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Student projects with industry have much to offer in terms of enhanced student learning, but they can be
difficult to create, plan, and manage sustainably. This paper details and distills the best practices from a

four-year process to develop an undergraduate business strategy course around a student project with industry.
This reflexive process revealed that our traditional analytical approach to business strategy was not teaching
students how to create strategy in practice. Integration of course learning objectives with project deliverables
was a key to replicating a practical project-based learning experience each semester. The needs for an industry
liaison, additional student preparation, and active client engagement in the learning process are also discussed.
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Introduction
Student projects with industry are not for everyone,
but they can offer practical learning opportunities
to help students bridge the gap between classroom
instruction and challenges facing real businesses. This
paper is based on four years of experience in creat-
ing and sustainably managing a course built around
a student consulting project for an actual client. Our
course deals with business strategy, but the lessons
distilled from our approach could be used to replicate
a similar interdisciplinary student learning experience
in any field of study. The brief guide that follows
presents student projects with industry as a process
of long-term relationship building involving students,
faculty, local business clients, an industry liaison, and
the educational institution.

Background on the Course
As in most business schools, all of our senior busi-
ness students are required to take an integrative cap-
stone strategy course before graduation. However, the
integration tends to be more theoretical than practical
because the typical capstone experience for business
majors consists of textbook case study analysis and
a competitive computer-based simulation. Published
case studies may have useful lessons to teach, but
studying a past strategy is quite a different process
from creating a practical strategy for an uncertain

future. Likewise, a business simulation unrealistically
simplifies the world into a set of knowable rules to
govern all actions. Success in this sort of learning
environment may not adequately prepare students
for critical thinking and creative problem solving
with incomplete information and other resource con-
straints. Unfortunately, a student project with indus-
try is not part of the typical capstone experience in
our field.

Our strategy course did not differ from the main-
stream current in business education, but a fortunate
contact made during a local entrepreneurship work-
shop led to a total redesign of the course around a stu-
dent project with industry. During the workshop, one
discussion illustrated the difference between an aca-
demic exercise and practical applications of academic
concepts. Entrepreneurs discussed how the “Busi-
ness Plan” had become an institution unto itself that
served no practical purpose beyond supporting an
optimistic lie to persuade bankers and investors to
fund a startup company. However, they all admitted
to doing “business planning” on a continuous basis
to keep the company running and moving forward.
Our strategy course had never lived up to the require-
ments of an integrative studies capstone as described
in our university policies. Apparently, this sort of
course was supposed to offer students an opportunity
for interdisciplinary problem solving in a realistic and
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complex context. Admittedly, we were not deliver-
ing that experience, and we suspected that our tra-
ditional approach to business strategy did not equip
our students with practical skills coveted by employ-
ers. Therefore, we redesigned our strategy course to
feature a student project with industry as both a prac-
tical learning opportunity and a challenge to assess
our students’ work readiness.

A wide variety of course curriculum design and
team-based experiential learning references are avail-
able to guide instructors in building a project-based
course to fit their particular situation. Therefore, we
will only note here that beyond the basics of stu-
dent accountability, feedback, and group manage-
ment, successful team learning depends upon the
instructor designing the project as a significant prob-
lem requiring application of relevant concepts from
the course. After applying course concepts to find
potential solutions, students must then be required
to make a specific decision and report their find-
ings for feedback (Michaelsen and Sweet 2008). We
had tried working with multiple clients before but
found that students had no common frame of ref-
erence to discuss shared learning points. Also, our
course is a required capstone for all students in the
college and large class sizes limit the number of differ-
ent projects that can be successfully completed each
semester. Therefore, we designed the student project
with industry with a single client and as a competi-
tion among teams across multiple sections of the same
course.

Contrary to intuition, the major challenge in imple-
menting the course makeover was not curriculum
related. These changes were relatively straightfor-
ward because we simply asked what lessons need
to be included in the course to help students learn
how to create a comprehensive business strategy for
a real client? The answer was not the glamorous
corner-office view of strategy, nor even the academic
retrospective analysis approach, but rather the gru-
eling grunt work of competitive intelligence research
that provides the necessary information for strat-
egy creation. Our revised course learning objectives
still resembled those of traditional strategy courses.
However, the new crucial difference was that stu-
dents had to gather their own data to conduct all
of the analyses to understand the client’s capabilities,
industry competition and business models, technol-
ogy changes, social and economic trends, and cus-
tomer value propositions.

