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A Statement Prepared for the National Institute of Education

by the Association of American Publishers
US DEPARTMENT OF MEALTH,
BOUCATION & WELPARE
NATIONAL INSTITUTE OF
SOUCATION
e S et S
SUMMARY © THE PERSON OR ORGANIZATION ORIGIN
ATING 1T POINTS OF VIEW OR OPINIONS
STATEO DO NOT NECESSARILY REPRE
SENTOFFICIAL NATIONAL INSTITUTE OF
EOUCATION POSITION OR POLICY
Introduction

The publishing industry, through the Association of American Publishers,
appreciates the opportunity to work with the Planning Unit for the

National Institute of Education.

The Publishing Industry

There has been a publishing industry in this country since 1685. It is
a divcrsified and highly competitive industry, whose products in print
and all other media, represent approximately 1.4% of expenditures on

education in the U.S. Various statistics are given on sales by type of

material and by subject matter. Oth;r data are presented.

The Publishing Process

The publisher is not a printer. He comounicates ideas. The publishing

- process involves the functions of creating, editing, producing, distributing,

servicing, and financing.

The School Marketplace

Education is basically a state responsibility. In 23 states there is a
state-wide system of adoption or listing which results in the selection of

a limited number of publications from which local schools can choose.

O




This system is generally more dependable in providing basic natérials

" and in replacing materials on a regular cycle. It restricts the choices,
ains at the “average“, and operates conservatively to continuc the
traditional and éstablished. In 27 states there is a system of local
édoption where local districts select materials in various ways. In all

states the procédures for selection are well institutionalized.

Publighing Success

Market penetration and profitability are the best indicators of success
because other possible indicators all have significant limitations in
application. Successful programs normally fit within established proce-

dures, budgets, and patterns of use.

Accovntahility

The publisher's lack of control over the assignment of students and the
teacher's use of his materials makes it impossible for there to be
publisher accountability. Performance contracts have given publishers

the controls and the accountability.

Pilot Testing

Extensive pre-~publication testing is seldom done for a variety of reasoms,
most of which are connected with the environment in which testing must
be done in the schools. However, publishers regularly do pre-~publication

try-outs and prototype evaluation.

"In-Service Training

ﬂgblishers do much in-service training but it is limited by financial
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barriers. Under proper conditions, in-service training can be much more

. wide-spiead and effertive.

Unconventional Distribution Channels

Publishers have worked with television, bookstore distribution, home-selling,
direct mail and book clubs, distribution through supermarkets and other
chain stores, and other distribution channels. However, parents generally
perceive the schools as the educational agency and have not.responded 80

far to efforts to distribhte educational programs on a maés b#sis outsidé

of schoolsv

The Role of Publishers With NIE

Educational publishers have unique resources for the development and
distribution of educatfional programs. They are willing to undertake

projects on their own or in partnership with other agencies.

Conclusion

Basic research in many areas is nee&ed.beforé significant breaktﬁroughs
are likely to occur. While NIE works on such basic research, publishefs
are ready to co;perate with NIE in dealing with developmental projects

that will tackle immediate problems. .
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PUBLISHING IN EDUCATION
A Statement Prepared for the National Institute of Education

by the Association of American Publishers

Introduction

The publishing industry appreciated the upportunity to meet with the
Planning Unit for the National Institute of Education. We appreciate,
too, this opportunity to submit a written statement to assist the
Planning Unit in preparing for an NIE that will make the m;ximum contri-
bution to the improvement of the education. )

The Assoc;ation of American Publishers represents most of the companies
who are active in the preparation and distribution of learning materials
for use in the schools of the U.S. AAP,-thtough its Washington office,
provides a convenient channel for communication and cooperation between
the publishing d4ndustry and the various federal agencies concerned with
. education. The AAP is recady to make available stéff personnel or repre-~
sentatives of member companies to meet the needs~of the Planning Unit or
other groups. Specialists in designing instructional programs, in produc~-
tion, in distributiom, in training, in evaluation and testing, and in
other relevant areas can be assembled by the AAP upon request. Speaking
- for the companies who are members of the AAP, we look forward to a con-
tinuing dialog between our industry and all those who are concerned with

+ improving education.

O




The Publishing Industry

Publishers have been involved in thé practice of education for a long
time. The first educational publication in' this country was the New
England Primer, p+hlished in 1685. (Educational publications were used
prior to 1685, but were imported from England.) From the beginning of
schooling in this country there have been publications in the classroom.

