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by Tony Berkley
(NAPSA)—Look at an iPod or

the award-winning new running
shoe, the Free. Simple...cool...and
there’s a lot of science and engi-
neering here.

Innovative corporations such
as Nike and Apple know how to
reach their school-age customers
with products and services that
expand minds and build bodies.
They have a deep understanding
of the needs and interests of
young people—and a keen eye for
design.

The business magazines are
figuring out the lesson: Good
innovation and design balances
scientific analysis with artistic
creativity. It’s this combination
that leads to success in the global
market.

Can you imagine a lengthy
public shouting match over the
next nano or swoosh color? Proba-
bly not, because they...Just Do It.

How do these lessons translate
into schools and the debates about
how to improve education in the
U.S.?

With support from the W.K.
Kellogg Foundation, education
leaders in Ohio, New Mexico,
Florida and elsewhere are discov-
ering new solutions to perennial
school challenges by using a
method called “human-centered
design.” Human-centered design
starts from the premise that those
closest to the problem—parents,
teachers and students—may have
good ideas for solving it. And since

they’ll have to implement any
solution, it’s best to involve them
early in the process. 

For the education field, this is
revolutionary. In typical school
reform efforts, outside experts
rule the day. Parents, teachers
and students are rarely even con-
sulted.

Our work took a different
approach.

From parents, we learned that
schools are intimidating and hard
to communicate with. Teachers
feel overwhelmed and don’t
always reach out like they want
to. Students want to be engaged
in ways that involve creative
right-brain activities as much as
analytic left-brain ones.

The first sets of designs have
been published as “Tangible Steps
Toward Tomorrow” and are freely
available on the www.wkkf.org
Web site. One surprise is how
much these potential designs
focus on connecting—connecting
parents more meaningfully with
teachers; students with one
another; and classrooms to com-
munity resources.

Consider Massachusetts 2020,
a Boston-area nonprofit that
works with public schools to add
an extra few hours to the school
day. This simple, concrete innova-
tion—a longer school day—opens
up a wealth of new opportunities
to connect and enrich. It gives
teachers the time they need to
really teach core subjects well and
explore student interests as well

as their own passions. Modern
dance, poetry, neighborhood his-
tory and other creative subjects
round out the school’s curriculum.
The result: Students do better on
tests and everyone feels more sat-
isfied and engaged.

We know the United States
spends more on education than
any other country. We also know
that our students lag well behind
many industrialized countries in
terms of academic achievement.
Yet when we discuss education,
the focus narrows to the tradi-
tional issues: teacher qualifica-
tions, state standards and
achievement gaps. 

It is not hard to imagine how
forward-thinking companies such
as Nike or Apple would react to
this situation. Such corporations
are well known for staying on the
cutting edge through their com-
mitment to design. Famously,
their products balance research
and engineering with great look
and feel. And from Helsinki to
Singapore, consumers know what
these brands stand for and are
willing to pay a premium.

In an increasingly global econ-
omy, we need a new vision for
public education in America. Our
young people may be carrying
iPods and walking on Nikes. What
they really need is a well-designed
education featuring the most com-
petitive skills—and the coolest
brand.

• Mr. Berkley is a program direc-
tor at the W. K. Kellogg Foundation.

What Can We Learn From Apple And Nike—About Improving Schools?

(NAPSA)—Imagine waking up
in the middle of the night and you
cannot breathe. What if even
being outdoors was uncomfortable
because it felt like you were
breathing through a mouthful of
cotton? 

For some of the estimated 22
million Americans currently living
with asthma, this is often what
they struggle with. 

While most who live with
asthma would probably tell you
they have their condition under
control, their bodies are likely say-
ing something very different. In
fact, you may be surprised by
what recent survey findings say. 

The Asthma G.A.P. in America:
General Awareness and Percep-
tions, an extensive national tele-
phone survey, evaluated aware-
ness and attitudes toward asthma
across genders, ethnicities and
location. 

Two-thirds of the asthma
patients surveyed report that they
have their condition under con-
trol, yet, more than half report
that they experience symptoms
such as shortness of breath,
wheezing, coughing, chest tight-
ness and/or phlegm production at
least once a week. 

“There is a large disconnect
between what is being said and
how patients are actually affected
by their asthma every day. There
is a great need for better asthma
education on how to properly con-
trol the disease,” said Mike
Tringale, Director of External
Affairs at the Asthma and Allergy
Foundation of America (AAFA). 

Asthma, a chronic inflamma-
tory disease of the airways, is

one of the most serious chronic
medical conditions in the United
States. The annual direct health
care cost of asthma is approxi-
mately $10 billion; indirect costs
(e.g., lost productivity) account
for another $8 billion, for a total
of $18 billion. If asthma is not
managed well ,  it  can be l i fe
threatening, and despite the
availability of treatments, it
remains poorly controlled. 

Among Hispanics and African-
Americans, the percentage of peo-
ple who experience asthma symp-
toms versus those who are
diagnosed is startling. 

Among Hispanics, only 8 per-
cent of those surveyed report
being diagnosed with asthma by a

health care professional, while 56
percent report that they have
experienced asthma symptoms. A
similar gap exists among African-
Americans. A majority of female
asthma patients (71 percent)
report that they would like to be
able to better control their
asthma. 

The Asthma G.A.P. in America:
General Awareness and Percep-
tions survey was sponsored by the
AAFA in collaboration with
AstraZeneca. To learn more about
controlling your asthma and to
see detailed survey findings, visit
www.asthmagap.com. 

