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National Education Knowledge Industry Association

1718 Connecticut Avenue, NW Suite 700

Washington, DC 20009

(202) 518-0847

May 28, 2004
Dear NEKIA Communicators,

On behalf of the Board of Directors of NEKIA, I am pleased to welcome you to the annual NEKIA Communicators Forum in Washington, DC on June 3 and 4, 2004.  The planning team composed of Jay Diskey, Karen Blaha, Donna Nalley, John Waters and me has been hard at work putting together an exciting agenda for you.  Kudos to all who have been involved in the planning. 

This year’s theme, “Communicating in the Emerging Knowledge Utilization Era” is particularly important for both the trade association and the entire industry.  As we will examine during the forum, we believe we are entering a new “knowledge utilization” phase in the standards-based reform effort nationwide. We anticipate a trend towards greater focus on knowledge-based, school improvement solutions, particularly in addressing the accountability requirements in No Child Left Behind.  And with the introduction of the Knowledge Utilization in Education Act, we envision greater demand for and awareness of our members’ unique capacities to translate research into practice. On the threshold of this knowledge utilization era, it becomes all the more important for all of us to communicate compelling, accurate, and effective messages about our collective and individual efforts. 

You will note from our agenda that we will be examining the communications challenges and opportunities of this new era from a variety of different perspectives. You will have a chance to ask questions, share your ideas and develop new strategies. It promises to be a productive, interesting, and enjoyable time together. 

Until then,

Jim Kohlmoos

President and CEO

AGENDA

Communicating in the Emerging Knowledge Utilization Era

The Annual NEKIA Communicators Forum

June 3-4, 2004

Washington, DC  


Thursday, June 3

1:00 p.m.
Welcome, Introductions, and Agenda Overview.
1:15 p.m.
The Emerging Knowledge Utilization Era in Education: Policy, Politics, Programs and People 

Presentation and discussion --- Jim Kohlmoos


2:30 p.m.

Break.
2:45 p.m. 
Education, News Media and the Public: Messages and Methods  

Panel discussion --- Anjetta McQueen of the National Education Association and Marty Orland of the National Academies 

3:45 p.m.
Communications Strategies for Knowledge Utilization: What works and doesn’t work   

Roundtable discussion --- all participants
5:00 p.m.

Break  

6:30 p.m.
The Policy and Political Environment in Education   

Dinner on the Hill with guest speakers Kevin Sullivan and Jay Diskey 

The Monocle

107 D Street, NE

Washington, DC  20002

(202) 546-4488

Friday, June 4

8:00 a.m.

Continental breakfast.

8:30 a.m.
Are You Prepared for Change? A Primer on Crisis Communications Planning  

Presentation and discussion: Jay Diskey, Diskey & Associates.

9:30 a.m.
The Education Beat 2004: Communications Issues in Education in an Election Year.  

Presentation and discussion --- Michael Cardman of Education Daily 


10:30 a.m.

Break.

10:45 a.m.
What’s in a Name?  Branding in the Knowledge Utilization Marketplace   

Presentation and discussion --- Steve Drake, Drake & Associates (former vice president of communications for Sylvan Learning Systems). (invited)

Noon
Where do we go from here?  Challenges and Opportunities in the Knowledge Utilization Era.  Lunch and final roundtable discussion --- all participants


1:30 p.m.

Adjourn.

SPEAKER 

PROFILES

Michael Cardman covers the Capitol Hill beat as a senior editor and reporter for "Education Daily," an independent news service that caters to the education policy making community.  Before joining "Education Daily," he worked at a daily newspaper in Charlottesville, Va.

Jay A. Diskey is a Washington-based public relations consultant who specializes in communicating education issues and policies. Before founding Diskey & Associates in 1999, Diskey worked in a number of senior positions during his 18-year career in communications.  Most recently he served as director of communications for the U.S. House of Representatives’ Committee on Education and the Workforce.  Prior to that, he served as vice president of Hager Sharp Inc., a Washington public relations firm, and as special assistant to U.S. Secretary of Education Lamar Alexander.