In the 19th century Webster's Blue-Back Speller and the McGuffey
Readers sold hundreds of millions of copies. They provided a common core
of educational experience that helped draw us together as a nation.

No publications sell as many copies today as those d;d when our
country had many fewer people. The demand today is for a wide diversity
of materials in print and other media that meet the needs of a pluralistic
pation. The recle of published materjals in the educational process is
as vital today as it has ever been. .

Totai expenditures on education in the United States are est.~ated at
$85 billion annually. Total expend;tures on all forms of published
educatioﬁal materials in all media are estimated at $1.2 billion annually.
1.42 of the total expenditures for education go toward éhe purchase of
published materials.

Unlike many other American industries, publishing is not concentrated
in three nor four giant companies. The largest American publishing company
has less than 1072 of the total market. There are fifteen to twenty
companies of significant size, and there are lterally hundreds and hundreds

of companies publishing materials for the educational market. (Over 500




separate companies are on the Philadelphia schools 1list of publications
.apptoved for purchase.)

This type of industry, diversified and highly competitive, insures
that new ideas will get a ready hearing. No monolithic semi-moncpoly
inhibits the entry of new products and new ideas into the marketplace.

On the other hand, this type of industry cannot generate the capital
investment that can be marshalled by a giant in the automobile industry,
or oil industry, or computer industry. The publishing industry could not
generate the funds needed to develop an Edsel, or to build an Alyeska
pipeliné. RCA's loss of over $500 million on its computer business is
larger than the total amount spent for school textbooks. Ours is an
industry fhat will not require a loan of $250 million to keep a giant
£rcn foltering noy will ooor management ever result in a multi-billion
dollar bankruptcy. '

If the small size and fragmentation of the industry inhibit the private
application of gigantic rescarch ana dcvelopment expenditures to ‘educational
problens, the small size and fragmentation also promote diversity and
wiliingness to accept change. Mistakes are not fatal to either the
industry or to education.

The educational publishing industry serves di&erai?ieﬂ markets. It
serves the nation's schools, those organized institutions of learning
commonly enrolling children from Kindergarten through high school. It
serves the colleges and universities. It serves nurseries, day care centers,
and other kinds of organized educational activities for pre-school children.

IE)serves a wide variety of adult and continuing education activities




conducted in schools, colleges, churches, libraries, grange halls, and

. & variety of other formal or informal iearning centers. It serves the
individual, through correspondence courses,” through book distribution
channels such as the bookstore, through a variety of proprietary
schools operated Sy publishers, through numerous seminars, workshops,
demonstrations and otlier small-scale educational activities, and through
contract educatio—al programs.

In the past several years the educational publishing industry has
expanded substantially beyond its traditional role of selling books to
schools and colleges. It now serves many other markets through many
ofher wedia. |

The book remains the primary mediun. (A book is- a permanent rather
than transiegt mediun which can trancmit data to the learner at up.to
1000 words per minute -~ comparcd with a‘normal rate of 100 words per
minute for audio media. The book n?rmally contains 4000 to 7000 words
per cubic inch and transmits (or stores) these words at a cost of approxi-
mately 2-1/2¢ per 1000 words. No other medium of communication is
currently as cost-effective in the wide~spread distribution of ideas to
individuals in a form that can be rapidly assimilated, indefinitely
stored, immediately accessed, and which is based on a technology widely
understood and practiced. Such cost-effectiveness insures that the book
will continue to be a primary medium.) Publisher; now offer books in a
wide arrﬁy of sizes, shapes, binding, content, and price.

Publishers also routinely create, produce, and distribute educational

mat~orials in other media. Most major publishers carry in their catalogs
o .




wot{on picture films, sounh recordings (disc, cassette, and tape), film-

. strips, overhcad projection transparencies, manipulative materials,
scientific experiment instruments and matcrials, tests, as well as
hardbound textbooks, paper-bound textbooks, workbooks and laboratory
manuals, and teacher's manuals and guides. Some publishers have video-
tape materials or video cassctte naterials. Some have computer-assisted
instruction programs, or computer-managed educational programs.

Publishers have become, in addition to book publishers, film and
record producers, computer systems and program developers, purveryors
of white mice and bean sceds, scorers of tests, conductors of seminars,
supervisors of program installation, contractors for the operation of
educational programs, and operators of schools.

There is.a unifying factor that underlics all of the diverse activities
of publishers in many narketg and many media. That factor is the applica-
tion of private-enterprise capital and management .to provide products
and services for education.