The major challenge in the course redesign was in
translating the student learning objectives into a set
of deliverables that could be repeated each semester.
This was perhaps the most crucial lesson from our
experience because the integrity and sustainability of

the course required total integration of learning objec-
tives with project deliverables. Our previous attempts
to add projects to the learning experience were often
a forced compromise between our own vague learn-
ing objectives and client needs that were somewhat
tangential to the course. This lack of integration did
not enhance student learning. Thorpe (1990) observes
that there is quite a lot of research describing what
managers do, but very little dedicated to what they
ought to do to be effective in their work. We found
the same to be true in creating business strategy, and
we suspect that many fields suffer from the same dif-
ficulty in translating academic analysis to practice in
industry. To facilitate this process, it may be helpful
to rewrite the course learning objectives in terms of
observable skills or competencies that can then be ver-
ified with industry contacts. The practical relevance
of specific competencies do change over time, just
as a firm’s unique competitive advantage today will
be easily copied tomorrow (Meyer and Semark 1996).
However, in our field, we have found that descriptive
techniques for strategic analysis change over time, but
the basic research and planning process for creating a
non-generic strategy has remained constant. Our real-
istic deliverables mirror these constants so that the
variations for each new client are largely cosmetic.

To further complicate implementation of the new
course, we needed a steady supply of real clients
willing to work with students for a mutually ben-
eficial outcome. Although college professors gener-
ally maintain a few industry contacts, we realized
that an industry liaison was essential to the long-
term viability of our new project-centered course. The
new emphasis on practical application of students’
skills and knowledge required an abrupt educational
turn for senior students and presented somewhat of
a cultural challenge from an institutional perspective.
To address concerns of all stakeholders—students,
faculty, local business clients, industry liaison, and
institution—our emphasis on student projects with
industry required long-term relationship building.

Industry Liaison
It would be difficult for us to overstate the importance
of an industry liaison to recruit and communicate
with clients for student projects. Watkins et al. (2008)
described the process of finding appropriate clients
without a liaison for an integrated product design
program. They ran ads in four newspapers, made
an appeal on a local television show, and networked
through local employment agencies and contacts just
to find a pool of candidates. Clients were then cho-
sen after conducting an initial screening, a survey,
an hour-long interview with graduate student consul-
tants, a second survey, and an entrepreneurial apti-
tude questionnaire. Not surprisingly, Watkins et al.
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(2008, p. 362) rate the addition of a liaison to recruit
clients and manage project communications as “the
most significant jump in our 12 years” in the program.

The fortunate contact made during the previ-
ously mentioned entrepreneurship workshop was
with our local Small Business and Technology
Development Center (SBTDC). The federal Small Busi-
ness Administration supports small business devel-
opment centers (SBDC) in every state by partnering
with universities to host a network of local offices
(Nnyssbdcrn 2009). The distinction between an SBDC
and an SBTDC is that an SBTDC has gone through a
quality accreditation process in order to offer a higher
level of technical services to local businesses (SBA
2007). Our research indicates that SBTDC offices in
only four states have tapped into the student talent
available on their host university campuses. Student
projects with industry are a tremendously underuti-
lized resource: only the North Carolina SBTDC has
implemented a statewide plan to involve graduate stu-
dents as industry consultants. However, the program
appears to be designed for internships instead of class
projects. For the much larger population of undergrad-
uate students, only a few SBTDC offices in Arkansas
and Missouri appear to be actively pursuing student
projects with industry. Internet links have been pro-
vided in the appendix for more information. From the
SBA perspective, student projects with industry can
help to leverage limited resources in improving eco-
nomic opportunities for small businesses everywhere.

Preparing Students to
Solve Industry Problems
Grandin and Johnson (2009) have observed that stu-
dents with some sort of hands-on experience tend
to be better prepared to understand constraints and
solve real problems than are students with only
abstract knowledge. Although we teach seniors who
have been through at least four years of academic
coursework, our course is often their first experi-
ence working with a real business. Most make the
learning style transition, but a few never quite real-
ize that the client is not part of a pre-scripted case
study. A few also have trouble letting go of stereotyp-
ical solutions grounded in their academic majors. For
example, a common mistake is to recommend that the
client lower prices without considering the cost struc-
ture or the customer’s perceived value. However, the
greatest barrier to students succeeding on a project
with industry is the fact that there is not a single
“right” answer to the client’s problem, and this sort of
real-world ambiguity conflicts with the certainty that
they have come to expect from previous courses.

