
Affordable Learning Solutions  

~ 

Course Materials Opportunities 

TWISTERS CSU Fresno  
January 11, 2011 

Sandy Ehrhorn 

California State University 

Liaison 

Campus Auxiliaries/ Bookstores 

http://als.csuprojects.org/ 



AGENDA 

 Goals  

 

 What we have tested 

 

 What is our plan 

 

 Why partnership is important 

 

 How you can participate 
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We Began in 2006 with Goals….. 

 Choice- enables discovery of course-appropriate content, including 
commercial publisher content, library resources, and a wide array of OER 

 Affordability- solutions that reduce the cost of learning materials to the 
student and the institution 

 Accessibility- every student, regardless of economic, physical or learning 
disability, is entitled to a high- quality education with complete access to all 
learning materials.  

 Develop to Deploy:  The development of products and services and the 
deployment of them on the CSU campuses.  

 

 The Digital Marketplace Initiative focused on the development of 
specific tools and services that meet framework criteria.  It addressed 
technology and marketplace needs.   

 

 The Affordable Learning Solutions Initiative was established and 
is an on-going effort to promote and conveniently deploy a wide range 
of these solutions within the CSU. als.csuprojects.org 
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WHAT WE HAVE TESTED: 

 Non Commercial Content now available:   These programs have 
been tested and are in practice on most campuses 

 

 MERLOT: Free access for faculty to simple-to-sophisticated web 

authoring tools (Multimedia Educational Resource for Learning 

and Online Teaching) 

 

 OER:  Open Educational Resources 

 

 SOFTCHALK: Customized commercial authoring tool for CSU 

 

 GIN:  Patron-driven ILL tool to provide articles not in library 

Articles delivered in minutes versus days 
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WHAT WE HAVE TESTED: 

 

 MERLOT: Free access for faculty to simple-to-sophisticated web 

authoring tools (Multimedia Educational Resource for Learning 

and Online Teaching) 

 

 Learn and understand   

 

 Contribute 

 

 Connect 
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WHAT WE HAVE TESTED: 

 

 

 OER:   Open Educational Resources  

 

 

  Convenient search tool for faculty 

 

 Finder on AL$ page helps you locate relevant material 

 

 Faculty determine value 

 

 Free to Students!! 
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WHAT WE HAVE TESTED: 

 

 

 SOFTCHALK:   Commercial authoring tool for faculty 

 

  Convenient search tool for faculty 

 

 Finder on AL$ page helps you locate relevant material 

 

 Integration into LMS and Authoring Tools 

 

 OER options are presented when faculty build course content into 
course curriculum 
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Authoring 

 Page 9   

OER 
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WHAT WE HAVE TESTED: 

 

 

 GIN:   Get it Now (Getit@CalState)   

 

 Patron-driven Inter Library Loan tool to quickly provide articles not 
in library 

 

 Articles delivered in minutes versus days and lower cost for some 
articles   

 

 Moves library resources from ‘just in case’ to ‘just in time’ 
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“Get It”: How it Works 

Demo place holder. Demo needs to include  

(1) use case/scenario of business model  

AND  

(2) technical explanation/demo 

 Page 11 Learning Impact 2010 – May 20, 2010 
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WHAT WE HAVE TESTED: 

 

 

 Commercial Content:   These programs have been tested and some 
are in practice;  all will be available to all campuses by June 2013 

 

 Licensed Content  

 

 Interactive eBook Course 

 

 Rent Digital 

 

 Transaction Management Service 
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WHAT WE HAVE TESTED: 

LICENSED CONTENT:   Selected courses on seven campuses had required ebook 

 

 Chico, Dominguez Hills, Fresno, Fullerton, Long Beach, San Bernardino, San 
Francisco 

 

 Fall 2010 and Spring 2011  

 

 Faculty volunteered;  students had option of choosing ebook section or 
traditional section of course 

 

 Faculty and bookstore encouraged, tracked, and surveyed students 

 

 Materials were various levels of quality from pdf files to interactive 

 

 Cost to students:   35% of the price of a new text!! 
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WHAT WE HAVE TESTED: 