It is desirable at this point to insert some of the relevant statistics
regarding the publishing industry. The statistics shown are for 1970
vhich is the last year for which data are available. In some cases the
data are approximations. The following data are for schools, school
publishing, and school publishers only. They do not deal with publishing

for colleges or other market areas.
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A. Sales to schools by type of materials:

1. Textboou 000000000000 00000000000000 5365 ﬂlnoﬂ (151 “11‘0“ uﬂiu.
3 per student)
2. "orkbook. ...............O.........‘. sl“ -ultm (118 “11‘0“ mu.
' , 2.3 per student)
3. Teacher's Edition & Manuals ccccccee $ 9 million (4 million units,
A 2 per teacher)
‘. T..t. 000000000 000000 000000000000 00 s 21 uluon
S. Motion Pictures (l6mm & 8am) cceoeee $ 57 million
6. Filmstrips (silent and sound) cceeee $ 3
7. Sound Recordings (Disc & tape) cceee $ 2
8. Overhcad Projecction Transparcancies . $
9., Multi-media and Scicace Kits cceceee $ 17 million
10. H.p.' clom' mrt. [ F N N NN NNNNNENNN] s 1
uo study Pﬁ‘lt. 0000000000000 0000000COCODS s
12. Manipulatives, Boxed Matls.,ctc. ... §
13. Bnc,dopedi“ 00 0000000000000 00000 00 s zo mm
14. . Children's Books for Supplementary .
“ Lib!lty UBG cccccecsscscossccsse § 85 uimm (.WMO)
4 $773 nillion (approx.
$15.15/student)

The sales shouwn above represent 2.2% of the total current expenditures
on elementary »nd mecondary educrtion of $35.3 billiem cetizcted St
the 1970-71 school year. Of that total smount 59.5%, or about $21
billion, was spent on classroom teacher salaries.

Approximately 51 million students were enrolled in U.S. schools.
(K-12) These students received ‘somewhat less than 1,000 hours of
instruction during the school ycar. One of thec ways of looking at
educational cost is in terms of cost per student-instructional-hour.
Classroom tcachers cost $0.404 per student-instructional-hour
(cheaper than wost baby-sitters). All instructional materials
purchased cost $0.015 per student-instructional-hour. Building
maintenance cost $0.019 per student-instructional-hour. (See
COST-ED Model, referred to in Performance Incentive Remedial

Educational Experiment by Blaschke.)

Textbook Sales by Subject-Matter and Level, as Porceant of Total
Textbook Sales: )

1. K-8 Reading and Literature .cceccecccccccces 442
2. K-8 Mathematics cccecccscccccscccsscccssccee 172
3. k-8 Other Lnnsuﬂge ATLS cccceccccccscscccces 15%
‘o K"B Social Science ccecovccscescccsccccssence 9.5:
5. k-8 Science & Health ceeecceccecccccccsccane 8x
6. K-8 All OthEr cccccccccctsscccccssscscssccne 6.22
100.0%
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7. ’-u ugli.h “‘d thet.t“r‘ ................. 2&.”
‘. 9-12 Sdeﬂcc 0000 0000000000 0000 0000000000000 lsz
’. 9-12 sodn st“‘“ 00000000 00000000000 00%000 u.sz
10. 9.12 mmmtic. 0000000000 0000000000000 lzz
u. 9-12 vmtion.l ‘ I“utdu Mt' [ E N NN N NN NN ) 20:
12. 9-12 romisn m‘mc. 00000 0000000000000 000 n
u. 9"12 m oth‘r 00 000000000 0000000000000 0000 s!
100.0%

C. Miscellaneous Data (For companies reporting data to AAP for annual
statistical report only.)
1. Number of field representatives — 1,619

(These represcntatives. vorking daily in schools, are
a major corps of changc agonts.)

2. Asount spent on free exsminstion copics given to educators -
$10.7 million

(Approximately 15 million books and other products are
given sway frce each year for review by educators.)

3. Amount spent on warehousing and shipping == $13.8 million
(This expenditure is cssential to provide the physical

distribution network that permits tiemely delivery of
published products to the more than 93,000 schools in

the country. ‘
4. Amount paid to authors $20.8 million
S. AMsount paid as Federal Incooe Taxes $24.0 million
6. Net Profits $22.7 million

(The preceding figures show that tho federal govcrnment
gets wore in taxes fron publishors than cither authors
or the companies get. The net profits of the companies
sust be used to rapay loans, to provide a return to
investors, and to provide funds to invest in new pro-
jects and programs.)