Survey Design/Methodology 
Ipsos conducted the telephone

survey on behalf of AstraZeneca
and AAFA between January 22,
2007, and March 4, 2007, among
4,042 U.S. adults 18 years of age
and older. This included a nation-
ally representative probability
sample of 2,029 Americans with or
without asthma (849 men and
1,180 women), and additional peo-
ple were added to provide total
samples of 510 African-Ameri-
cans, 500 Hispanics and 616
asthma patients. 

All survey data were weighted
to reflect the demographic profile
of Americans 18 years of age and
older nationwide, in specific eth-
nic groups and/or of adult asthma
patients, based on statistics from
the U.S. Census Bureau. 

Results based on the sample of
adults nationwide have a margin
of error of +/-2.2 percentage
points, with a 95 percent confi-
dence level. The margin of error
for the various subsample results
is higher and varies. 

Closing The Gap To Help Americans Control Their Asthma 

Key Survey Findings
Survey findings highlight the fact that 
better asthma education is needed. 
Although asthma patients recognize the 
options available to control the disease, 
they do not have an accurate perception of 
the seriousness of their condition, and 
therefore, do not properly manage their 
asthma. 
• One in three asthma patients report that 
in the past four weeks he or she had to use 
a rescue inhaler at least once a day. 
• Seven in 10 of all asthma patients 
surveyed (71 percent) would explore new 
medications with their doctor if they heard 
about them.
• More than half of asthma patients say 
asthma symptoms limit their usual 
activities or enjoyment of life to varying 
degrees. 
  

(NAPSA)—No one likes to think
about funerals, but an increasing
number of adults find that prepar-
ing for the inevitable is a wise deci-
sion. Planning your funeral in
advance allows you to do your home-
work and select a funeral home that
will meet the emotional and finan-
cial needs of your family. 

Choosing a funeral home is not
a decision to be taken lightly.
When selecting a funeral home,
choose one that is licensed and
has a good reputation in the com-
munity. National Funeral Direc-
tors Association (NFDA)-member
funeral homes adhere to an
enforced Code of Professional Con-
duct that distinguishes them from
their peers. Give as much thought
to choosing a funeral home as you
would give to choosing a doctor,
attorney or other professional. 

Planning funerals in advance
allows you to plan a memorable
funeral service that reflects your
wishes. With advance planning,
families can plan celebrations of life
as unique as the individual being
remembered. Today’s funerals
include adding personal touches
such as favorite music and incorpo-
rating hobbies and life’s accomplish-
ments. An NFDA-member funeral
director can walk you through the
decisions necessary to create a
meaningful funeral service.

Planning your funeral in ad -
vance does not mean you must
prepay for the funeral. Many peo-
ple who preplan their funeral also
choose to prepay because it will
alleviate the financial burden for
their families. 

There are several ways to pre-
pay for a funeral. The most com-
mon ways include annuities, life
insurance policies, savings ac -
counts and bank trusts. Each
method has its advantages. To
help determine which option is
best for you, ask your funeral
director the following questions: 

• Who receives the interest on
the account?

• Who must pay taxes on the
interest?

• Is the prepayment ever
refundable, in part or in full?

• Can the plan be used at a
funeral home of your choice?

• What happens if the funeral
home goes out of business or is
sold?

• In the event that you move, is
the pre-funded plan transferable?

If you feel prepaying is wise,
then be sure to go over all avail-
able options with your funeral
director. As with any contract, ask
questions you may have regarding
your preneed plan before you sign
an agreement. NFDA developed
the Consumer Preneed Bill of
Rights as a resource for under-
standing what to expect from any
preneed contract. The document is
available on NFDA’s Website at
www.nfda.org and outlines the
rights and protections that an eth-
ical and reputable funeral home
will guarantee. 

Advance planning can be a
wonderful tool that can alleviate
stress and worry when a loved one
has died. For more information on
advance planning or to locate a
local NFDA-member funeral
home, visit www.nfda.org. 

Planning Your Funeral In Advance

When you plan your own funeral,
you know things will be done as
you wish—and you relieve your
loved ones of a serious burden at
a difficult time.

(NAPSA)—The Straight Talk
on Women’s GI Health campaign
educates women age 40 and older
about digestive health problems
and provides them with the tools
for an ongoing dialogue with
their physicians. Visit www.GIS
traightTalk.com to learn more.

**  **  **
There’s now a natural, drug-

free way to get a good night’s
sleep. NutraMist Sleep Now is an
oral spray that contains such
sleep-inducing ingredients as
valerian and melatonin to help
people get the rest they need. To
learn more, visit www.NutraMist
Products.com.

**  **  **
To learn about diabetes, its link

to heart disease, and how to help a
loved one, order free copies of Tips
for Helping a Person with Diabetes
by contacting the National Dia-
betes Education Program at
www.YourDiabetesInfo.org or (888)
693-NDEP (6337). 

**  **  **
Home health care is a way for

people to enjoy living at home

safely rather than end up in resi-
dential, long-term or institutional-
based nursing care, say the experts
at Partners in Care. For more
information, call (888) 943-8435 or
visit http://www.partnersincar
eny.org. 

**  **  **
Bayer Advanced™ 2-in-1 Insect

Control plus Fertilizer spikes con-
tain a slow-release fertilizer plus
insect protection (MERIT® insecti-
cide) that lasts up to eight weeks.
You can learn more by visiting
www.bayeradvanced.com or by call-
ing (877) BAYERAG. 




