, achieve-
ments and select projects of our work, co-
vering the 10-years period from March 2002
until March 2012.

We invite all stakeholders of university-
business interaction to celebrate our 10-ye-
ars birthday with us; however we would also
like to encourage a discussion of our work,
approach and project results as well as fu-
ture cooperation with interested parties.

Sincerely,

March 2012

TechAdvance™, distribut-
ed by Technology Transfer
Tactics in the US

Moving to new Office

Spin-off: apprimo

“Entrepreneurial Universities”
Conference in Minster,
Germany

The S2BMRC Team
reached 20 full-time and
part-time Employees inclu-
ding 7 PhD Candidates

S2BMRC and MUAS
recognised as European
Best Practise Cases
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TechAdvance™, distri-
buted by the Technology
Transfer Tactics platform in
the USA

Moving to new office

Spin-off foundation:
apprimo

“Entrepreneurial Uni-
versities” conference in
Miinster, Germany

The S2BMRC team
reached 21 full-time and
part-time employees inclu-
ding 7 PhD candidates.

S2BMRC and MUAS
recognised at European
best practise cases



Milestone | 2002

2002 - The Year of Birth

Mnster University of Applied Sciences was successful for years in ac-
quiring great amounts of third-party funding due to a successful usa-
ge of marketing strategies, concepts, models and measures. Thomas
Baaken was appointed as Vice Rector Research and Technology Trans-
fer and applied the concept of marketing to the university's research
and technology transfer activities.

Because of this exceptional performance in getting money for pro-
jects and research results from companies and non-profit organisa-
tions the Ministry of Science of the Federal State of North Rhine-West-
phalia decided to fund the Science-to-Business Marketing Research
Centre as one of the major projects for 3 years, aiming at gaining
more and structured knowledge on how research projects between
universities and companies can work and to share this knowledge
with other universities and research institutions in order to increase
their third-party funding levels from commercial projects.

The Science Marketing
Research Centre was born;
March 2002.

Customer Satisfaction
in Research Markets

Due to the fact that a marketing professor was the leader of the Sci-
ence-to-Business Marketing Research Centre, the project started with
the initial step of conducting marketing — namely market research:
asking customers. Thus, a customer satisfaction survey with German
companies and non-profit organisations, already working with re-
search institutions, was conducted to learn about the performance
of universities and research institutions in regards to collaboration
with industry. At that stage, this was the first strategic and systematic
approach concerning customer satisfaction in the field of science re-
search and development.

Learning from the results of the survey, the performance and
deliveries of research institutions were subject for improvement.
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The university learned to be em-
pathic and consider customers

perceptions. Wor gind teEd et

After having published the
study, the research centre recei-
ved many requests from different
countries of the world to conduct
similar surveys. The survey was
extended to countries like Sou-
th Africa, Japan, Australia, and
some European countries.
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Milestone || 2003

1°* International Conference
on Science-to-Business Marketing and Customer

Successful Research Commercialisation Satisfaction Survex

in Australia

in Australia

The Research Centre organised its first con-
ference in German-Australian cooperation
on 9™ December 2003 in Adelaide, Austra-
lia. This was the first of a series of internatio-
nal conferences on the subject of Science-to-
Business Marketing.

The conference was sponsored by the
Government of South Australia, Department
of Further Education, Employment, Science &
Technology, and the DAAD (German-Acade-
mic Exchange Service).

Cooperation Partner was the ECIC Educa-
tion Centre for Innovation and Commerciali-
sation of The University of Adelaide and on
SME level Realize Technology Pty Ltd, a com-
pany focused on research commercialisation.

During the stay of Thomas Baaken at ECIC
University of Adelaide the S2B Marketing
team conducted a study on customer satis-
faction across all sectors of South Australian
Universities on behalf of the South Australi-
an Government.

250 Research Clients
answered question-
naires regarding their
expectations of
Research Institutions
in case of cooperation
and their satisfaction
of the deliveries of
researchers.