The Publishing Process
One of the pervading misconceptions that afflicts all who doal occa-

sionally wvith publighers is that they are printers uith-a fancier name.
Q




This misconception may arise from the fact that newspapers have their own

) printing presses rumbling in the basement. And in the McGuffey Reader

days almost all large publishers had their-own printing and binding facili-
ties. Today, hardly any publisher owns manufacturing equipment. This is
because the owner of manufacturing equipment is basically in the business
of keeping that equipmeﬁt rolling. The publisher is in a different busi-
ness, If they aren't printers, then what do publishers actually do?

Publishers communicate. They transmit ideas that educate, inform,
entertain, or inspire. Unlike other segments of the communications
industgy, the companies represented by the Association of American Publishers
do not depend on revenues from advertising, do not need government-—licensed
airwaves or wires, and do not depend upon assembling an audience in a
theater or hs11l, Publishers transmit fdeas through many media -- print,
film, tape, objects -- whatever best communicates the ideas.

Educational publishers provide instructional materials used in learning.
They are primarily concerned with identifying, developing,'organizing, and
transnitting ideas that educate and inform. A successful educat;onal
publisher orchestrates the functions of creating, editing, producing, dis-
tributing, servicing end financing.

Crecating involves the conceptualization, dévelopnent, and grticulation
of ideas. The first step in creation is the identification of a need.

Then ideas that will meet the need must be organiiéd and set down -- on
paper or film or tape or in some other form. Creating involves identifica-
tion of need, program design, and the activities of authorship. The ideas

of'educators, students, parents, rescarch specialists, and many others are

Q
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integrated into the creatiQe process. The field testing of prototypes is
"often involved. )

Editing involves all of the activities-needed to make the ideas articu-
lated by authorship as useful and meaningful to the user as possible.
Editing also involves the preparation of the communication for conversion
into the most appropriate medium (a book, recording, or whatever.) The
first phase of editing ofcen involves extensive testing and revision. It
alvays involves the application of experienced and knowledgcable critical
Judgment. Editing results in more precise and effective communication,
better suited for the audience for which the communicagion is intended.
Design, illusfration, fitting the materials to the space of the printed
page or the time of the film or tape, Qre aspects of the second phase of
editing.

Producing invclves putting the communication into a form that can be
easily ;nd cconomically transmitted to a widely-scattered audience.
Educational publishers must use for&s that fit into the constraints of
the school budget, the school facfilities, the school organization, and the
capabilities of teachers and students as well aé meeting instructional
objectives. The product must be able to be distributed to thousands of
separate educational institutions. Educational publishers almost always
contract production to an outside manufacturer specinlizing in the specific
product. There are different printers with different machinery who spe-
cialize in different kinds of books; full-color or black-and-white, paper-

bound or hardbound, large or small. There are manufacturers who specialize

~4n recordings or films or other kinds of products. The diversity of product

Q
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developed by educational publishers makes it desirable to use a variety
of specialized manufacturers rather than to attempt to do all manufacturing
on machinery owned by the publisher.

Distributing involves making the educator aware of the product's exis-

tence and bcnefitﬁ. eliciting an order, and delivering the product to the
customer's location, in'the quantity, and at the time desired. Educational
publishers conduct extensive selling efforts throuéh advertising, direct
mail, and large groups of ficld representatives to make educators aware

of the existence of useful products. Educational publishers normally
employ electronic data processing, telex communications, regional warehouse

facilities, and large numbers of people to insure efficient and effective

distribution.
Servicing invelves helping the purchacer to know how to use the

product effectively. Educational publishers routinely use in-service
training, demonstration teaching, instructional television, seminars and
workshops, film, as well as printed manuals and guides in éervicing.
Servicing must also generate feedback on the efficacy of the product so
that it may be revised and improved in the light of actual use.

Financing involves providing the funds neceded to support all of the
other functions. An educational publication réquires funds to support its
creation as much as five years before actual production. Expenditures
continue through the editing and production functi;ns. Actual manufacturing

normally takes place five or six months before the customer places an order.

. And the customer usually does not pay for the order until two or three

months after receiving it. These time factors make financing an indispens-

Q : function of publishing.
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The cducational publisher must be effective in all of the areas —

° creating, editing, producing, distributing, servicing, and financing --

if he is to meet the needs of education and-make a profit.