Diskey has designed and managed strategic communications and marketing programs for corporations, associations and government agencies.  He is the writer, editor and producer of news materials, speeches, advertising, and marketing collaterals.

Diskey has performed consulting services for a variety of clients including: the Association of American Publishers, the President’s Commission on Excellence in Special Education, National Education Knowledge Industry Association, the President’s Advisory Commission on Educational Excellence for Hispanic Americans, CTB/McGraw Hill, McGraw-Hill Education, the National Center for Public Policy and Higher Education, Sallie Mae, the Alaska Department of Education, the U.S. Department of Education, the National Education Goals Panel, and many others.

He began his communications career as a journalist, first as a writer at The Evansville Press, Evansville, IN, and then as education reporter at The Knoxville News-Sentinel, Knoxville, TN.  Diskey later worked for several years as the spokesman for the University of Tennessee.  A native of Fort Wayne, IN, he earned a B.A. with honors in philosophy from Indiana University and an M.A. in journalism, also from Indiana University.

Steve Drake is principal of Steven Drake Associates, LLC, a strategic communications consultancy that provides corporations, small businesses, non-profit organizations and government agencies with targeted, expert and cost-effective communications, marketing and business development strategy and implementation.  His clients include Sylvan Learning Systems, Inc., Educate, Inc., the Education Industry Association, Visionmark Communications and the Digital Honesty Campaign.

Drawing on his more than 20 years of experience developing and leading strategic, global communications programs for some of the world’s most recognizable and influential organizations, Steve provides a range of services designed to help clients effectively communicate with audiences most important to their success, influence or reinforce perceptions and opinions, and achieve their organizational objectives.

Before launching Steven Drake Associates, L.L.C. in mid-2003, Steve Drake held senior executive positions in the corporate and public relations agency sectors.  As vice president, communications with Sylvan Learning Systems, Inc. (NASDAQ: SLVN, www.sylvan.net), Steve built and managed the first comprehensive corporate communications function for the $500 million, publicly traded global provider of education services to K-12 and post-secondary markets.  He provided strategic communications services to Sylvan’s global network of universities in Europe, Latin America and Asia; managed a multi-year public affairs and lobbying effort in connection with the landmark “No Child Left Behind” education legislation; oversaw all corporate, media and financial communications; and served as executive director of the Sylvan Learning Foundation.

Previously, he held positions of increasing responsibility with Fleishman-Hillard, Inc. (www.fleishman.com ), one of the world’s largest and most-recognized public relations firms.  There, Steve launched and managed the agency’s presence in China, negotiating a joint venture with Fleishman-Hillard’s Chinese partner, opening offices in Beijing and Shanghai, and serving U.S., European and Asian clients, including Wal-Mart, Anheuser-Busch, Chubb Insurance, Monsanto, Motorola, Emerson, L’Oreal, Schlumberger and Discovery Communications.  Prior to and following his more than four-year tenure in China, Steve held senior management positions in the Washington, DC office of Fleishman-Hillard, where he supervised accounts and developed new business involving a range of clients, including SBC Communications, Bell Atlantic (now Verizon), the National Chicken Council, White House Office of National Drug Control Policy, the World Bank, and the Bermuda International Business Association. 

Steve has also held management positions with two small high technology marketing communications firms, and an account position with Ogilvy & Mather Public Relations (www.ogilvypr.com ).  

He is a charter member of the Rotary Club of the Waterfront, Baltimore, serves on the board of directors of literacy program provider Baltimore Reads, Inc., and is trail maintenance volunteer for the Potomac Appalachian Trail Club.  

Steve has spoken to business and academic groups throughout the United States and Asia on topics including public relations in China, international public relations and measurement and evaluation of public relations programs.

He holds both a Master’s and Bachelor’s degree in journalism from the University of Maryland.  Steve resides in Silver Spring, MD with his wife and young daughter.

Anjetta McQueen is a senior press officer for the National Education Association. She joined the NEA in 2002 after 14 years as a journalist, editing and reporting for various newspapers. After a 1996 Congressional Fellowship, where she spent a year working on Capitol Hill for members of Congress, she joined the Associated Press in New York. She arrived in Washington in 1998. After a brief stint at Education Week, she rejoined the Associated Press, spending three years covering education and health care. She has also covered education and social policy for Congressional Quarterly.  A graduate of the University of North Carolina at Chapel Hill, she is attending American University's Washington College of Law.