Instruction during the first part of the semester,
prior to the project, helps students learn a compre-
hensive interdisciplinary process for identifying and

gathering relevant information to develop a viable
strategy to fit a specific context and need. Because
of the nature of higher education, students acquire
knowledge in small chunks over several years, and
most of those chunks remain irrelevant and uncon-
nected to their major program of study. This prob-
lem is especially acute in business education, so we
begin the semester with a skills assessment to set
up balanced interdisciplinary teams. Several graded
peer evaluations throughout the semester then help
students hold each other accountable for contribut-
ing their skills to the team effort. The emphasis is
on constructive feedback so that students have multi-
ple opportunities to improve their performance before
beginning the project with industry. Students spend
the first 8 to 10 weeks of the semester learning and
applying the skills that will be needed on the project.
This slow-motion training period is followed by an
intensive four-week student project with industry.
The ideal project length will of course vary by field,
but experience led us to four weeks at the end of the
semester as the optimal length for a strategy project.
For our field, this is also a realistic timeframe for the
work that students must complete for the client. In a
sixteen-week semester, this schedule allows for ade-
quate preparation prior to the project and sufficient
time afterward for peer evaluations, debriefing, and
assessment of learning.

At the outset, students perceive a lack of struc-
ture in projects with industry simply because they
are unfamiliar with the client’s business, the indus-
try competitors, and the market demands of cus-
tomers. They also are not accustomed to adapting
their skills to solve problems in a broader context
beyond their specific majors. However, as students
research and learn about the client’s challenge, they
see that there is indeed a structure that will shape
their solutions and they learn how to apply their skills
to make themselves useful. If we proceeded directly
into a full-semester project without any training, the
client would unnecessarily have to endure the stu-
dents’ often vocal frustrations, growing pains, and
evolving level of professionalism. Instructors must be
patient enough to let students discover the under-
lying industry structure because their previous edu-
cational experience has likely conditioned them to
expect quick answers without the need to synthesize
solutions from many different data sources. The abil-
ity to make decisions with incomplete information
has been cited as desirable to employers, but some
have argued that the traditional case study approach
does not develop this skill (Gloeckler 2008). Much of
the industry and social trend data that our students
gather is secondary, so we include lessons on criti-
cal thinking skills such as text deconstruction (Boje
2001) to help students assess the credibility of sources.
Creative thinking lessons also help students develop
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lateral thinking skills to develop multiple alternatives
before settling on their best course of action (de Bono
1970). Thinking skills are crucial to keeping students
from taking disastrous shortcuts, such as choosing
a solution without a thorough understanding of the
problem. For example, a past client had developed a
thermal imaging core for a camera but realized that
the core was versatile enough to use in other prod-
ucts. An underachieving team did not learn enough
about thermography to properly segment competi-
tors and customers. Hence, their recommended home
inspection market niche was already dominated by
a low-cost competitor, and the core’s capabilities far
exceeded the customer requirements for the segment.
Another team working on an LED lighting project
developed a branding campaign with a new logo
and color scheme for business cards, billboards, and
employee uniforms. All very nice, but the solution
did not address a strategic need for the client.

Dealing with the uncertainty and ambiguity of
many possible solutions is a new experience for most
students, and they express some grade anxiety when
they realize that the client’s choice of the most viable
solution depends upon thorough research and a per-
suasive presentation. To alleviate some of the anxiety,
we assess the students’ process in researching, devel-
oping, and communicating their solutions and weight
a peer evaluation into the grade to adjust for vari-
ations in individual contributions to the team. The
client’s ranking of each team’s performance provides
a measure of the market value of their solution and
how well they delivered the deliverables.

In searching for published materials, we found no
strategy textbooks on the market that could ade-
quately prepare students for the project. However,
we had translated our course learning objectives and
client deliverables into a concrete set of competitive
intelligence research and decision-making skills. As
a result, our library database and freely available
resources offered a plethora of specific and highly
focused reading materials to meet our needs. For
example, primary data collection methods are essen-
tial to our course, so we include readings on open sys-
tems planning, participant observation, interviewing,
and survey design. Some of the readings on decon-
struction, system dynamics, and quantitative data
analysis are much more challenging than a typical
undergraduate textbook, but eliminating the expense
of a textbook was an attractive exchange for most
students.