From an Australian perspective a number of issues in res- Areas in which Australian research
pect to the areas, the universities could improve their per-  institutions perform significantly
formance level and achieve a better market position, were  better than Germans:

identified. The results have been published e.g. as

Baaken, Thomas (2004): - Adherence 1o budget
Survey of Research Cooperation Reveals Strengths — - Knowledge transfer

and Weaknesses, in: Australian R&D Review, _ Intellzgzble presentation

February 2004 and
of R&'D results
- Participation in task

Key Notes:

- Thomas Baaken, Director
“Science Marketing”, Germany

Baaken, Thomas; Plewa, Carolin (2004):

- Karl Schultheis, Head of the research funding branch Key Success Factors in Research ] o
Ministry of Science and Research, NRW, Germany Commercialization, in: Hosni, Y. A.; Smith, R.; Khalil, selectzon and deﬁmtzon
T. (Eds.): Management of Technology, New Directions © o IS
- Klaus Niederdrenk, Rector in Technology Transfer, Washington DC, Amsterdam. - Interdzsczplmary dpp?’OélCh
Munster University of Applied Sciences, Germany S. 75-89.
The next step was analysing those areas, in order to learn
- Shane Cheek, Director The German data was analysed by benchmarking it against ~ why this was the case and to adapt it to European univer-
Realize Technology Pty Ltd, Australia the Australian data. sities in follow up projects.
The lessons learned were that Australian universities
- Peter Robinson, Chair are performing better in some areas than their German
CRC for Cast Metals Manufacturing, Australia counterparts.
- Carolin Plewa, University of Adelaide and Fachhochschule

“Science Marketing”, Germany THE UNIVERSITY Miinster University of

o dADELAIDE Applied Sciences
- Rodger Bouette, Managing Director
Ingara Technology Strategies Pty Ltd, Australia @
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First EU
Project Grant

In the first EU project which had been granted,
S2BMRC was responsible for the leadership of

ProION

E U R' O p. E

Inmovation trem Publi Besearch

Hosting and
teaching Delegates
from EuroEe

The S2B Marketing Research Centre also qua

the ProTon work package 7 “Interaction with lified as a place to learn, thus a number of de- An addz'tz'onal

Industry”. Besides collecting a number of Best ~ ProTon Europe — Innovation from Public Re- legates from different universities and diffe-

Practice Cases from all over Europe in Univer-  search — is the European Knowledge Transfer rent countries have been hosted for two to six beneﬁt fOT European
sity Business Cooperation, the work package  Association, created in 2003 by the European weeks to work with the team for gaining and cooperatzon!

delivered workshops, symposiums, clinics to
European universities and companies.

Commission, with more than 600 member
universities in all European Countries.

adapting new knowledge.

Milestone || 2004

Giuliana Gatteschi, University of Bologna (Italy, Marta Matos, Univer-
sity of Minho (Portugal), Alexandra Horvath, Edtves Lorand University
(Hungary), Catherine Louch, Coventry University (UK), Martin Haywood,
AURIL (UK), John Latham, Vice President Coventry University (UK),

-
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Milestone | 2005

4 International Conference  Be=

in Pretoria

on Science-to-Business Marketing and
Successful Research Commercialisation

&

R

This conference was characterised by an extremely high level of internationa-
lity with speakers from eleven different nationalities.

M Pl Ty ASFACICL_ N

In cooperation with the University of Pretoria und the South African
company TechnoScene Pty Ltd, the Science-to-Business Research Cen-
tre Germany at Miinster University of Applied Sciences organised the
4t "Science Marketing” conference in Pretoria, South Africa, on 18%

and 19 October 2005.

1R T TR A

THE UNIVERSITY

o ADELAIDE

5t International i

Conference in Tokzo

on Science-to-Business
Marketing and Successful
Research Commercialisation

.g Tokyo, Japan. This conference was registered as an official project of

the German-Japanese Year (www.doitsu-nen.jp/index_DE.html) “Ger-

: many in Japan” 2005/2006 and as an event of the “EU-Japan Year of
People to People Exchanges 2005."

The conference presentations of the track "Science Marketing”

was issued in a special edition of the TIP (International Journal of

Technology Intelligence and Planning) on the subject of Science-to-

Business Marketing.

First PhD
completed

Carolin Plewa completed her PhD entitled

"Key Drivers of University-Industry Relation-
ships and the Impact of Organisational Cul-
ture Difference; a Dyadic Study” in 2005, gra-
duating from The University of Adelaide in
2006 with a nomination for the Universi- plarmrsiey———
ty Postgraduate Alumni Medal. She was su- [ X
pervised by Prof. Pascale Quester and Prof.
Thomas Baaken.

