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Carol Minton Morris
Kaye--The goal for this meeting is simple—where are our points of collaboration? What work do we need to do to build the NSDL? The NVC has told us that disparate efforts that go forward but are unconnected to the operational needs of the library will not work. The CI/Pathways collaboration is about building NSDL in a thoughtful and focused way. This meeting is an opportunity to work with together and get to know each others’ projects.

Introductions.

Kaye--While the library is for everyone that includes the whole sphere of education as defined by NSF in NSDL RFPs, K12 is where we can have a proof of concept with respect to educational utility. We narrowed the K12 scope down to MS, which we understand as a diffucult area within K12 where we loose a lot of students. Working with ENC we have been developing a Middle School science portal. This collaboration has been a prototype for the whole Pathways idea. Len Simutis, Director of the Eisenhower National Clearinghouse, will introduce this work for NSDL.

Len—I hope that ENC’s experience to date will inform the pathways collaborative venture.

Goals

--prototype due out on for AM

----identify Math and Science resources within NSDL collection appropriate for grades 6-8

----Augment metadata, doing it by grade level and resource type

----Note “JAWS”—just another web site

----Not meant to be comprehensive, very selective

----Looking at the M and S domains and doing gab analysis so that the collection becomes representaive of the full range of subjects of interest to MS teachers.

----use staff of MS content specialists to do this work

----harvest the MR and filtering collection by subject as a first cut

----then do crosswalks as close to Dublin core as possible

----will contribute augmented md back to the mr

Lessons learned on this project

----Inconsistencies in record formatsw

----Vocabularies

----Can’t parse by grade

----Use of urls

----Granularity

----Filtering bibliographic records

Harvesting alternatives

----may be able to identify a site and Ivia may be able to generate md from url

----data mining—fedora

----CI crawler

----autonomy suite, ENC, harvesting full text of resources and apply autonomy thesaurus

Look and feel

----grabbed the look and feel of nsdl.org

----thematic electronic publications context--weekly publications is what they do

----hope interface will promote browsing by standards and topics

----and will personalize resources by area of interest

----issues across this on single login.

----working with standards issues in many instances

How to work together

----marketing and advocacy (gov’t relations)

----long-term planning and responsiveness

----Community and key participants

----A collective and a collaborative

----Consensus and leadership

----strategic planning and transformation (looking for leverage points)

Kaye—We are looking towards transforming NSDL from a project to an institution. The Acting Dir. of NSF was at UCAR has been told that we are aiming for NSDL becoming the Google of STEM education. Creation of that institution is what we are here for today.

Out/Comm/Branding

Branding part one:  NSDL Portals, Susan Van Gundy

Need to go forward with the Pathways projects in a collaborative manner:

Choosing Terminology

----meaningful to diverse audiences

----raises appropriate expectations

----succinct

Co-developing a Look and feel

----condistent but flexible

----respect existing brand dvelopment

----continuity for users

----across audiences

----future pathways

Processes to implement

Work with instructional designers

----What works with young people—grabbing their attention

WGBH--Our primary brand is teachers domain and other brands are associated like public television

--Some people know NOVA and other shows, can tie this in

--managing multiple brands

--within our site we need to reflect others’ brands like the logo and names of our co-producers and funders

--how should our relationship with NSDL be reflected? Where does it fit in the mix of other brand representation

Kaye--“Cascading brands”—do you have a way to deal with that? Kaye

Deb--working on this.

Rachael--Scout, comfortable being co-branded, but not subsumed

Kaye--Very important to sustainability that those brands be there—NSDL is living in reflected glory. Will we make distinction between Ask NSDL and other services. How much do people “get” it.

Len—in many respects branding has to go very deep.

-----“pathways.nsdl.org” ---suggestion from Lee

------has not worked for Math Gateway or IS, some of these other brands are better known. 

Bill--we are the small fry. 

Don--these brands are very well known in their communities.

Deb--hierarchy of recognition of a brand:

--visual elements

--logo

--name

--url

Rach--should be redirects from existing urls.

Casey--but users should be able to find the distict urls

Don—without the association with the organization Math Gate will not survive.

Rach—Can have these discussions, in three years we will have a different idea of branding based on what works and what brings users and finding into the web sites.

Deb—moving though time suggestion, incorporate a tag line in the header—something that explains the NSDL—issue is around NSDL, not WGBH

We need to come out of this discussion with a working group that will continue to work with visual elements of branding NSDL portals

Rach--Each pathways “about” should have some text that is continuous throughout all abouts—minimal thing that we could all agree on:

----about teachers domain (1)

----about NSDL (2)

----about pathways (3) Mike

Susan—should have explanatory text for each partner.

“An NSDL Channel from _____________” Rachael

“An NSDL Pathway “(two links to information) John, minimalist Google model

Casey—too much stuff will not work for users.

“The capacity of people to comprehend the bits that will illuminate the whole is limited” Pathways Concept understanding.

Outreach Activities, Susan Van Gundy (ref. ppt.)

Branding part two:  NSDL Resources, Carol Minton Morris (SVG has notes)

Learn NSDL Magazine comments:

--Co-brand with a big teachers org.