Martin E. Orland, Ph.D. currently directs the Center for Education (CFE), which is housed in the National Research Council (NRC) of the National Academy of Sciences.  The CFE is the locus of all education-related activities at the NRC, serving as host to a variety of expert boards and committees whose activities and products inform the pursuit and application of scientific knowledge for improving educational policy and practice in the United States.  As director of the CFE, Dr. Orland is responsible for providing effective vision, leadership, and management in furtherance of this mission.  

Immediately prior to becoming CFE Director, Dr. Orland was Special Assistant to the Director in the U.S. Department of Education’s Institute of Education Sciences (IES), and Acting Director of the Office of Reform Assistance and Dissemination.  His responsibilities at IES included oversight of the Department’s 10 sponsored Regional Educational Laboratories and of the “What Works” Clearinghouse.  Previously Dr. Orland directed efforts in IES’ predecessor agency – the Office of Educational Research and Improvement (OERI)  - to develop more focused research and development agendas for eight national R&D centers supported by the agency

From 1996 through 1999, Dr. Orland was Associate Commissioner with the National Center for Education Statistics (NCES) where he was responsible for many of the major program initiatives coming out of the Center including the initial release of the Third International Mathematics and Science Study (TIMSS) for U.S. fourth, eighth, and twelfth grade students. Prior to joining NCES, Dr. Orland spent two years as a Senior Fellow with The Finance Project and three years as a senior official with the National Education Goals Panel, including two stints as its Acting Director.

Dr. Orland received his Ph.D. from Syracuse University’s Maxwell School, and has taught Political Science at the Pennsylvania State University.  He is the author of several dozen articles, research papers, and government reports in the areas of education and children’s policy, finance, governance, and assessment, including publications in, Educational Evaluation and Policy Analysis, the Politics of Education Association Yearbook, the Journal of Educational And Psychological Consultation, and the Journal of Education Finance.

Kevin J. Sullivan, a former Senior Advisor and speechwriter to U.S. Secretary of Education Richard Riley (1993-2001), has extensive experience in developing media messages on high standards and excellence in education. In this capacity, Sullivan created and wrote all seven of Secretary Riley’s “State of American Education” addresses leading to the development of major new national policy initiatives.  Sullivan also led the effort to develop a series of new initiatives for Secretary Riley including the release of the annual “Baby Boom Echo” report and the Secretary’s annual “Back to School Bus Trip.”  

Sullivan helped to prepare Secretary Riley for all media interviews and wrote the majority of the Secretary’s major policy statements and speeches.  Sullivan worked on a wide range of education issues including teacher quality, reading, high school reform, school modernization, the development of the E-rate, special education, and school violence. In the immediate aftermath of the Columbine school shooting tragedy Sullivan helped to develop and write “The Early Warning Guide on School Violence” 

In 1995, Sullivan was the chief strategist for the release of new religious guidelines for public schools by the President and remained Secretary Riley’s lead advisor on religious issues.  Sullivan spent several years working on school modernization issues and in 1998 he was the chief organizer of the  “National Symposium on School Design.” In 2000, Sullivan initiated and helped to organize the first “International Education Week,” a joint initiative between the U.S. Department of Education and the U.S. State Department, which is now an annual and established initiative. In the same year, Sullivan was one of several key strategists behind the effort to create the “National Commission on the Senior Year of High School,” which delivered its final report in October 2001.  

Sullivan joined Secretary Riley on 5 official visits to Ireland including two Presidential visits to Ireland and Northern Ireland.  In this capacity, Sullivan initiated and helped to create the “Civic Links” initiative, a three year $3 million cross-border, cross-community project that brings together Protestant and Catholic students.  Civic Link is currently established in 120 schools and it remains one of the largest efforts of its kind in Northern Ireland and Ireland.     