Motivation for Faculty Involvement
Innovation in education generally proceeds incremen-
tally instead of by leaps and bounds. Therefore, it
may be tempting to simply slide a project require-
ment into the syllabus and rely on students to form

teams, find a client, and do something meaningful. An
instructor has a lot of discretion in conveying course
concepts to students, but one should “never leave to
willpower and self-discipline what you can do with
environment” (Grandin and Johnson 2009, p. 191).
Managing team-based experiential learning requires
thorough reflection of your own teaching practice,
intended learning objectives, and the resulting per-
formance of students in demonstrating their under-
standing of course concepts. Such reflection usually
points to the need to create a more effective learning
environment. In this Field of Dreams (“if you build it,
they will come”) approach, most students will learn
if you build a practical learning opportunity. How-
ever, when students take responsibility for their own
learning, they tend to think more critically about their
experience during the semester. Therefore, paradoxi-
cally, an instructor’s standardized course evaluation
scores may decline as student learning improves.

The primary faculty role during a project is that
of a facilitator or coach to guide students through
the process of learning to solve a practical prob-
lem for the client. If this is an unfamiliar role,
remember that too much instructor involvement will
inhibit students from discovering information, mak-
ing decisions, and developing their own solutions.
The secondary faculty role is that of project man-
ager throughout the process. This role begins several
months before the semester begins and requires col-
laboration with the industry liaison and client to agree
on deliverables and schedule all project events (e.g.,
introduction, tour, final presentation, and judging).
There is a great deal of work involved in preparing for
and carrying out a successful project. Other than the
motivation to improve student learning, why would
anyone take on so much extra work?

A professor’s available work time is divided among
obligations for teaching, research, and service. On the
surface, the lack of time might seem like a valid rea-
son to reject student projects with industry. However,
if student learning is a priority for deans, depart-
ment chairs, and administrators, then it is rather easy
to show that student projects with industry cover
aspects of all three faculty obligations. For teaching,
projects provide a realistic context in which to apply
course concepts and offer students the opportunity
to learn how their academic skills will be used in
their work for future employers or for their own
businesses. Most universities recognize the value of
service to relevant industry stakeholders in the pro-
fessor’s field of study as well as the need to stay
current with new developments in practice. Concern-
ing research time constraints, projects with industry
and the professional contacts that they develop can
be a source of data or useful ideas for publications.
As noted earlier, our industry liaison is part of a
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national network of local offices tasked with help-
ing small businesses. The potential for productive
and mutually beneficial collaboration with local com-
panies far exceeds the supply of faculty willing to
engage with industry for better student learning, ser-
vice to a profession, and opportunities for research.
The literature review in Handfield et al. (2011) offers
numerous examples of publications that were made
possible by faculty participation in student projects
and consulting courses.

Client Engagement
Humans have a built-in bias to seek out informa-
tion that confirms what we believe rather than to
challenge our assumptions about the world. Sterman
(2001) notes that this common mistake of confirma-
tion bias blocks our senses from perceiving relevant
data needed to form and test theories. It is there-
fore necessary to explicitly discuss the client’s expec-
tations prior to the student project in order to surface
any hidden biases and to develop objective criteria
for evaluating the deliverables. “For most students
this is their first experience in which they are com-
pelled to behave as professionals” (Martinich et al.
2006, p. 1580). The client must understand that he or
she has an active role to play in the students’ develop-
ment into professionals. This requires greater patience
than would be expected with an employee or a
paid consultant. Depending on the semester, we have
between 80 and 130 students or 18 to 28 teams com-
peting to create the best solution. Performance on the
deliverables will vary from truly thought-provoking
at one end of the spectrum to sadly abysmal at the
other end. Most teams fall in between the extremes
and need constructive feedback to bridge the gap in
performance expectations between student and pro-
fessional. The client’s engagement with students dur-
ing the entire process will ultimately improve the
quality and usefulness of solutions.

We do not limit our client selection to a specific
industry. Rather, the selection of a client is directed by
the course learning objectives and whether the deliv-
erables are appropriate to answer its specific ques-
tion or problem. The identification and selection of a
client also depends on its willingness to support stu-
dent learning as the primary purpose for participat-
ing in such a project and its willingness to work with
the students during the process of the project. Clients
must be reachable, not a large corporation physically
located in another state, and they must have a vested
interest in the development of the local economy.
They need to have not only an interest in the project
but more importantly a serious business outlook and
a sincere attitude toward implementing sensible rec-
ommendations by students to address their business
question.