LICENSED CONTENT:     

Classes:  Human Resource Mgmt;  Business Communications, Information Systems, 

Philosophy, Western Civilization, Mass Communications, Financial Mgmt;  Electronic 

Media, Math, Calculus for Business;  Political Science, Biology, Marketing, Criminal 

Justice,  Macroeconomics, Accounting, Chemistry 

 

  5,000 students saved $320,000 

 

 Sell through was 73% compared to 46% in non-ebook identical course  

 

 Mandated purchase not productive as faculty responsibility 

 

 More students have materials = better percentages of success 

 

 30% of students preferred eBook but less than 1% are currently opting for 
eBooks; a big market exists 
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WHAT WE HAVE TESTED: 

INTERACTIVE EBOOK COURSE:   

State of the art material at special CSU prices created by a group of 50 scientists, 
instructors, artists, and interaction designers working together under the guidance of 
NPG's editorial team, with external peer review by more than 75 teaching faculty. 

 

 Chico, Los Angeles, Northridge:  500 students in Fall 2011  

 

 Nature Publishing Group partnered with CSU to create Intro to Biology course 
materials; 175 interactive lessons and continual assessment to help students 

master basic concepts, and draws on the Nature journals' extensive archive  

of research papers to cultivate mature scientific skills, including data analysis 

and critical thinking.  

 

 Materials were $49 compared to $202 textbook and includes perpetual access 
and updates 

 

 http://als.csuprojects.org/home/npg-project 
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Making Science Leap From the Page By ANNE EISENBERG 

Published: December 17, 2011 New York Times 

 WHEN a college textbook, “Principles of Biology,” comes out from the Nature Publishing Group in January, one place it won’t 

be is on the shelves of school bookstores. This ImageAn interactive graphic in “Principles of Biology,” an electronic textbook 

from Nature Publishing, teaches students about the symptoms of a stroke.  This ImageAn interactive graphic from Wolfram 

Research lets readers change the display parameters of an oil spill.That’s because the book was designed to be digital-only. 

Students will pay not for a printed edition at a bookstore, but for permanent access on the Internet ($49).And when they open 

the book on their laptops, tablets and smartphones, they will find other differences, too. True, the text is packed densely with 

definitions and diagrams — it is meant to teach college-level science, after all, and is from the publishers of the august journal 

Nature.Still, this isn’t your usual technical tome. The pages have some pizazz: they are replete with punchy, interactive 

electronic features — from dynamic illustrations to short quizzes meant to involve students rather than letting them plod, glassy-

eyed, from one section to the next. Audio and video clips are woven into the text.“We want to take advantage of the things only 

digital media can do, and that are superior to print, to broaden the ways students learn science,” said Vikram Savkar, senior 

vice president and publishing director at Nature Publishing. “We want students to measure a chapter not by how much they 

read, but by how much they learn.”The book offers many dynamic, interactive illustrations. As students learn about the genetic 

code, for example, they can match amino acids to corresponding sequences on the double helix to understand how an entire 

protein emerges from genetic sequences.Midway through a chapter, some interactive elements will quiz students on what they 

have just read — and provide hints and pointers when their answers are incorrect.“Principles of Biology,” Mr. Savkar’s 

brainchild, was two years in the making. A Harvard graduate with degrees in physics and classics, he wanted to move beyond 

early e-textbooks that were essentially static electronic reprises of the print versions.Most science e-books “are still PDFs of 

print books that are scanned and put online,” he said. (A PDF format preserves the original appearance of a page when it is 

viewed electronically.)“But if the best way to learn is to see something moving, we teach that through a piece of interactive 

media, integrated right into the text,” he said. “If a quiz is the best way, we do that.”Nature Publishing, a division of Macmillan 

