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When planned, structured, implemented and documented properly, industry-sponsored studios 
can and should be the poster child for engaged scholarship.  Industrial design education, 
specifically industry-sponsored design studios, aims to integrate the three critical components of 
higher learning: teaching, scholarship and service. These are essential to the best practices of a 
thoroughly engaged university as defined by the recently developed Carnegie Classification.  
As universities compete to advance and better market themselves to their local community, the 
broader community, and prospective students, collaboration/engagement is key.  Individual fields 
of study must ultimately heed this call as they are the units in the trenches delivering material and 
often engaging outside sources.  In this battle, industrial design is poised to lead the way and be 
the role model for other fields and institutions, especially those trying to become more engaged.   
 
Higher education admissions are extremely competitive, education costs are rising, and academic 
institutions are striving to compete for rankings and accreditation.  In response to these 
challenges, universities can achieve their educational goals and better market themselves 
through elective classification within the Carnegie Classification framework.   
 
The Carnegie Classification 
First developed in 1970 by the Carnegie Commission on Higher Education, the Carnegie 
Classification system quickly became the standard bearer for studying, researching, and 
comparing the diverse American University System (The Carnegie Classification, Carnegie 
Foundation).  Focusing on “what is taught,” “who are the students” and “what is the setting,” the 
classifications are used to depict and illustrate the culture and attributes of an institution at a 
particular point in time and are based on data from sources like the National Center for Education 
Statistics and the National Science Foundation (Classification Descriptions, Carnegie 
Foundation). Though the classification system does not rank individual institutions, the analytical 
information provided is often utilized by other bodies such as U.S. News and World Report to help 
create their annual “America’s Best Colleges” listing (Carnegie Classifications FAQs, Carnegie 
Foundation).   
 
Initiated in 2005 and implemented in 2006, the Carnegie Foundation developed the first elective 
classification, Community Engagement:    
 

Unlike classifications based on secondary analysis of existing national data, elective 
classifications rely on voluntary participation by institutions, permitting analysis of 
attributes that are not available in the national data. (The Carnegie Classification, 
Carnegie Foundation) 
 
Community Engagement describes the collaboration between institutions of higher 
education and their larger communities (local, regional/state, national, global) for the 
mutually beneficial exchange of knowledge and resources in a context of partnership and 
reciprocity (Community Engagement Elective Classification, Carnegie Classification). 
 

Through this separate application and review process, institutions could now better market 
themselves to their community and prospective students.  As the Community Engagement 
Technical Details make clear, primary in this process was indicating that community engagement 
was part and parcel of the institution’s mission (Carnegie Foundation). Secondary steps required 
further data and descriptions of engagement activities including examples (Community 
Engagement Technical Details, Carnegie Foundation).  The information provided had to fall under 



one of the three following categories as defined by the Community Engagement Technical Details 
of the Carnegie Foundation:  
 

Curricular Engagement refers to teaching, learning, and scholarship that engage 
faculty, students, and community in mutually beneficial and respectful collaboration. Their 
interactions address community identified needs, deepen students' civic and academic 
learning, enhance the well-being of the community, and enrich the scholarship of the 
institution. 
 
Outreach & Partnerships refers to two different but related approaches to community 
engagement. The first focuses on the application and provision of institutional resources 
for community use benefiting both campus and community. The latter focuses on 
collaborative interactions with community and related scholarship for the mutually 
beneficial exchange, exploration, discovery, and application of knowledge, information, 
and resources (research, economic development, capacity building, etc.).  
 
Curricular Engagement and Outreach & Partnerships includes institutions with 
substantial commitments in both areas described above. 
 

While most institutions’ working definitions of engagement are quite similar and based on much of 
the information listed above, each individual institution should define and apply it in accordance to 
their own mission.  Appalachian State University’s current draft and working copy defines 
engagement as, “a mutually beneficial collaboration between the University and the Community 
characterized by creation, integration, application, or sharing of knowledge, resources or 
expertise.  Teaching, scholarship/creative activity, or service may all contain elements of 
engagement.” 
 