Attempts to parcel out some of these funct;ons to othgr agencies
have not been unqualified successes. Where outsdie agencies have attempted
to take over the creating and editing functions, the products have often
been ingensitive to the real needs of schools, or have not beecn responsive
to the actual conditions of use. The publisher has éomgtimes been viewed
as merely a production and distribution agent, but such a view too often
results in products that cannot be produced or distributed on a cost-
effective basis. Some of the most successful programs developed by outside
agencies have requifed extensive revision by the publisher in order to
adhiéve the promice nationally of their local exnerimental success.

The efforts of for-profit enterprises, competing against each other,
and controlling the total publishing function, still seem the most effec-
tive and efficient way to meet the ;eeds for instructional materials of

educational institutions.

The School Marketplace

The educational publisher's ultimate success or failure depends upon
the selection and purchase of his product._ During our meeting there was
substantial discussion of the process of materials selection by schools,
We will try to put on paper the essential elements of this process as it
actually occurs. |

Education is basically a state responsibility. Hardly any one of the

"G ‘tates has a selection and purchasing process that is exactly like any
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other. For purposes of this paper we yill éroup common practices together
into general categories.

In twénny-three states, there is a syst@m commonly referred to as
adoption or listing. The typical pattern in these states is this:

The state department of education or a grouﬁ appointed by the state
superintendent or state board draws up a course of study and some definition
of the specific kinds of materials they plan to buy. The definition may
be as loose as "elementary science materials." Or it may be a very tight
definition stating that there shall be textbooks meeting specifically
defined manufacturing standards, containing specifically defined content,
presented in a specifically defined mode and methodology, to achieve
specifically defined instructional objectives.

Then the appropriate state officials appoint a representative committee
(usually_of educators) who are charged with seiecting as few as one or
perhaps as many as thefe are (up to ten or twel@e) of the materials that
fit the defined criteria.

Publishers submit examination copies of the publications they feel
will have a chance at approval, meet with the committee members, send
literature, and take such other actions as are allowed by the procedural
rules of the selection process. Sometimes a publisher is allowed only
one 20-minute session to present an entire series or program to the cormittee.

After due deiiberation and voting the committee makes its selection.
This selection is usually coniirmed by the state board or state supcrintenj
den;, sometimes after opportunities for public protest. }

.The selections are then made known to the local school districts. Each

o '
: [ERJ!:bl district must, by a set time, choosc one of the publications on the

IText Provided by ERIC
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state-approved list. That choice will then be supplied to the schools,

" usually by way of orders placed through the state to the publisher. (In

California, the State Printer manufactures most of the books from {ilms
or plates supplied by the publisher.)

The primary advantage to such a state-wide system is that it is
usually based on state funding of textbook purcha;es. The children are
assured a wore dependable supply of basic learning materials. Another
acvantage is that these states normally follow a regular cycle which
means that obsolete materials are replaced on a regular basis.

The major disadvantage of such a system is that by restricting the
choice of materials it is much more difficult to meet the specific needs

of indivi&ual communities, schools, classrooms, and children. Individual-

ization of instruction is difficult to achieve under such a system.

Fulr

A corollary disadvantage is that a state~wide system operates conserv-
atively. When a limited list.of materials is to be approved for an entire
state, materials that are too innovative and too different.have little
chance. The risk is too great. Most materials are selected for the
"average'" student. Normally state adoptions orllistings call for hard-
bound basic textbooks in the same mold as those previously adopted.

Rarely do these adoptions even make allowances'for drill and practice
materials or for testing materials. Only orestate adoption process rou-
tinely considers multi-media systems utilizing non-print materials.

In 27 states there is a system of materials selection called local
adoption or open territory. Practices in these states vary widely but
the common thread is that the local school district establishes its needs,

O s in publishers, evaluates the offerings, and selects the materials.

IToxt Provided by ERI
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E l{llcl gystems.

When the local school district is the size of Chicago or Detroit or
New York, the process takes on many of the aspects of a state adoption.
The size of these districts makes for the same problems,

Most school districts in local adoption states select basic textbook

.

-geries on a district-wide basis. Normally, a comﬁitte:of'teachers, prin-

cipals, and curriculum specialists is appointed. This committee establishes
criteria, reviews examination copies, usuall& hears presentations by
publishers' representatives, then votes fqt its choice. Once the choice is
made, the school district business official estimates the number of books
needed and places the order. Teachers often do not see the books chosen

for then dnt{l they come to school in the fall and find.the books in their
classrooms. Of course, better districts run workshops on the new programs,

order teaciier's editious iu the spring, and take other cteps to mshke sure

. that the new materials are introduced in an effective manner.