Hosted by: Science-to-Business Research Centre Germany at Miins-
ter University of Applied Sciences in cooperation with Nihon University,

The Science-to-Business

Marketing Research Centre
was involved in creating the

ResEonsible Partnering

Initiative and Handbook

leining larees in o world af
ppen [rmoreaikon

& puide o betler practices
Por collsharative resssrch

Isbweiren Sebmsto sl Euhisiey '

Europe’s universities are increasingly developing partner-
ships in their research and innovation missions, embra-
cing the “Open Innovation model” of university-business
collaboration.

The Responsible Partnering Handbook “Joining forces
in a world of open innovation - a guide to better practice
for collaborative research between sciences and industry”
has been developed through close collaboration between
the European University Association (EUA), the European
Industrial Research Management Association (EIRMA),
the European Association of Research and Technology Or-
ganisations (EARTO) and the European Network of Know-
ledge Transfer Offices linked to Universities and Public Re-
search Organisations (ProTon Europe).

The origins of the Responsible Partnering Initiative
date back to a major conference, which was held in 2004
bringing together the main stakeholders from universities,
industry and public research organisations. As a result of
the conference, the handbook based on good practices in
university/industry collaborative research was published
in 2005.

It is available in all European
languages for downloads.
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Milestone || 2006

S2BMRC successfullz reviewed

by Peers from Academia, Business and Politics

18" August 2006
The Science-to-Business Marketing Research

Centre (S2BMRC) was reviewed and evalua-

ted by external peers from industry, politics
and academia. The result attested the centre

a quality and activity level far above the ave-
rage. Also mentioned were the unusual ap-

proach to introduce marketing to research
and sciences to get it closer to markets and
raise the likelihood to sell knowledge and

competencies to businesses. The peer's re-

commendation aimed to grow the centre to

a certain critical team size to have different
competencies, knowledge sections as well as
languages available and also further interna-
tionalise and partner with organisations in
different countries of Europe and on EC level.
The peers stated that the S2BMRC approach
fosters entrepreneurial attitudes in universi-
ties. The continuous success of growing third
party money of Miinster University of Applied
Sciences (MUAS) was according to the revie-
wers clearly based on the S2BMRC activities
and instruments.

The Trans2Tech Project

to foster European transnational

Technology Transfer

Along with 5 European partners and as part of a specific support action (SSA) fun-

ded by the European Commission, the S2BMRC were awarded funding for the

Trans2Tech project. The project commenced in 2006 and concluded in 2008. It ai-

med to foster transnational technology transfer throughout Europe by improving
the marketing of technologies at both the supply-side and the demand-side. This

project intended to strengthen the link between academic research, high techno-

logy industry (start-up, SMEs, large companies) and intermediaries. S2BMRC was
tasked with the design and implementation of a system enabling evaluation of the

industrial potential of technologies, projects, structures and teams from acade-
mic research. Following a literature review, best practice analyses, in-depth inter-
views and a quantitative web-based questionnaire, a method was created to sup-

port this activity, which was then subsequently validated through three rounds of
validation workshops.

Through this, the TechAdvance™
technology and research evaluation
method was created and validated.

®trans2tech
i [EE R (o]
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The S2BMRC Team
reached 10 full and
part-time Employees
including 3 PhD
Candidates
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Milestone || 2007

Award bz Stifterverband fiir

die Deutsche Wissenschaft

is the Business Community’s
Innovation Agency for the
German Science System

In 2007, Minster University of Applied Sciences (MUAS)
was awarded as one of the Top 5 Universities in Germany
applying the best strategies of university-business know-
ledge exchange and technology transfer by the German
Federal Ministry of Education and Research and the busi-
ness community’s innovation agency for the German sci-
ence system. MUAS were recognised for generating the
highest amount of ‘third-party’ funding (industry contri-
bution) from all universities of applied sciences in Ger-
many. Professor Baaken in his previous role of Vice Rector
and the work of the S2BMRC were integral to the univer-
sity achieving this success.
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OEtimisation of the scientific

Value Creation Chain

through a demand-oriented Know-
ledge and Technology Transfer

New challenges through the deve-
lopment of a one-sided transfer to
Science-to-Business Marketing.

The main reason for an inadequate ability to transfer research results
and technological competencies into innovation and competitive ad-
vantages is the ineffective knowledge and technology transfer. The pl-
anned research project “Optimisation of the scientific value creation
chain through a demand-oriented knowledge and technology trans-
fer" is taking this situation as a starting point as it aims at developing
and test new strategic options for knowledge and technology transfer,
through several sub-projects.