As teaching, scholarship, and service are the three critical components of higher education and 
more specifically the mode by which academy is evaluated, it is important to define them as they 
are ultimately connected to the discussion of engagement.  Appalachian State University’s 
Department of Technology, of which the Industrial Design program is a part, defines the three 
components in terms of its promotion and tenure guidelines as follows: 
  

Teaching and Student Development 
The Teaching and Student Development category reflects activities that involve 
instructional planning, professional development as it relates to teaching, program 
development, and, most importantly, direct interaction with students both within and 
outside the classroom.  
 
Scholarly/Creative Endeavors  
The Scholarly/Creative Endeavors category reflects activities that involve contributions to 
the body of knowledge, whether through publication of scholarship, exhibition of creative 
work, or other products of research. Greater weight is given to those endeavors that have 
received satisfactory external peer reviews.   
  
Professional Service  
The Professional Service category reflects activities that provide for the functioning and 
governance of the department, college, and university. In addition, Professional Service 
includes contributions to the profession and the community, within the focus of the faculty 
member’s professional expertise. 

 
Many institutions, Appalachian State University being one of them, are starting to incorporate 
engagement language into their promotion and tenure guidelines.  This process is becoming an 



important indicator that the institution holds engagement as a part of its core mission and 
advocates for it among its faculty.  This lends itself to more inclusion of engagement language 
and to a discussion of engagement as it relates to the individual components of higher education 
(teaching, scholarship, and service).  Therefore, isolation of the concept to its system of delivery 
often occurs, i.e. engaged teaching, engaged scholarship, and engaged service.  This is 
unfortunate because the goal of true engagement is to have all of these components working 
together at the same time. 
 
The Sponsored Studio: A Model for Engagement  
Enter again the sponsored studio.  These fabulous educational tools offer valuable opportunities 
and experiences for the students, faculty, institutions and corporations involved. Due to the 
inherent need for students to use knowledge and skills obtained from previous coursework, these 
experiences are typically reserved for senior and junior undergraduate students.  These studios 
are structured as actual classes and priority is given to learning outcomes necessary for student 
advancement in the degree.  
 
Sponsors should be vetted carefully to properly align project criteria/learning goals with 
appropriate deliverables as well as program and industry cultures and products.  Sponsors also 
need to understand the importance of honest, real-world constructive criticism and the importance 
of students learning from the experience.  This is not access to cheap student labor.   
Students, on the other hand, need to greet this with responsibility and treat it as a real job. 
Faculty members, in turn, have the dual responsibility of educator and full-time project manager.   
 
Because of the importance of meeting the required learning objectives as well as the needs of the 
sponsor, it is crucial to have well-developed project criteria and a clear timeline.  Coordinating a 
sponsor’s business cycle with educational semesters/quarters can be trying at best and often 
takes months of planning.  Therefore, it is often best for sponsors to focus on long-term objectives 
and trends rather than immediate needs.  As IDSA advises in its guidelines, this is not a 
substitute for a professional consultancy.   
 
Add to this lawyers, contracts, intellectual property, liability, and money and you have your work 
cut out for you.  For example, public institutions often have legislative mandates that control 
intellectual property rights.  Depending on an institution’s legal culture and that of the sponsor, a 
contract may be very simple or may go through multiple drafts that can consume weeks or 
months.   
 
Another element to consider with intellectual property is an institution’s ability to handle 
technology transfer.  Because of the time and money involved in developing, securing, marketing, 
and partnering a deliverable product, small or inexperienced institutions are often ill-equipped to 
handle this effectively.  Viable patents can be expensive to obtain and more expensive to protect 
so full-fledged control or ownership of intellectual property is not always the best answer. 
Likewise, allied industries often operate differently.  In fields such as furniture where utility patents 
are less likely, the securing of sales royalties is more effective and appropriate.  
 
Intellectual property may provide the biggest payoff in the long run for the program, students, and 
sponsor but operating costs for the project must also be taken into account.  Deliverables have 
costs associated with them so it’s important to ensure that student expenditures and institutional 
overhead is deferred by the sponsor. Consider liability for the students in terms of transportation, 
where and when they are working on the project, and who covers them if something happens.  
Obviously, each scenario will have its own unique issues but the point is to make sure everyone 
is accounted for and that the students, foremost, are always protected.   
 