Publishers, chose to make the browser central to the textbook, rather than creating individual apps for students to use on 

electronic devices — an expensive procedure that might require as many as 20 versions, Mr. Savkar said. Instead, the Web 

site senses which device a student is using, say a laptop or a tablet, and delivers the appropriate format to the browser.“This is 

a world where students have many devices, and they expect to have whatever they need when they need it,” he said. “But no 

matter what device they go to, the browser is there, and therefore our textbook is there, too.” For offline use, students can 

download a digital edition to read on a desktop. They can also print copies if they prefer a paper version.The biology text, tested 

this past year at some campuses of California State University, is the first of a series of digital textbooks planned by the 

company. 
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WHAT WE HAVE TESTED: 

DIGITAL COURSE MANAGEMENT: Integration middleware for all course materials: 
from adoption to sales transaction.  The purpose of Transaction Management 
services is to provide a CSU-owned technology framework for new, profitable digital 
content delivery and support services 

 

SDSU and SFSU in initial program with two distributors (CourseSmart and Vital Source);  

one-stop, campus system-integrated, full choice course materials service for students 
and faculty 

Many vendors (publishers, ecommerce sites, etc.) offer access to course materials BUT 
they all make a profit that is typically not shared with the campus if not accessed via 
the campus store website 

Serves ALL CSU students, manages risks, and lowers costs and will organize, 
standardize, and track all offerings with campus participation and optimum benefits, 
keeping all revenues on campus 
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WHAT IS PLANNED: 

RENT DIGITAL!! 

 Request for Proposals issued by CO Procurement in summer 2011; 
Four vendors have pre-qualified for MEA status 

 

 Extensive marketing program by CSU and vendors so Faculty well 
informed of choices with Rent Digital opportunities 

 

 Course Material in ebook format for time-specified term; This is an 
format option for students 

 

 As unit volume increases, discounts increase; More affordable 
materials, less overhead 

 

 Students save money with low up-front costs, no  risk of loss or 
theft, and no end-of-term burden to return/sell back 
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WHAT IS PLANNED: 

DEPLOYMENTS ACROSS CAMPUSES 

 Each campus integrates AL$ at their chosen pace 

 

 Integration into campus technology environments (e.g. LMS) 

 

  Digital Course Management participation will result in positive 
outcomes, efficient adoptions, tracking of important information 
system wide, and range of choices in format for students 

 

 Volume of digital etextbooks will be high enough for new and 
more efficient business relationships 

 

 CSU student savings:  estimated at $45M initially (one title per 
student per semester to start) 
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WHY PARTNERSHIP IS 
IMPORTANT: 

YOUR ROLE CANNOT BE REPLACED 

 

Faculty are the experts in specific disciplines; Input and advice on 
processes and programs is valuable 

 

 Choice of content separate from choice of format; Content stays in 
hands of academics 

 

 Tailored to your students!  Unique needs, preferences of OUR 
constituency; Print, ownership options available for titles 
demonstrating student retention of materials 

 

 System wide transfer maneuverability 
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WHY PARTNERSHIP IS 
IMPORTANT: 

CSU COMMUNITY FOR THE BUSINESS MODEL 

 

 Extensive expertise in curating ‘adoptions’ is in place on every 
campus in the bookstore 

 

 Students and faculty look to campus first for solutions, want on-
campus support 

 

 Familiarity with constituency exists and is valuable 

 

  Legal compliance assured, risks minimized 

 

 Information/trends tracked, organized, assessed for learning 
outcomes and leverage 
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WHY AUXILIARY PARTNERSHIP IS 
IMPORTANT: 

EXPANSION IS THE NEXT CHALLENGE 

 

 23 unique campus stores 

 

 Different POS/eCommerce systems 

 

 Different store operators (Follett, B&N, Independent) 

 

 Limited Chancellor’s Office role (Not CMS) 

 

 Many different vendors 

 

To meet these challenges and achieve the goal of tripling the use of digital 
content we need campus partners in the deployment of this service. 
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BENEFITS 
  

SAVINGS AND QUALITY 

 

 Students can afford and will have materials you select 

 

 Insight into material use is gained 

 

 Learning environment can be continuously improved 

 

 Learning outcomes will improve as a result 

 

 Partner in assessing and advising vendors on ereader quality and 
accessibility 
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THANK YOU! 
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Sandy Ehrhorn 
 

 sandra.ehrhorn@comcast.net 

 


