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Disclaimer 
 
The following materials and information are for educational purposes 
only and not intended to constitute professional advice.  Statements, 
opinions, or views expressed by presenters do not constitute or imply 
endorsement, recommendation, or agreement with such statements 
and opinions by the presenters’ employers. 
 
The Business Model Canvas is used pursuant Creative Commons 
Attribution-Share Alike 3.0 Unported License granted by the Business 
Model Foundry AG at 
http://www.businessmodelgeneration.com/downloads/business_mode
l_canvas_poster.pdf 
 
To view a copy of the terms of the Creative Commons license, visit: 
http://creativecommons.org/licenses/by-sa/3.0/ or send a letter to 
Creative Commons, 171 Second Street, Suite 300, San Francisco, 
California, 94105, USA. 
 
The diagrams concerning the EdMap process are provided with 
permission of EdMap 
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Average 
annual cost 
of textbooks 

$1,200 
Of students 
do not buy 
books due 

to cost 

65% 
94% 

Believe that 
not buying 
the text will 
hurt their 

grades 

80% 

Believe they would be 
more successful with 
a free online e-book 

and optional 
hardcover book 

In short, students are risking lower performance  
to save money on books 

Source: Senack (2014) 
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37%

41%

46%

48%

52%

57%

61% Class Research 

School-related email 

Taking in-class notes 

Book Notes / highlighting 

Non-textbook readings 

Watching lectures 

Accessing LMS 

Source: Pearson (2012) 
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Scholarly 
Digital 

Content 

Graphics 

eBooks 

Digital 
Journals & 
Databases 

Library 
Resources 

Video Publisher 
Content 

Web Content 

Presentations 

Proprietary 
Content 

Presenter
Presentation Notes
This represents but a sliver of the world of digital content.  eBooks (OEM, Kindle, OverDrive, Adobe Digital Editions) eTexts (multiple delivery methods and platforms available, such as Constellation, VitalSource, CourseSmart, etc.) (publishers, such as Wiley, Pearson, Sage, Houghton-Mifflin, McGraw-Hill, Cengage, boutique publishers, academic publishers)Journals, Databases and library resrouces (PDFs/HTML/Print) (EbscoHost, LexisNexus, ProQuest, Ebrary, Web content (academic websites, Google ScholarPublisher resources - Video – Youtube, Vimeo, publisher resources, Audio - Graphics – iStock, 123RF, other image repositoriesPresentations - Proprietary content (can include all of the above)



• Content is abundant, much of it free or at 
dramatically lower cost 

• Almost all publishers have digital options 
available today 

• Customizable content 
• Delivery to student is free and instantaneous 
• Faster turn around of course revisions 
• Content is much more accessible than it was 5 

years ago 
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Lower 
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Students 
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Students 
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Students 
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Articles 
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Anthologies 

Articles 
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Libr. Portal 
Databases 

Vendor support 

Vendor support 
Librarians 
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Publishers 

Content 
Curators 

Lib 
Databases 

Reader 
Software 

Analytics 

Info Literacy 

Curation 

Analysts 

Librarians 

Curation 
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Publisher 
Royalties 

Database 
Subscriptions 

Personnel 
Cost 

Book 
Purchases 

“Resource” 
Fees 
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Lower 
Division 

Students 

Upper Div 
Master’s 
Students 

Doctoral 
Students 
Faculty 

eTextbooks 

eTextbooks 
Articles 

eRes. Texts 
Anthologies 

Articles 
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Vendor support 

Vendor support 
Librarians 

Publishers 
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Publisher 
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Subscriptions 
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Cost 

Book 
Purchases 
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Reader S/W 
Libr. Portal 
Databases 
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• Librarians as 
knowledge 
“literists” 

• Use of content 
curators 

• Faculty trained in 
content 
management 
 

People 

• Knowledge literacy 
designed into 
content 

• Content Curation 
• Content 

provisioning, 
deployment 

• Student-facing 
support 

• Institutional 
purchase model 

Process 

Place 

• Virtual space designed for knowledge mgmt 
• Physical spaces for collaboration 

Technology 

• Reader / portal software 
• Curation tools 
• Student bibliographic software 
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1. Analyze content for commonality 
• Common publisher 
• Sell-thru  
• Current inventory 
• Minimum order requirements 