In short, sponsored studios can serve as the perfect example of what engagement should be.  
Sponsored studios incorporate faculty-led industrial design methodology, student adoption and 
application of course concepts, collaboration between industry and institution and the generation 
of new knowledge/products/intellectual property to achieve a result that benefits all parties 
involved.    
 
The Sponsored Studio: A Case Study 
In fall 2008, the Appalachian State University Industrial Design program in Boone, North Carolina 
and Bosch Siemens Home Appliance Group (B/S/H/) in New Bern, NC partnered on a sponsored 
studio project. This first-ever sponsored studio for the relatively young ASU industrial design 
program was a successful public/private partnership for both the student designers and their 
corporate client.  Students who participated in the project gained real world professional design 
experience while B/S/H/ garnered new design concepts for their burgeoning laundry appliance 
product line.   The project serves as a useful case study of how a sponsored studio works and 
also helped lay the ground work for future sponsored studios. 
 
The IND 4801-Senior Studio I class was selected to participate in the project and the studio 
participants agreed to work in small design teams for the entire 16-week semester.  B/S/H/ 
agreed to pay $15,000 to sponsor the laundry study project with $5,000 allocated for travel to 
New Bern for the project kickoff charrette and the remaining $10,000 allocated for studio 
expenses.   
 
However, before the project could begin, we had to resolve a few issues that arose because this 
was the first sponsored studio undertaken at ASU.  The legal teams for both parties had to 
wrangle with many complexities of intellectual property and project specifics.  There was also 
extensive debate at the departmental level about how this project fit into the current promotion 
and tenure guidelines. 
 
With those problems resolved, the senior studio class traveled to the B/S/H/ campus in New Bern 
in early September 2008.  During an intense ten-hour work day, the students got to meet the 
company’s design team, take an extensive tour of its laundry production facilities, and participate 
in a design charrette.   
 
Following the tour, the students assembled in a conference room to begin the charrette. We 
divided the 17 students (13 men and 4 women) into eight design teams, seven teams of two and 
one team of three. Each team was assigned a target demographic or problem area to help focus 
their initial conceptual efforts. The demographics and problem areas were as follows: young 
urban professionals, suburban parents (stay-at-home), laundry supply storage, laundry cabinet 
forms, drum mechanics and forms, built-ins, environmental innovation and combination 
machines.  All teams were given free rein to think and design completely unconstrained, sky’s-
the-limit initial concepts.     
 
The entire B/S/H/ design team assisted each team in brainstorming exercises and the team 
members then presented these initial ideas in a group pin-up/presentation.  The B/S/H/ team (5 
men and two women) presented the project criteria and told the students their expectations for 
the semester.  The main criteria for a successful project, aside from creation, perspiration and 
inspiration, were to solve the assigned design problem(s), address the needs of the demographic 
groups, do thorough research, communicate design concepts clearly and hopefully have fun in 
the process.  
 
We divided the sixteen-week semester into four distinct design phases with deliverables due at 
the completion of each phase.  The phases were as follows: Phase I: Initial Design Concepts, 
Phase II: Design Development, Phase III: Final Concept Refinement & Construction 



Documentation and Phase IV: Final Design Concept Presentation.  The studio course faculty 
member served as the Design Director and Project Manager for the semester and worked directly 
in concert with a senior designer at B/S/H/. Students and B/S/H/ designers communicated daily 
via email and telephone and held bi-weekly conference calls to discuss project progress.  
 
The first two phases ended with less formal pin-ups of design sketches and 2D models, with 
various B/S/H/ design team members on hand to ask questions and push the students creatively.  
The third phase ended with the presentation of comprehensive bound books and CD’s of the 
project work to date, including 2D and 3D scale models and shop drawings of the proposed 
concepts.   
 
The final phase concluded with a formal presentation to the entire B/S/H/ design team including 
the design director. Students dressed in business attire and had a full hour to present and sell 
their ideas to B/S/H/.  This phase included electronic presentations, full-scale models and full-
scale printouts of team concepts.  The B/S/H/ team was given unlimited time to respond to the 
eight design teams and challenged each team on their ideas, design methodology and project 
execution.  
 