For the first time, exploitation stages of the scientific value creati-
on chain were analysed and evaluated. Based on this, a model for op-
timisation of the scientific value creation chain was developed and
tested.

In four different sub-projects with varying partner constellations
transfer processes were collected, mapped and analysed in relation to
their efficiency potential. The compositions of the projects are of hete-
rogeneous nature amongst each other (company size, industry sector,
institute, transfer mediators and transfer managers).

In addition, surveys were conducted amongst companies and pro-
fessors (researchers).

In one of the empirical investigations with 2000 companies in Ger-
many, Belgium and the Netherlands the focus was put on the coope-
ration with research providers external to the company. 48% of res-
pondents have and/or did have previous contacts to external research
providers for collaborative projects. The first contact related to the
cooperation between research customer and external research provi-
der was of direct nature. Transfer mediators only hold a minor role in
terms of initial contact. Trust and reliability are of great importance
when choosing a research provider.

On behalf of the professors and researchers, the relevance of trans-
fer agencies in universities was ranked as low. It was confirmed that
the main actors of transfer activities is based on the scientific side.
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The following publications
were produced:

Baaken, Thomas (2010):

Science-to-Business Marketing als Ausl6ser und Treiber
flr Innovationen. In: Baaken, Thomas; Hoft, Uwe; Kesting,
Tobias (Hrsg.): Marketing fiir Innovationen . Wie innova-
tive Unternehmen die BedUrfnisse ihrer Kunden erfiillen,
Lichtenberg (Odw.), S. 3-12.

Baaken, Thomas; Davey, Todd; Kliewe, Thorsten (2009):
Technology Assessment Handbook, Miinster.

Baaken, Thomas (2009): Science-to-Business-Marketing
und Partnering als konsequente Weiterentwicklung des
Technologietransfers. In: Merten, Wolfgang (Hrsg.), Wis-
senschaftsmarketing - Dialoge gestalten, Bonn, S. 41-53.

Baaken, Thomas; Kesting, Tobias (2009): Wertkettenkon-

zepte im Science-to-Business Marketing. In: Voss, Rodiger

(Hrsg.): Hochschulmarketing. 2., vollig iiberarbeitete Auf-

lage, Lohmar und Kéln, S. 181-200.

Baaken, Thomas; Schroder, Carsten (2008): The Triangle

for Innovation in Technology Transfer at University of Ap-
plied Sciences. In: Laine, Kari; van der Sijde, Peter; Lahde-

niemi, Matti; Tarkkanen, Jaakko (Hrsg.): Higher Education

Institutions and Innovation in the Knowledge Society, Hel-

sinki, S. 103-116.
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The Vision of

Future Parcels

Deliverz Services

8th Internati()nal Conference In October 2008, Miinster University of Applied Sciences hosted in co-

operation with the Joint Initiative of the German Industry for promo-
ting German Sciences a conference on “Extracting the Value out of
University-Industry Interaction” providing an excellent opportunity to
share and exchange latest knowledge on university-industry interac-
tion for academics and practitioners worldwide.

on Science-to-Business Marketing

q. AT

A B —

Austauschprozesse: Extracting the Value
out of University-Industry Interaction

For detailed information please look at our
conference homepage:

www.austauschprozesse-conference.com

Wie Prinzessin und Frosch. ..

CENT AR ! TR N Sy | e e i Bl T (LN

Parcel shipment and logistics in general have to adapt to
permanent changes in the market. Due to this, companies
like DHL are forced to continuously innovate their pro-
ducts, services and processes in order to gain, respectively
to ensure, a long-term competitive advantage.

While companies in Business-to-Consumer markets
permanently receive ideas from their consumers, which al-
lows them to improve their products, the case is different
in parcel shipment. Due to the fact that customers are in-
tegrated in the process to a high degree, but only have a
minor interest in the topic, parcel shipment can be descri-
bed as a "high involvement, low interest” service. Conse-
quently customers only have a minor interest to optimise
parcel shipment through new or modified products, servi-
ces and processes and to design it actively.

to parcel shipment or the implementation of the 3-6-5
method), in order to fill the platform with first ideas. Fu-
ture Parcel was distributed via diverse channels, amongst
others via blogs, online-communities or via addressing
partner universities and eBay-powerseller.

