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When it comes to that big BUSINESS INTELLIGENCE project,
are all of your essential ingredients in place?” (Without them, your
new Bl tools are just software.) Launch your evidence-centric
initiative on page 46.




DIGITAL PUBLISHING

Why Go Digital?

This past June, the US Department of
Education’s Advisory Committee on
Student Financial Assistance (www.ed,
gov/ACSFA)Y released its year-long
study of the “broken” textbook market,
(www.ed.gov/about/bdscomm/list/acsfa/
turnthepage.pdf), laying out the problem

of the rising cost of textbooks, and sug-
gesting variows recommendations for
steps the federal government, Congress,
and the Secretary of Education can take
to make textbooks more affordable.
After detailing a set of short-term strate-
gies similar to those outlined by the
ACSFA, Patrick McElroy, CEQ and
founder of Learning Content Exchange
(www.lcxcorp.com), and colleagues
{who prepared one of the foundational
documents for that study) put forth an
additional analysis of disaggregating
textbook content and course materials
and delivering them digitally rather than

by truck (muim_ahgmmﬁmmml

Then, too in testimony before the
ACSFA, John Sargent, former CEO of
Macmillan (www.macmillan.com), had
this to say about custom and digital text-
books: “Custom texis are a prime exam-
ple of market demand and advances in
technology. A custom text enables fac-
ulty to choose exactly those materials—
chapters from one or more textbooks,
their own papers and lecture notes,
white papers, independemt data and
research, for example—they wish to use

in their classes. These custom texts
combine publishers’ content, but also
content from a variety of third-party
sources.”

This “print-on-demand” model sug-
gests a strategy to move from generic
texts to custom digital content, and one
in which college bookstores can play an
important role. Yet, on the other side of
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the bridge that crosses the digital divide,
some of the eBooks from Bedford, Free-
man & Worth {ehooks.hiwpyb.com}—
well-advanced in their pedagogy and
offered at half the price of the print text
—hint to a "born digital” future.

Mark Nelson, digital content strate-
gist for the National Association of Col-
lege Stores (www.NACAS.org), buys
into the vision of a digital future, but
puts the tipping peint another five years

poorly indexed content)

b Inconvenience (“1 hate being teth-
ered 1o an online text; I can’t read my
book under the buckeye tree™)

P Lack of flexibility ("] can’t take notes;
I can't seamlessly jump to new con-
tent; the search and navigation are
weak™)

¥ Facuity who don’t really make use of
the required eText (or print texts, for
that matter)

Mark Neison at NACAS buys into the vision of a digital future
but puls the tippi ; ' )

twin foroe
faculty and full e

down the road. The twin forces for change
he sees are retirement of the baby-boom
faculty (many of whom will never quite
embrace non-print), and full emergence
of the digital native population—
described by Nelson and supported by
Project Tomorrow data (www.iomorrow,
org) as students currently squirming in
their seats in a sixth-grade classrdom.
Content born digital will then meet
learners born digital, but the question is:
Do we have to live through a five-year
gestation? Perhaps; at least by then the
eBook reader may finally have achieved
its promise for portability, contrast, and
navigational richness.

Yet it is easy enough to find examples
of failed eBook experiments, and trace

the reasons for their failure. (Amazon's
Kindle {fwww.amazon.com] is the latest
experiment, and the jury is still out on
that one.) Typically, user dissatisfaction
revolves around the following:

P Technology (single-purpose display
device, eye-fatiguing screens, material
slow to load) -

¥ Organization (linear “page turners,”

The majority of today’s students still
prefer printed text to eBook readers, and
Stacy Skelly, assistant director/higher
education for the Association of Amer-
ican Publishers (www.publishers.org),
puts this preference for print near the
top of her list of impediments to digital
content delivery. She’s right: Monitor
gtare, dropped network connections,
and confounding digital rights manage-
ment strategies detract from learning,
especially if the digital learning envi-
ronment is merely the print learning
environment ported to the screen.
However, if the pedagogy advanced by
faculty creates a different learning envi-
ronment, different learning outcomes
may appear.

The Impact of the
instructionai Designer

If the instructional designer's world-
view prevailed, the very first thing on
every course syllabus wouid be a list of
learning outcomes associated with that
course. Working backward from those
objectives, the pedagogy and the learn-
ing materials that support that pedagogy
would be carefully selected to help the
students meet those objectives, Learn-
ing materials, whether print or digital,
would be focused and organized around
the stated learning objectives, Libraries
and the web would provide conduits for
subsidized or free content for students
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pursuing a broader array of individnal
fearning goals.

Alverno College’s (WI) Diagnostic
Digital Portfolio website (ddp.alverno,
edu} is a great place to learn how to
describe attainable student learning out-
comes. And yes, explicitly stating what
you hope students will fearn is chal-
lenging, but it’s an exercise that offers
the most amazing rewards.

What, then, is a learning objective?
Simply put, it's a behavioral learning
outcome consistent with course goals.
Revolutionary, don't you think, o offer
students—up front—a syllabus that spec-
ifies demonstrable, fearned behaviors?
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Learning Objectives in Action
Kelly Driscoll, educator and co-founder
of Digication {(www.digication.com), is
both a digital pioneer and a teacher
who believes in identifying learning
outcomes epfront. Digication has
been in the business of helping stu-
dents, and the institutions in which
they learn, to build ePortfolios
around student learning outcomes.
In fact, it wase’t much of a stretch
for Driscoll and her content partners
to think about an expanded system
that grouped digital content ander-
aeath learning objectives—Digica-
tion is only one example of & model

for distributing digital content in a
focused, cost-effective manner.

Gerry Hanley, senior director of aca-
demic technology services for Califor-
niz State University, has another model
in mind as he and his team lay out plans
for a Digital Marketplace (DMP; www.
calsiate. edu/ats/digital marketplace).
He discusses DMP using the analogy
of a farmer’s marke:, an open and
browseable market with wares selec-
table by the consumer. This large-scope
and well-designed approach to sharing
digital content will allow faculty mem-
bers to idemtify and select content
appropriate for populating a reading/
resource list, based on course learning
objectives. These materials can be made
available as print or digital content, and
DMP will be designed for maximum
flexibility to accommedate commercial,
non-commercial, and faculty-member-
created content. Somewhere down the
road, students in the Cal State system
will be able to create ePortfolios in
which 1o document their learned com-
petencies. These learning outcomes
will share metadata with the content
used to achieve them and thereby help
fature faculty identify vetted learning
materials,

Starting with the consumer, the eText
Chio project is focusing on student
learning outcomes in the world of digi-
tal delivery. With the support of the
Ohiol.INK library consortium {(www,
ohiolink.edu), eText Ohio has opted to
focus on faculty members who teach
large introductory courses in colleges
and universities across the state. Work-
ing with four leading commercial pub-
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