The ASU teams created some exciting and dynamic concepts for B/S/H/: a magnetic washer 
drum, a fully built-in/integrated cabinet washer/dryer combination, a gray-water recycling washer, 
a spherical drum washer and dryer, a gyroscopic drum washer, a sliding drawer washer/dryer 
unit, a compact washer/dryer combo with sculptural features and a washer with interchangeable 
skins with electronic interfaces.   When the student team members graduated in May of 2009, 
they were able to include these concepts designed for a corporate client in their portfolios—a 
potentially important advantage in a difficult job market. 
 
With corporate profits down, sponsored studios may be more difficult for schools to win right now.  
But sponsoring a studio is relatively small investment that could lead to future products and 
possibly future profits.  The corporate client also gets a chance to scope out potential future hires. 
At the same time, the economic need for sponsored projects at many schools is greater than 
ever.  Sponsored studios can relieve students, professors and academic programs of some of the 
burdens of paying for supplies and other studio expenses. 
 
Sponsored studio projects like this one allow students to experience what it means to be a 
professional product designer.  Instead of designing purely for themselves, they learn what it 
takes to meet the expectations of a corporate client.   Through the course of this sponsored 
studio, students worked with design professionals on a regular basis and were exposed to the 
realities of project management and product design, including deadlines, daily communication 
with an often demanding client, and rigorous scrutiny of their work.    
 
To be successful in promoting self, program, institution, and field requires an understanding of 
current trends.  This is no different than teaching students to research and understand market 
trends for a product or discovering an absent market niche within a product line or product life-
cycle.  There is nothing truly revolutionary about sponsored studios but they are extremely timely.  
Proper use of these tools can further the field of industrial design and help educators put their 
programs forward as engaged representatives of their institutions.  Educators also need to 
promote themselves to their respective colleagues and institutions.  Properly documenting the 
process, keeping examples of student work, showing productive evolution of the process and its 
outcomes, delivering effective results, securing written summaries from the sponsor, and 
ultimately their accolades as well will often secure line item promotion and tenure credit needed 
by faculty.  While every scenario will not present the opportunity to promote Teaching, 
Scholarship, and Service in concert, industrial design faculty should be aware that what they do is 
inherently “engaged” and be ready to promote and make their case.  The Bosch case study and 



documentation portrayed above was ultimately effective in promoting change in Appalachian 
State University’s Department of Technology.  Promotion and tenure guidelines have been 
drafted to include sponsored studios as line item Scholarship credit opportunities and exemplars 
as standards for excellence in the field.   
 

 
Front Row (L to R) B/S/H/ Design Director Joachim Gruetzke, B/S/H/ Designer Andrew 
Roberson,  Assistant Professor of Industrial Design/Product Design Banks Talley, IDSA, 
Assistant Professor of Industrial Design/Furniture Design & Coordinator of ASU Industrial Design  
program Kern Maass, IDSA, Department of Technology Chair Jeff Tiller, the B/S/H/ design team 
and the ASU Industrial Design seniors all pose with the "big check" from Bosch Siemens Home 
Appliance Corporation at the conclusion of the Laundry Studies project in December 2008. Photo 
by ASU staff photographer Troy Tuttle 

 
The B/S/H/ design team and the ASU Industrial Design seniors kickoff the Laundry Studies 
project with an all-day design charrette in New Bern, North Carolina at the B/S/H/ campus. Photo 
by Banks Talley, IDSA 
 



 
(L to R) ASU seniors, Sam Addison, Amanda Stanfield, Mike Poorman and Katie Thompson 
present some initial washer/dryer concepts at the B/S/H/ design charrette. Photo by Banks Talley, 
IDSA for B/S 

 
ASU seniors, Amanda Stanfield and Mike Poorman pose with the 1/4" scale mockup of their 
Magnetic drum concept for B/S/H/. Photo by ASU staff photographer Troy Tuttle 

 
Katie Thompson and Sam Addison with their full-scale washer mockup. This model has a  
removable neoprene skin with the washer interface incorporated into it. They created three 
different neoprene skins for the model. Photo by ASU staff photographer Troy Tuttle 



 
ASU seniors, Will Carter and Matt Hollingsworth pose with two different mockups of their 
gyroscopic drum concept for B/S/H/. Photo by ASU staff photographer Troy Tuttle 
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