Overall the online platform was visited by more than
2400 visitors (unique visitors) from 56 countries from all 5
continents. The visitors handed-in 195 ideas, which were
commented on more than 180 times and evaluated more
than 1000 times. In a first evaluation step the potential of
the 195 was determined. In total 42 ideas indicated a re-
alistic and significant market potential.

These ideas were subject to a further, more detailed
evaluation, which was composed of 5 main criteria with
further sub-criteria and single weightings.

Milestone || 2008
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The ideas with the
highest market poten-
tial were further deve-
loped and presented

to the project partner
DHL in Bonn.

Extracting the Value
out of University
|l'|I:|'|.H‘.'F'||' Interaction

The conference included keynote addresses, parallel
tracks as well as three different workshops as well as a
PhD Workshop. The aim of the project was the generation

of ideas for the “Paket von Morgen”, the T .
""" development of a set of criteria to evaluate - ’%
ideas and to apply it. The project task com- VUENK 3 [ ) 4 8

prised the private customer segment of DHL 'I.:IPII!!:IIL:I.'I-.I.H e
and was particularly aimed at promoting the o
cross-border exchange of ideas and contai- e et
ned the implementation of different creativi-
ty techniques.

While the joint realisation of the project
through Minster University of Applied Scien-
ces and DHL can already be described as open innovation,
the project pursued the objective to involve as many per-
sons as possible in the innovation process. In line with this
aim an online platform, called “Future Parcel” was deve-

e

e

KZJ THE UNIVERSITY : .
+ADELAIDE gmaw | Adjunct Professorship

-— 7 at The University of Adelaide
Due to the regular teaching and periodically visits to The University of

Hm : —_ e s Adelaide and based on the research activities and joined publications, loped by the project group, which served as a single point

R T the Board of Adelaide University appointed Thomas Baaken as Adjunct of contact, where ideas were handed in. The platform was
e e Professor in ECIC. made available in English, Spanish and Chinese. Further-
R e p——— ECIC is the Entrepreneurship Commercialisation and Innovation more it offered the possibility to download instructions re-
e e e a e Centre of Adelaide’s University, a member of the “Group of 8" and garding the implementation of creativity techniques, to
e " Thomas Baaken is doing research and lecturing in Technology Transfer be used “offline” afterwards. The project team itself im-
and Commercialisation Management. plemented some activities and creativity techniques (e.g.
= Through this position and additional activities the cooperation of a drawing competition in a primary school with regard
Adelaide and Mnster is striving for further grants and projects in Uni-
versity Business Interaction.




Milestone || 2009

The S2BMRC created Product,
TechAdvance™, distributed

bz Technologz Transfer
Tactics in the US

After the end of the Trans2Tech project in August 2008, in cooperati-
on with partners from Australia, South Africa, Spain, Thailand, Cana-
da, Belgium, Italy, Portugal and France, the TechAdvanceTM tool was
further developed and started to arouse significant interest from uni-
versities and businesses. The overall objective of this research was to
develop a practical evaluation system to assist the identification and
development of technology projects that are more likely to be success-
ful in the commercialisation process. Subsequently, the TechAdvance
Handbook and online platform was launched in late 2009 and sold
through the Technology Transfer Tactics platform in the US.

o

TechAdvance™

Technology Assessment Tool

TECHMMINY AsSESSMEN]
HANIERCHO,

www.technologytransfertactics.com/content/techadvance/

Creative CouEling

Innovation Generation through
Resource Recombination

In dynamic environments where fierce competition exists,
the need to make efficient use of a firm's resources is cru-
cial. For a long time, researchers have highlighted that not
only the search for new resources (e.g. knowledge, intel-
lectual assets, human resources) but also the usage of
existing ones in new ways is an important source of inno-
vation and competitive advantage (e.g. Schumpeter 1934;
Usher 1954; Penrose 1959; Koestler 1964).

The concept of Resource Recombination has attrac-
ted considerable interest in the past with many publica-
tions from a variety of academic fields stressing its im-
portance (e.g. Schumpeter, 1934; Usher, 1954; Penrose,
1959; Koestler, 1964; Bouette, 2004). However, the fai-
lure of firms to find systematic ways to identify, evalua-
te and combine existing resources successfully is well do-
cumented in research stemming from a lack of understan-
ding of how organisations can strategically and practically
approach and foster Resource Recombination as a source

for continuous innovation generation (Kliewe, Marquardt
and Baaken, 2009).