We intentionally designed this project-based learn-
ing experience to allow students to act as professional
business strategy consultants. A four-week timeframe
is realistic for the deliverables, yet seems to be short
enough to sustain a high level of client and stu-
dent involvement. The timeframe has also proven
to be sufficient for students to make a significant
and meaningful contribution to improve the client’s
business. Non-business disciplines requiring longer
project durations would be advised to select critical
points for client interaction instead of expecting con-
tinuous engagement. Standard industry practices for
the type of work to be completed offer the best guides
to setting realistic project timespans.

The most common issue during a project concerns
communication. Although students have several face-
to-face meetings with the client, email messages are
often the most efficient means of asking and answer-
ing questions. The client usually designates a con-
tact person who can relay the question to the most
appropriate subject matter expert at the company.
Teams often have similar questions for the client, so
instructors are carbon copied on all email communi-
cations, and questions and answers are then posted
on the Blackboard class page for all teams to view.
With 18 to 28 teams competing each semester, one
might think that the client would be overwhelmed
with email traffic. However, a thorough project intro-
duction, sharing of relevant internal documents, and
a tour of the client’s facility all help to reduce the
volume of follow-up email questions. Students must
cover their own travel expenses to and from the client,
but all project companies are local and ridesharing
reduces the cost and allows time for teams to discuss
their progress and next steps. It is a misconception
that businesses must share all financial information
in order for consultants to develop value-adding rec-
ommendations. However, the client must be open
to sharing appropriate business information to give
students the opportunity to adequately research and
answer the project question. Students and instructors
sign a confidentiality agreement to protect the client’s
intellectual property and agree not to disclose any
information related to the project.

Concerning resource commitments, the client needs
to be fully aware that its investment of time, energy,
and human resources into the project is not trivial.
The monetary value of these investments can be cal-
culated using socioeconomic analysis of hidden per-
formance (Savall and Zardet 2008), as demonstrated
in Table 1.

Institutional Concerns
We are fortunate that our school encourages expe-
riential learning and welcomes interaction between
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Table 1 Value of Client Investment in Student Projects with Industry

Position within Total $ value of time
company Estimated tasks and time spent during a 4-week student project Average salary∗ contributed by client ($)

President and CEO Project introduction trip to campus 4 hrs $158,833/year 11985036
Company tour 4 hrs ÷ 21080 hrs/year
Answering questions and responding to student emails 10 hrs
Judging final presentations 8 hrs

Total 26 hrs $76.36/hr

CFO Answering questions and responding to student emails 4 hrs $111,070/year 640080
Judging final presentations 8 hrs ÷ 21080 hrs/year

Total 12 hrs $53.40

Chief engineer Answering questions and responding to student emails 4 hrs $82,239/year 474048
Judging final presentations 8 hrs ÷ 21080 hrs/year

Total 12 hrs $39.54/hr

Total 31100064

∗Average salaries for a small company, between 10 to 199 employees, from PayScale.com (2011 Data).

students and their future industry employers. How-
ever, we realize that all institutions have policy con-
straints, accreditation issues, and strategic objectives
that can conflict with attempts to have students work
with business clients. The most encouraging aspect of
student projects with industry, from an institutional
resource perspective, is that they do not require addi-
tional resources. Our university is not unique, in that
the campus community is filled with talented people,
specialized labs and equipment, and other underuti-
lized resources that can be brought to bear on projects
with industry. If done well, a useful service is ren-
dered to a local business, students develop skills val-
ued by employers, and the university receives free
and favorable publicity.

The only potentially negative institutional influence
that we have experienced surfaced after the devel-
opment process had evolved through three years of
projects. We issued a press release after each project
concluded to recognize the company and the work of
our students. Feedback from clients was also favor-
able, and they reported value and utility from stu-
dent projects, so the question arose from some of our
administrators as to whether or not the university
should be compensated for students’ work. Anyone
interested in student projects with industry as an inte-
gral part of a course should have an answer ready for
the day that someone opens this can of worms.

