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"Is higher Education Public Good or Private Gain?"
Thank you very much. It’s a pleasure to be here and to participate in this program. I’m intrigued by it. So, first of all, let me give you a very brief introduction to the American Association of State Colleges and Universities. It is an association of approximately 400 public colleges and universities throughout the country. AASCU is engaged in advocacy work here in Washington. We do a great deal of public policy analysis on both state and federal issues. We try to deal with issues of national significance -- whether they are teacher education or international study that impact our campuses. 

My comments today stem from my experiences at three campuses -- two of which had public radio stations, one of which did not. So I have a good perspective from the standpoint of advantages and disadvantages. I thought I’d just share with you some of my thoughts relative to what’s happening in higher education, particularly on the public side and how I see public radio stations on the campuses fitting in, and the nature of partnerships that you may develop with your institutional hosts. 

I think first of all I would say there are two major movements that I think have real impact on your work. First of all there is a renewed debate across the country as to whether higher education is a "public good" or a "private gain". If you believe that higher education is a public good, then there is very strong justification for continued public support for it. If you believe that higher education is private gain, then there is good reason to support shifting the costs of higher education to the consumer in terms of increased tuition levels and the corollary increased indebtedness on the part of students.

How that debate goes on campuses has a very significant impact on state appropriations and accordingly, has a very significant impact on the support base for many of your stations and the degree to which your responsibilities are to raise money in order to sustain the order of programming that exists or the degree in which you can focus on strengthening your programming. But then I’m telling you what you already know. 

So I don’t want to go into great detail. But keep in perspective the ultimate question, "Is higher education public good or private gain?" and how that question gets answered determines in large measure the level of financial support that institutions enjoy. 

The second major movement that’s occurring -- and it clearly is a movement -- is a movement from seeing Universities as intellectual enclaves and now seeing them as engaged institutions. Let me try and draw this distinction for you. The model of universities that was created in this country built heavily upon the European or Medieval model, which basically had public support through governmental ministries. This model essentially gave to institutions of higher learning complete autonomy. The concept of the ivory clad institution where scholars resided was the focus of that historical model. 

This country made a change in that of the development of the land grant institution and the concept that a University reaches out and has an impact on the quality of life of people who live in a given state. That model basically said teaching, research and public service are integrated and basically what occurs on the campus gets translated through extension into the lives of people. That transformation is not only occurring with greater 

rapidity in this country but I must tell you, that it’s occurring in the rest of the world. Europe is abandoning much of its traditional approach to higher education and becoming entrepreneurial and becoming more focused upon the economic climates in those countries. 

Now the significance of that and I don’t want to make it heavy for you here, but the University of the 21st century will increasingly be focused, in my judgment, on its external relationships and the development of active partnerships between the University and the community or the region that it serves. 

We’ve had a task force of Presidents at AASCU that included Dr. John Keiser (president, Southwest Missouri State University), which focused on this concept of "public engagement" and there are some themes that came out of that. One of the themes is that these Universities are Stewards of Place. Think about that -- Stewards of Place. These Universities must develop partnerships – two-way partnerships. 

Another theme that came across is that there are inextricable linkages to the communities and regions universities serve. Now what does this mean for universities? It means there will be, in our judgment, an ongoing interaction between people in the universities and people in the community or region and there is a two-way interaction. It is not the model of the old extension -- that all knowledge is to be found on the campus and we’re going to take it out to the people. Instead, there is knowledge there that will be translated into teaching and research on campus and there will be changing roles. You’ll have professors who’ll be actively involved with working with schools and there will be educators from the public schools that will be involved in the teaching of prospective teachers at the University. 

The interaction of the business community will be such that business schools will interact with small businesses as well as corporations and, in turn, the wisdom that is found there will get translated into teaching and research projects and consultative activities on the campus. I can go on and on into each of the disciplines, but this will be the kind of engaged University we will see in the years ahead. 

The thing that the task force focused on was the involvement of the students in these activities as part of their learning process and the translation of what goes on at a campus to reflect these values. Those values get reflected not only in financial support for engagement activities, but in the reward structure that is so critical on campus -- not only for compensation but for promotion and tenure of faculty. 

I mention these things because we now move to the third point I want to make: the role of public radio on campus. I find it very interesting. I know many station managers and personnel believe they’re further removed and that people don’t really care what they do and they don’t appreciate what they do. There is some element of truth in that. I think the key thing of this issue is not so much the value of public radio to the public, but pointing out what is the value of public radio to the university. That’s what a lot of the research is pointing out and you need to be actively engaged in making those points. 