The research project investigated the topic “Creati-

ve Coupling - Innovation Generation through Resources

Recombination”. The aims of the project were to deve-
lop a systematic approach towards innovation generati-

on through the recombination of existing resources and

thereby showing pathways for firms to creatively com-

bine their existing knowledge and technologies with new

external and internal knowledge to develop new innova-

tive products and services. The project set out to develop

a toolbox, including validated methods, tools and proces-

ses for the intelligent combination of existing resources
in new ways.

The toolbox developed in the project presents over 30
tools, methods and processes that help firms as well as

universities to strategically develop new innovative re-
source recombinations through the identification, evalu-
ation and recombination of complementary knowledge.

Thereby, offering powerful instruments and a systematic

and practical approach for firms to strategically foster in-

novation generation through resource recombination.
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!oin to Create

Hybrid Value Creation
through Partnering

Milestone || 2010

Moving to
new Office

In 2010 the team moved to new
professional office space in the
Technology Park of Miinster.

World-leadiers in research info the

aclenee-to-Busineyy Morketing proce

Spin-off:
aEErimo

Since 2010, the Science-to-Business Marke- The company was founded out of a market =

ting Research Centre's first spin-off compa- need for methods to facilitate improved uni- o 5. Collaborative business models for hybrid
ny, apprimo, is operating as a research and  versity-business cooperation and to improve R value creation (development & classification)
consulting firm in the field of science-to- innovation ROI. The tools and methods crea-

business. The company founders have com- ted through the research of the Science-to- 6. Internal and external development of mar-
bined the experience of more than 10 years  Business Marketing Research Centre form - keting instruments / marketing concepts for
of academic research in the area of innovati-  the basis for the company and a close wor- T —— cross-organizational product service systems,
on and technology transfer to develop practi-  king relationship with the centre offers conti- nationally and internationally

cal products and services helping its clients  nuous development in line with world’s best - e 1'-'-

to respond to today's business challenges. practice. With university and business clients S

nPPr 1Mo

alike, apprimo retains its founding philoso-
phy of functioning as a conduit between sci-

ence and business, research and practice to
increase innovation capabilities.

For more information:
www.apprimo.com

Hybrid value creation offers untapped potential in rela-
tion to the competitive position of companies and uni-
versities via so called product service systems (PSS). The-
se are problem solving and solution-oriented integrated
combinations of products and services or of different ser-
vices, matched together in a way, which provides more va-
lue for the customer than the sum of the single compo-
nents. Despite the increasing importance, both in practi-
ce and in research, gaps on substantive issues are still
found: Thus, the state of research on inter-organisational
hybrid value creation is still insufficient, especially in in-
volving universities in the creation process of PSS. This is
where the project “Hybrid value creation through partne-
ring” started and will focus on the cooperation of comple-
mentary and synergetic product and service providers to
explore new paths.
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create.

The centre is proud to be grated
600.000<€ for 3 years in order to
develop:

1. Strategies to design demand oriented
bundles of integrated products and services

2. Methods and actions for conception and
definition of demand drivenproduct service
bundles

3. Methods and actions for cross-organiza-

tional development and provision of product
service bundles

4. Partnering models for hybrid value crea-

tion (development & classification)

NIOW, Ziel2.NRW
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Milestone | 2011

The S2BMRC Team reached 20 full-time and part-time
EmElozees including 7 PhD Candidates

S2BMRC and MUAS recognised
as European Best Practise Cases

The S2BMRC was recognised as best practice in the EUIMA Collabora-
tive Research project, a two-year project contributing to the develop-
ment of monitoring tools and indicators for the assessment of univer-
sity-based collaborative research and to advance and support the de-
velopment of collaborative research and increase the attractiveness of
university careers, both in research and in managing the partnership.
Further S2BMRC and MUAS were recognised by the European Com-
mission as one of 30 European good practice case studies within the

“Study on the cooperation between Higher Education Institutions and
public and private organisations in Europe”. The cases were published
on the DG Education & Culture website as an example for successful
university-business cooperation.

