Knowledge Mobilization Placemat
What?
What is the message?

Should the new knowledge be mobilized?

Ask
Yourself:

What is at the core of the new knowledge?
What is most relevant to the respective
audience (Cousins & Leithwood, 2003)? How
can you make the new knowledge pertinent
to their needs?
What type of message can you create? Is the
message based on facts and data? Does the
message create a dynamic exchange between
researchers and audience? Does the message
provide recommendation, advice or direct
action? (Reardon et al., 2006, p. 1)
What should be different because of your
message?
What language should you use? Is your
audience familiar with the
language/terminology you are using?

Who to
Involve

Top Tips
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Research leads
If possible, target audiences
Knowledge Mobilization Analyst
(ERESB)

Remember Heath & Heath 6 principles:
 Simplicity
 Unexpectedness
 Concreteness
 Credibility
 Emotions
 Stories
Try to avoid the curse of knowledge – try to
imagine "what it's like to not to know what
we know" (Heath & Heath 2008, 14-18, 46).

Who?
Who is the audience, who
are the intermediaries?

"Which relevant 'decisions' does the audience 'own'
or 'influence'?" (Reardon et al., 2006, p. 4).
Who are the 'sneezers' in your target audience,
i.e. those people who are excited about your
product/message (Godin, 2002, p. 38)?
Who can act on the basis of the available research
knowledge? Who can influence those who can act?
With which of these target audiences can we
expect to have the most success? (Lavis, 2003, p.
225).
What kind of a relationship do you have with this
audience? If neccesary, can you grow it? What are
some of the networks this audience already uses?
Who are some of the intermediaries important for
this audience? What events, networks & products
does the intermediary organization host, and how
could you connect to them?
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Existing networks and partners
Knowledge Mobilization Analyst

How?
How will the new knowledge
be mobilized?

How can you best reach your target
audience(s)? What method (written (i.e.
research summary, brochure, fact sheet),
social media (i.e. blog, wiki, twitter,
webcast), face-to-face (i.e. conference,
workshop) or online (i.e.website, database))
would work best? Why?
Are you comfortable/familiar with the method
chosen? Do you need more training/
information?
What financial resources and time commitment
does the method require?
Will services have to be procured or do you
have in-house expertise?
Will you need special permissions? Who will
approve the method?

-

Involve end-users early on in the research process
and tailor findings to target audiences.
Think of end-users as decision-makers "to help
focus the discussion on what people actually do
(make decisions) not what we may wish they
would do (use research)" (Reardon et al, 2006, p.
3).
One of the best predictors of research use is "the
extent and strength of linkages between
researchers and policy makers" (Nutley 2007, 74).

Communications Branch; IT
ERESB (context of Research Strategy
Speaker Series, Projects List)
Knowledge Mobilization Analyst

Once your results are no longer deemed
confidential, communicate them more broadly
within the ministry, e.g. through the Projects
List or the Research Strategy Speaker Series.
All external communication has to comply with
the Ministry of Education Visual Identity
Guidelines; it is recommended to contact the
Visual Identity Coordinator (EDUV1@ontario.ca) early on. All external
communication has to be approved by the
Communications Branch.

Why?
What is the desired effect?

What is the policy and practice context?
What is the nature of the research?
What is the ultimate desired effect that we
would like to achieve? Do you want to
generate awareness, impart knowledge and
understanding, change attitudes and ideas,
change practice and policy (Nutley, 2007)?
Are you targeting the right members of our
target audience?
How might the audience react to this
research? How does the research fit "with
current policy and practice thinking...[and
will it] reinforce existing beliefs or challenge
them" (Nutley & Morton, 2011, p. 158)?
Is your audience ready?
What are some of the potential methods &
indicators to measure your impact?

-

Senior Program Evaluation
Coordinator (ERESB)
Knowledge Mobilization Analyst

Research use can be symbolic, conceptual
and instrumental.
Kirkpatrick & Kirkpatrick (2006, quoted from
p. 23) identify four necessary conditions in
order for change to occur in a person: 1)
The person must have a desire to change;
2) The person must know what to do and
how to do it; 3) The person must work in
the right climate; 4) The person must be
rewarded for changing.
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