As mentioned earlier, I’ve been at three universities. Let me point out that all three of those universities are located in relatively rural areas. Now we’re not out in the "boonies" in any of these institutions, but were not in an urban setting. So my thoughts and my experiences reflect that. Let me tell you about things I found very valuable about having a public radio station that is confirmed in research. 

Public radio is a vehicle by which the university can reach key constituents and, particularly as we become more engaged with the community and region, these constituents become more important to the university and university presidents then they ever have been. Universities must be interested in reaching the college educated because the college-educated are the ones for the most part who shape public policy and determine public opinion. And remember that all presidents are keenly interested in the concept of public support. So the question is, "who shapes that support?" And the kind of people who listen to public radio are the ones who have an interest in public policy. They are the ones that are the most civicly engaged. As the research indicates, there’s a greater likelihood that these individuals will determine public policy that impacts public support of higher education and whether the University is seen as a public good than others. These individuals are more cosmopolitan in nature. They have a greater tendency to look and be interested in what’s occurring beyond the confines of the region or the state or in truth, beyond the borders of our country. They have a tendency also to be more interested in the arts and to be intellectually curious. 

That latter point is significant. Anyone who has worked in the more rural areas knows that there is an abundance of people who are NOT intellectually curious! But what drives progress in this country comes from those who ARE curious -- newcomers to a community or a region. This was not addressed in the research. 

There are two other points that were not addressed in the research that I would like to point out. When newcomers come to a region, how can you get them engaged in a University other than if they have a great love for athletics? Most places can always appeal to the jock-minded folks! But what about the kind of people that move into a community whether they are retirees or new personnel in a plant or business? Public radio becomes a very useful tool to "introduce" them to your University. A lot of presidents are aware of that -- but they need to be reminded. 

The other thing that is really significant, particularly in rural areas, is the importance of public radio to your faculty and staff. Many of your faculty and staff have come from others parts of the country and sometimes they feel as if they are somewhat isolated. Not only have they broken ties with friends and communities where they have lived, but some of the amenities of life they have see in other places are not available in the immediate environment. Public radio becomes a key component of tying them not only to the things that are important, but also to what we consider to be many of the finer things in life. 

In all of higher education today, the concept of "integrated marketing" is becoming significant. Now anyone who is involved with public radio and trying to operate a station and raise money knows and understands marketing, so I’m not going to give you a lecture in marketing! But what I am saying is university presidents are more concerned today about how you market the university in its entirety than ever before. 

There was a recent article by several people that had I just finished reading. One was by Chris Simpson who had been the vice president for external relations or public relations at Indiana University, and had to deal with a Bobby Knight matter. Obviously he has experiences that a lot of us don’t have!

One of the key things that he did at Indiana University was to eliminate the news bureau. That is sort of staggering to people. But the concept at Indiana University that he helped foster was that the "old" way of doing things -- namely having people as part of your news operation who go out to each of these Colleges and do stories is passé. That is not what people are interested in. The key thing is how you market the University in its entirety. He stated that the university must bring forth to people, who may not be familiar with it, those activities that will be significant to their lives. I want to tell you that increasingly, presidents are grasping that concept. 

Well, why do I mention these things to you? I mention them to you because I think if you understand where administrations are moving, you can better position yourself to have influence and strengthen your alliance or partnership with that university. The question that I would ask each and every one of you is, "How can your station help to promote the image of the University as a place of public good and a place that has a value to the citizens of your region and state?" 

Second question – "How can your station help present the faculty of your institution as being top quality faculty who are on top of key issues -- who can basically influence opinion makers in your state to understand that this University is a real asset and there’s expertise there that can benefit the community?"

Thirdly, something I think you all do very well is projecting how the arts at the university can be extended into the lives of people and improve the quality of their lives. The partnerships that form is how you can demonstrate to a president or to an administration how the station can help the university achieve its objectives. Now I know in that continuum between purity and abuse you have to walk a fine line! That’s why you’re paid so much!! 

You know how to do that!! I mean obviously there are examples of abuse. A university that insists athletic games be broadcast over the public radio station; universities that on occasion try to censure "bad news" that comes up. We know about that. On the other hand, there’s the puritanical approach that sometimes frustrates presidents. With stations basically taking the approach that "we are an independent entity and, true you hold the license and provide the support, but you know we make the judgments and we’ll do what we want to do!"

I’ve had to combat a little of that in my life to be very honest with you. Now between those two extremes you can wield a very significant impact on your campus. And the message that I wanted to get across as I conclude my comments is that there is a lot to be said for a viable, vibrant public radio station as part of a campus. I far prefer being on a campus with a radio station and I’ve been on both! The key expectation that I think you can operate under within the confines of good ethical judgment and professional journalism is: 

how can you help your university and its leadership project itself as a quality institution committed to the public good and engaged with the community and region it serves?