The S2BMRC comEletes the
largest Studz ever-conducted

into European University-Business
Cooperation (UBC)

In 2010, the S2BMRC pitched for and won a consultancy project with the Euro-
pean Commission (EC) to conduct the first major study on UBC in Europe, in the
process triumphing over more than 20 major international organisations. The fif-
teen and a half month study conducted for the DG Education and Culture during
2010 and 2011, not only measured the actual level of UBC (i.e. status quo) to pro-
vide a benchmark for European UBC, but also outlined potential reasons, influenci-
ng factors, drivers and barriers to UBC as well as offered recommendations for the
future. The main components of the project were an extensive literature review, in-
depth qualitative interviews with recognised industry experts, a major quantitative
survey and the collection of 30 good practise case studies in UBC. The survey was
translated into 22 languages and sent to over 3,500 European HEIs in 33 coun-
tries during March 2011 achieveing a final sample of 6,280 academics and HEI re-
presentatives, making the study the largest study into cooperation between HEIls
and business yet completed in Europe. Further, S2BMRC researched, prepared and
delivered 30 good practice UBC case studies in cooperation with four expert UBC
partners in The Netherlands, Spain, Poland and the United Kingdom.
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Milestone || 2012

€

wwuw.entrepreneurial-universities.com
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S2BMRC hosted the successful

‘EntreEreneurial Universities”

Conference in Miinster, German

Germany — from 25t to 27t April 2012
The Science-to-Business Marketing Research Centre and FINPIN co-organized a
joint conference on “Entrepreneurial Universities” in Miinster, Germany. With over
200 delegates, the conference provided the attendees with an excellent opportu-
nity to share and exchange the latest knowledge on “Entrepreneurial Universities”
whilst offering the best of Miinster's renowned culture. The conference was a Eu-
ropean meeting and discussion forum for practitioners and researchers on entre-
preneurship and education, where theory and practice are equally emphasised in
the programme. The conference included key-note addresses by policymakers and
renowned experts in the field of entrepre-
neurial universities and the conference sub-
topics, parallel tracks and several workshops.
Further, academics were given the opportu-
nity to have their papers published in one of
five associated journals. The conference was
the 11 of the International Conference on
Science-to-Business Marketing and Success-
ful Research Commercialisation organised by
the S2BMRC in cooperation with the FinPin
conference series, for which it was the fourth.

DIES Projects and d-PoLiTaTe (ALFA3)

S2BMRC eXEand
their Eerrtise nto

Latin-America

“Science-to-Business, Change
Management to Enhance
Knowledge Transfer and
Partnerships between the
Higher Education Institutions
and their economic Context”

The DIES Programme is conducted by the German Aca-
demic Exchange Service (DAAD) and the German Rectors’
Conference (HRK). DIES stands for “Dialogue on Innovati-
ve Higher Education Strategies” and supports higher edu-
cation institutions in developing countries to develop stra-
tegies, which improve the university management as well
as the quality and relevance of study programmes.

Therefore the Minster University of Applied Sciences
(MUAS) in conjunction with the Universidad Auténoma
del Estado de Hidalgo (UAEH) und the Instituto Techno-
|6gico de Costa Rica (TEC) have proposed a project to im-
prove the quality of the higher education and to enhance
the relations between universities on a north-south and
south-south level in Germany, Mexico and Central Ameri-
ca, focusing in the area of Knowledge Transfer, University-
Industry Cooperation and Partnering.

The main element of this project is the development of
a Change Management Program for managers and decis-
ion makers in different university areas related to Techno-
logy Transfer, Cooperation and Partnering-strategies and —
processes. The structure of the Change Management Pro-
gram consists of three modules.

DIES DAAD

Dialogue on Innovative Higher Education Strategies

Fachhochschule
Munster University of
Applieg Stiengar

Tecnoldgico de Costa Rica

d-PoLiTaTe (ALFA3)

The d-PoliTaTe project (Development of a
Programme for Technology Transfer Leaders)

is part of the ALFA IIl public call of the Euro-

pean Commission, and includes partners from

Germany, Spain, México, Colombia, Peru, Bo-

livia and Argentina. This 3-year project will be
carried out from 2012 to 2015 with its main
aim being to develop and establish a training
programme for technology transfer leaders in

Latin America that qualifies knowledge trans-
fer professionals within higher education ins-
titutions for efficient knowledge and techno-

logy commercialisation. The expected result is
to create a group of specialists in knowledge

and technology transfer in each of the Latin-

American countries with the ability of having
a real impact in their communities.

Coordinator is AFO, Arbeitsstelle For-

schungstransfer of WWU.
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d-PeliTaTE

75 AFO

Arbeitsstelle Forschungstransfer
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Vision & Mission Statement

of the Science-to-Business
Marketing Research Centre

Our Vision. High qualn

Our Team.
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Interdisciplinary.

Our Mission.
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Innovation.
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Technology.
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International.
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