Sullivan has over 10 years of experience working for members of both the House and Senate and extensive experience in presidential campaigns for various political candidates.  In 1976 Sullivan wrote Cong. Barbara Jordan’s Keynote Address to the Democratic National Convention.  In 1983-84 Sullivan was the National Field Director for the Presidential campaign of Senator Gary Hart. In 1988 Sullivan wrote speeches at the Democratic National Convention and went on to become a speechwriter for the Democratic presidential candidate Mike Dukakis.  From 1986 to 1989, Sullivan was the chief speechwriter for the U.S. Senate Democratic Policy Committee and in that capacity wrote numerous floor statements for the Senate Majority Leader.   

Sullivan is currently a communications consultant to several education organizations including the KnowledgeWorks Foundation, the National Clearinghouse for Educational Facilities, and Cooperation Ireland. His clients have included the Jack Kent Cooke Foundation, the National Board for Professional Teaching Standards, the Teaching Commission, the National School Boards Association, the Council for Educational Facility Planners International and the Healthy Schools Network.   

He is 1969 graduate of Georgetown University, The School of Foreign Service.       
READING MATERIALS

The Hechinger Institute on Education and the Media

http://www.tc.columbia.edu/hechinger/Surveyresults.html  
Survey of Journalists Covering Education Regarding Education Research and Schools and Colleges of Education

Survey conducted via email during November and December of 2002
Survey sent to 161 writers, editors and editorial writers who had attended Hechinger Institute seminars during 2001 and 2002
Responses received from 117 journalists


1. How often does the education coverage with which you are/were involved mention the findings of education research?
Often: 29%
Sometimes: 65%
Seldom: 6%
Never: 0%
.
2. If the answer is seldom or never, please explain.
3. Generally speaking, how credible have you found education research?
Highly credible: 16%
Somewhat credible: 68%
Marginally credible: 14%
Not credible: 1%

4. What makes education research highly or somewhat credible?
5. Education research influences school reform and improvement.
Strongly agree: 16%
Somewhat agree: 59%
Somewhat disagree: 20%
Strongly disagree: 2%

6. How much should education research influence school reform and improvement?
Greatly 35%
Moderately: 55%
Marginally: 8%

7. Please explain your answers to questions 5 and 6.
8. In general, when I read reports written by education researchers, I find them clear and understandable.
Strongly agree 6%
Somewhat agree 42%
Somewhat disagree 43%
Strongly disagree 8%

9. In general, when I interview education researchers, I find them to be clear and understandable.
Strongly agree 13%
Somewhat agree 53%
Somewhat disagree 26%
Strongly disagree 3%

10. How could education researchers be more helpful to you as a journalist?
11. How often do you draw on faculty or researchers at schools and colleges of education for information about education research or any other topic?
Very often 37%
Sometimes 47%
Seldom 13%
Never 1%

12. Faculty at schools and colleges of education are up-to-date on issues currently affecting K-12 schools?
Strongly agree 24%
Somewhat agree 59%
Somewhat disagree 10%
Strongly disagree 1%
Don’t know 6%

13. What is your general impression of schools and colleges of education?
Highly positive 8%
Good 37%
Neutral 47%
Negative 8%

14. Have you ever been involved in coverage dealing with the quality of schools or colleges of education?
Yes 44%
No 56%

15. If so, what did that coverage find?
16. Teacher education programs do an acceptable job of preparing their graduates for work in K-12 classrooms.
Strongly agree 2%
Somewhat agree 56%
Somewhat disagree 35%
Strongly disagree 3%
Don’t know 3%

17. What about people hired and assigned to work in K-12 classrooms without having taken education courses. Do you think such teachers:
Should not be allowed to teach until they’ve taken such courses? 27%
Should be required to take such courses while they are on the job? 64%
Should never be required to take such courses? 4%
None of the above. 4%
Don’t know 2%

http://www.ries.com/Articles/popupAdAge.cfm?ID=42  

	Marketing is not communications.

	AdAge.com: Al Ries on marketing. March 2003.