We had redesigned the undergraduate business
strategy course around a student project with indus-
try in order to create a better learning opportunity.
In our view, the client’s compensation to the univer-
sity was the donation of time, expertise, patience, and
active participation with students during the project.
With the primary objective of creating a practical stu-
dent learning experience, we cannot guarantee that
the client will always receive contracted deliverables

as required by a pay-for-service model. Also, tuition-
paying students know that they will have to work
in their classes to develop marketable skills, but that
understanding of “work” does not include compen-
sating someone else for their labor. We know this
from hard-earned experience. Our earlier attempts
to cobble projects onto courses—before we learned
that course learning objectives had to be integrated
with project deliverables—were confusing to stu-
dents. Complaints increased and motivation declined
because they suspected that their professor or uni-
versity was benefitting financially from their labor.
Therefore, we learned that it was necessary to stress
that the SBTDC offers services free of charge to ben-
efit local businesses and that this model ties in with
the dual mission of the college to prepare students for
successful business careers and to support the greater
economic development needs of the state. In the long
term, our graduates will be better prepared for work
and competition in the job market, local employers
will have more favorable attitudes toward hiring our
graduates, and future students will choose to study
here to prepare for their careers. For our purposes,
delayed compensation in these three forms offers a
much greater return on investment than an imme-
diate pay-for-service model. Fortunately, we even-
tually determined that our university’s intellectual
property ownership policy on educational material
development did not apply to our redesigned project-
based course. The reason, ironically, was that stu-
dent projects with industry required no additional
university resources.

Recommended Best Practices
Handfield et al. (2011) found that most student project
initiatives have an informal structure, meaning that
a faculty member teaches the course with limited
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institutional support and consulting is not offered on
a fee-for-service basis. Although a successful program
can add prestige and attract donors to a university,
the fundamental reason for creating a project-based
course is “to provide students with an opportu-
nity to plan and execute a real-world, live business-
consulting project of significant importance to an
actual manufacturing or service firm. The course is a
bridge to business for the students who must tran-
sition from a traditional academic setting to a field
setting upon graduation” (Gorman 2010, p. 432). With
such tremendous potential, it can be easy to forget
that projects are not for everyone. Before integrating
a project into a course, reflect on what you, your pro-
gram, and your college already do to help students
develop and apply practical skills. If a student project
with industry fits your situation and will enhance
student learning, then consider the following points
before you begin:

Choosing a Client
• An industry liaison is essential for recruiting

clients. Liaisons can be found through Small
Business Administration SBDC or SBTDC offices
located in every state.

• Write your course learning objectives as a set of
project deliverables, discuss them with your
industry liaison, and then ask him/her to search
for appropriate clients who need what your
students can offer.

• Choose clients that fit your learning objectives.
Politely say no to the rest.

Preparing Students
• An experiential learning environment must be

created and managed by the instructor in order
for students to have a realistic chance of achiev-
ing viable project deliverables.

• Students will need supplemental reading mate-
rials to bridge the gap between theory and
skills application.

• The lack of a single “right” answer is unfamil-
iar territory for most students. Structure will
emerge from this perceived ambiguity as they
research the client’s problem, industry, and other
relevant factors.

• Performance must be monitored by peers and
instructor and accompanied by constructive
feedback.

Faculty Concerns
• Evaluate the institutional and cultural barriers to

interaction with local businesses.
• Combine teaching, research, and service obliga-

tions to save precious time.
• Learn to facilitate or coach students instead of

telling them what to do.

A successful student project with industry depends
upon a set of relationships involving students, fac-
ulty, local business clients, an industry liaison, and the
educational institution. It is a long-term relationship
building process that makes student projects possible.
Patience and persistence in developing this effort is
extremely important.

Appendix. SBTDC Internet Links Involving
Student Projects with Industry
Arkansas SBTDC Annual Report: http://asbdc.ualr.edu/media/

2010-annual-report.pdf
Eastern Michigan University Center for Entrepreneurship Intern-

ships http://www.cob.emich.edu/include/templatesubpage
.cfm?id=1114

Missouri State University SBTDC Feasibility Study http://sbtdc
.missouristate.edu/52437.htm

Missouri University of Science and Technology Student Busi-
ness Incubator http://www.missouribusiness.net/newsletter/
0610.asp

North Carolina SBTDC Accelerated Graduate Student Engagement
http://www.sbtdc.org/recovery/ecr.asp

Southern Arkansas University http://web.saumag.edu/news/
2010/08/25/sbtdc-and-college-of-business-offer-market-research
-to-local-businesses/

University of Missouri Environmental Assistance Center Ser-
vice Learning http://www.muserves.missouri.edu/partners/
show/937
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