--Be careful with the tone—magazine, not an education journal or report

--Launch is important—if it’s a pitch to elementary and ms teachers might be too limited

--Might be better to segment according to a specific age or discipline market

--Focused on people who might not have specialized discipline information.

--Bill would not read this—not part of the target market

--Would make sense to spin various information streams out from Fedora for different target markets.

Collections Development, John Saylor, Mike Luby

Broad and deep collection of primarily open source resources. Mike handles agreements with publishers. 500 collections submitted for inclusion. About 400 are in. Working towards establishing contracts and relationships with publishers. Looking into ways to establish production systems with publishers. Adding some small pub collections using Internet Scout’s CIWS will make it possible to establish some processes.

Len--With the passing of the collections component from the NSDL what is the source of support for expanding collections?

Rach—Pathways will be working on collections.

John—We are making the funnel for pouring collections into NSDL much wider with Pathways. Also Ivia work will help.

Kaye--We need to generate three issues to work on at the very beginning to report back to the larger group.

Deb—Teacher’s Domain has definite strengths and weaknesses with respect to marketing:

2 products

--a collection of science materials for k12 classrooms

--an off-shoot of the collection is TD Professional Development that is comprised of rigorous asynchronous courses that can be used for prof. dev. purposes. They also develop workshops

----teach a teacher about content knowledge

TD collection is free. Courses and workshops are not free. Could be purchased by school districts or other entities

Market--Media specialists, teachers, curr. developers, staff developers, principles and administrators, universities, directors of distance learning.

Budget issues—first round did not include any outreach money. Philanthropist donated to make their outreach possible.

----businessman and wanted to make sure that some of his money went towards marketing and sales as well as product development

Outreach money is focused on courses, not on the collection. Deb tries to figure out how to leverage marketing strategy for both areas. Leveraged the WGBH logo/name for awareness.

BSCS, DLESE, NASA will be a part of TD in the future (kind of sub-pathways concept)

Branding with NSDL—mechanism for review of print materials and a guide about how to proceed in the design phase.

Integrating marketing initiatives to reduce the market gaps.

TD prof dev competes with many different products—have to play in their marketing space—mag advertising—follow competitors lead—this is strength

Weakness is in partnering to spread the word.

Going to meetings—NSDC, ASCD, AESA—ads in many of their journals, some online advertising, Google key word advertising, very cost effective, direct mail pieces to trade show lists and teachers

Publicity—trying to reach science and education writers—will share the list.

WGBH Press Room—may get new press relationships.

Need to identify partnerships, co-marketing opps

The Civil Rights Collection timed with the 50th anniversary of the 14th amendment—flyer and press release for all of the partners in the project. Reflected out from there—Partner press releases. Would like to build on this model with NSDL.

PBS may distribute TD through the rest of their network. 7 minute film—dynamic way to show a day in the life of a dl.

Bill--What % of total budget that goes into the TD budget?

Deb--2% of total to create the courses. Stretching as much as possible. Single message is not as effective several messages to strategic audiences.

Rachael—AMSER

Utilizing the things they have in Scout and leveraging relationship with Merlot to accomplish outreach. 350-400,000 readers per week estimated.

Two aspects:

--faculty support and development

--hands-on training at community colleges and how to help adjunct faculty

--done in the context of a lot of market research

--don’t assume that they know what is needed—mostly will be gathering information before instantiating an outreach program 

--AMSER promotional kits


poster


stuff about NSDL


other materials

--SUNY learning program—may develop an online professional dev program for community college staff

--Do conferences, AACS, anything that is a part of community colleges

--NSDL Bulletins based on a survey that is based on levels of access to to pieces of information

--have a list of lists aggregated for dissemination

--Scout reports is done by one grad student—always use GS.

Marty-Shodor

More of a mindset of,  “If you build it they will come.” Know that Out/Comm/Mktg. are critical, but not committed. People seem to find it. Resources for teaching computational science. Seem to be able to link school year activity with web site usage. Materials are vetted—important to teacher.

Eastern part of NC—very diverse, very poor. 85% are on financial aid. Bb P. came in 97. Planning for a degree in computational science.

Do a lot of workshops geared to undergraduate faculty. Introductory workship are 5 daysy. Have been able to have the ws funded—are free in aa dorm room.

Math Pathways
Math Forum is the central part that is tracked

Three journals, a magazine, lots of pubs.

MAA liaisons that spread the word

Really likes good math stories. Are there math evangelists? These people seem like underdogs in the discipine area and really want to make this fun.

Gives courses and workshops. Targeted appearances at related conferences and meetings. 27,000 members of the Math Gateway.

ENC

Marketing the middle school portal

Meeting—presentations, staff who are representatives at conferences.

Do-dads at conferences. Have learned how to be shameless self-promoters. Especially on their own web site. Lots of pointers within the web site to their own resources.

Main ENC web site is from Dept. of Education. We have the opp to promote the pathways projects in their publications

6-16 page issues per year, 135,000 subscribers to their paper pubs. Also a weekly online publication. Print drives to online versions

Exhibit at NCTM--Hired a vidographer to go—nice to make a promo and put it on disk as a pass out to legislators.

Council of Society Presidents—esteemed scientists and mathematicians.