2. The path of least resistance – Constellation, 
CourseSmart, and Kindle 

3. “Turn on” digital content for all current adoptions 
4. Communicated to faculty and staff 
5. New content gets eBook only status, old content gets 

print edition, phase-out status 
 

Digital Strategy 
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• Comprehensive  
in scope 

• Customized to  
institution’s 
learning 
environment 

• Focused on 
curating 
enhanced, 
enriched and 
innovative content 
that match critical 
learning objectives 
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Source: Rohrer (2014) 

Presenter
Presentation Notes
ED MAP CURATE Professional Services for Course Development SupportWhy CURATE?The continually growing importance of the Web (MOOCs, OER, etc.) as an academic resource, coupled with the recognition of a digital divide, continually rising textbook costs, student curiosity and the presence of numerous for-profit and not-for-profit higher education institutions, are driving interest in new and innovative ways to think about course materials. Options within the content landscape are increasingly plentiful. Just browsing for textbooks no longer suffices and to keep the course content relevant, fresh and helpful is critical to achieve higher success, retention and graduation rates.More and more case studies show that the acceptance and use of free and cheap non-traditional resources is growing. New players are entering the market offering content repositories for university staff to browse. But finding the best pieces to fit in the content puzzle is time consuming and, in many cases, costly. Not all higher education institutions can afford to hire a course development team or are structured to use one, leaving course material searches and selections to individual faculty or curriculum developers, a committee – or the publishers. But do those materials match course objectives 100%? Are these materials evaluated by professionals in the field to assure the best possible learning outcomes? After all, it’s important to provide students with relevant information that enables them to succeed in an academic setting, thus achieving higher graduation rates. ED MAP created CURATE to help faculty and curriculum developers navigate successfully the complex content landscape. More than 10 years of collaborative work with many of the largest education institutions to develop effective course material strategies that incorporate each institution’s specific goals and objectives provides the foundation for developing CURATE. Our extensive experience also has allowed us to develop strategic relationships with many content area experts (CAEs) in different areas of studies who can provide proven tactics, feedback and insights into the latest relevant trends and developments. CURATE SERVICESCURATE utilizes a holistic approach to course materials. As no single content repository can contain the breadth and depth of relevant available content, we employ search experts with subject matter expertise to utilize relevant databases and resources to find course materials in a variety of formats. They curate their selections with an explanation of why they are relevant, matching them to your course objectives. After the initial selection is reviewed, additional curation can be conducted. ED MAP is then able, if desired, to deliver the content to students through physical or electronic course packs, custom texts, links, etc. Our experts explore a variety of resources from well-known content repositories such as TED videos, Kahn Academy, government resources, library databases, YouTube, etc., as well as secondary content providers who might lack the resources of major publishers to cover large regions. These resources can present opportunities for an institution to provide students with unique, relevant and cost effective content.  
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• Leverages best-of-
breed components 

• Content agnostic 

• Integrated to any 
SIS and LMS 

• Flexible business 
models including 
the use of financial 
aid 

Aug. 6, 2014 Digital Strategy 

Source: Rohrer, E., 2014 
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Educate internal 
stakeholders on  
the vision and systems 
Support students, 
faculty, and 
administrative staff 
Provide the ongoing 
data and resources to 
optimize and evolve 
the content strategy 

Aug. 6, 2014 Digital Strategy 

Source: Rohrer, E., 2014 



1. Commit yourself to going digital 
2. Get leadership’s okay 
3. Always remember to make it easy on the students 
4. Choose a primary vendor and content delivery 

method, and rely upon them 
5. “Turning on” eBooks for current adoptions is an easy 

place to start 
6. When socializing, appeal to their pocketbook and 

their date books – eBooks “save money” and “save 
time studying” 
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