	 

	Link to article on AdAge.com.
A recent 5-page foldout magazine advertisement opened up with the following 39 attributes spread out over two pages: Renegade, fearless, unexpected, bold, true, spontaneous, curious, intriguing, unwavering, rare, brash, provocative, intuitive, genuine, daring, uncommon, irreverent, brazen, absolute, unusual, visionary, idyllic, proud, maverick, wild, undaunted, resolute, poetic, dynamic, soulful, unconventional, strong, romantic, authentic, brave, unorthodox, deft, radical, dreamer.

What brand could possibly combine all these wonderful attributes? Turn the page and get the answer: The new 315-hp FX45. And who makes the renegade, fearless, unexpected, bold, true, etc. etc. FX45?

There in small type at the bottom of the next page is the answer. Infiniti, accelerating the future.

What’s wrong with this advertisement and thousands more just like it? It assumes that the primary function of advertising is to communicate. “Tell more, sell more” was the old advertising adage.

The idea that advertising is a form of communications is deeply embedded in the corporate psyche. Many Advertising Departments are now calling themselves the Marketing Communications Department or “Marcom” for short. Too bad. The name encourages advertising people to go in exactly the wrong direction.

Advertising is not communications; advertising is positioning. The best advertising communicates precious little about the product or service. What the best advertising does, however, is to establish and reinforce a position in the prospect’s mind.

What’s an Infiniti? I don’t know, do you? What I do know is that an Infiniti is not a renegade, fearless, unexpected, etc. etc. etc. automobile.

You don’t have to communicate much of anything to build a powerful brand. Take Rolex watches. What do you know about Rolex except that it’s an expensive Swiss watch? The “best” expensive Swiss watch.

Do you know where Rolexes are made? How they are made? What makes them different from less-expensive Swiss watches? As a matter of fact, do you know anything about Rolex except that it’s the best expensive Swiss watch?

Probably not. Nor do you need to know anything more than that. That’s the Rolex position. The best expensive Swiss watch.

A mind is much too small a container to hold all the marketing messages that companies are trying to stuff into it. Trying to communicate more information than is necessary is self-defeating. It can actually reduce the effectiveness of a marketing program. Furthermore, it can also reduce the mystique of the brand.

The primary function of a marketing organization is to position the brand. That’s the goal that should always be kept in mind.

It can be shocking to learn how little information the average prospect holds in his or her mind. Take Peter Drucker, for example. What do you know about Peter Drucker?

To most management people, Peter Drucker is a management guru. The “best” management guru. But what do you know about his principles. What does he have to say about managing a business?

“Aaaah . . . he’s a guru,” the average manager might say. And what else does that person need to know to hold Peter Drucker in an exalted position in the mind? Nothing.

Actually, knowing too much about a person’s beliefs hurts the positioning process. Politicians have learned that principle well. If a politician took a position on every issue in an election, he or she would be bound to offend everybody in the process. And possibly lose everybody’s vote.

“Better ingredients, better pizza,” says Papa John’s. As a result of this brilliant positioning, Papa John’s has become the third largest pizza chain in America and one of the fastest growing.

Do you know what the better ingredients are? Do you know that Papa John’s uses fresh crushed tomatoes, real mozzarella cheese and distilled water in the preparation of its pizzas? Most people don’t. Does it matter? Probably not. Better ingredients, better pizza is enough to position Papa John’s a step above Pizza Hut and Domino’s.

Look at your marketing materials. Are you trying to communicate or are you trying to position? There is a difference.

Look at the automobile communications problem, not from the point of view of the communicator, but from the point of view of the communicatee. 
 There are hundreds of car models. (The April 2003 issue of Consumer Reports reviews 210 different car models.) Is the prospect going to associate one of those car models (the 315-hp Infiniti FX45) with 39 different attributes. Obviously not.

As a matter of fact, can you even position a car model? For the most part, the answer is “no.” There are just too many to conveniently fit into the mind.

The best you can do is to position a car brand. And only a handful of car brands have done so. Volvo owns the “safety” position. BMW owns “driving.” And Mercedes-Benz owns “prestige.” And Infiniti owns? Well, what do they own? Or what do they want to own? Or what can they own?

These are the questions that every marketing department should be asking itself.
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