In many larger districts there 'is a librarian who orders books for the
school libraries. There is an audio-visual specialist who orders films

and filmstrips and other such materials. Building principals often take

. responsibility for ordering a variety of supplementary materials. Pupil

personnel specialists order tests. Individual teachers often have classroom
funds that they can use to.order (schh funds typi;:_all}.' range from $10 to
$50 per year.) The disadvantages of such a system are easy to see. The
classroom teacher who deals directly with the learner often has little to

say in the selection of most of the materials. The selection pfocess is

fragmented in a way that makes it difficult to select integrated, multi-

IToxt Provided by ERI




-

Within local adoption states there:are other patterns. In a very few
places the superintendent personally makes all of the choices. In some
districts, a district-wide committee prepares a list of acceptable series
or titles and then schools choose from that list.

Where the choice is made within an individual school, it is sometimes
the principal that makes the selection. In other cases, it is a committee
of teachers in the school. Infrequently, the individual teacher is per-
mitted to make hié own selections within certain budgetary limitations.

In secondary schools, the process is somewhat varied because of the
position and role of the subject-matter department chairman. Often the
chairman makes the selection himself or else heads a committee of teachers

in his department who make the selection.

Tuesce institulivnalized procedures for the selection of pubiished
learning-materialé tend to discodrage small-sca}e, low risk experimentation.
They tend to discouragé individualization and innovation.

Like most institutionalized procedures they favor the continuation of
established programs and patterns.

This is the milieu in which publishgrs operate; The most successful

publishers have been those most closely attuned to the realities of this

nilieu.

Publishing Success

One of the questions asked in the meetings was what factors make for
success in the launching of a new publication?
First, one must define success. Success may be stated in terms of

" QO ficial impact upon the learning of children. It may be stated in terms
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of its effect upon the wofk-load of the teacher. Or it may be measured in
terms of market penetration or profitability for the publisher. Or there
may be other yardsticks.

Publishers can sometimes measure their success in teras of the impact
of their materials on the learning of children. Improvement can be measured
on tests. But it is seldom possible to isolate the effect of the published
materials from other influences. Children come to school with widely varied
backgrounds. Teachers use the materials in widely varied ways. All of
the other factors active in the school impinge on learning. In many cases,
1f the children donit learn satisfactorily, the materials are blamed. If
they do.learn satisfactgrily, the school personnel get credit. Success
in helpiﬁg éhiléren to learn is not usually a measure that publishers can
usc with regulavity and confidence although it is possible,

The same kind of factors make many other possible measures of success
unsatisfactory. The publisher usually finds that" market penetration and
profitability are thamost‘practicai méasures of success. .

With these as the measure of success and with the selection system
described above, it should be apparent what factors make for success. A
successful program will be one that does not require significant altera-
tions in selection procedures or patterns of u;e. It will be one that fits
into existing budget allocations, purghasing channels, etc. A successful

.program will have clearly visible fcatures which make it better than its
predecesscrs or competitors but these features will not threaten existing
methods.

An analogy may be useful at th;s point. . In thc area of personal trans—

{ERJ}:tation a successful product is an automobile that runs on four wheels

IToxt Provided by ERI
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with a gasoline engine. ft will cost somewhere between $2000 and $4000.
It will have visible features that are improvements over previous models.

An entirely different product fof persenal transportation can be
conceived. The needs of pcople might be better served by public transpor-
tation, or by thr;é-whecled vehicles powered by batteries. But it is
unlikely that success, measured in terms of market penetration and prof@t-
ability, can be achieved by straying too far from the established automo-~
bile pattern.

Publishing companies have demonstrated their ability to produce materials
for new curricula in mathematics, sciencé, social studies, and othew areas.
They have shown their ability to produce ﬁaterials in new media. But they
have not been able to affect any significant change in the selection pro-
cedures, fun;ing levels, and purchasing practices of school districts.
Thus success is still largely dependenf upon materials which have visible

improvements but wﬁich do not threaten established ways.

Accountability

.There has been_much discussion about accountability or gﬁaranteed per-
formance. Publishers have been concerned with these discussions for the
power étructure of the educational insFitution makes }t entirely possible
that published materials will be asked to bear the burden of accountability
without being given the authority by which to make accountability meaningful.

The publisher has no control over the students who use his, materials.
He cannot specifiy that only those students with specific characteristics
can be assigned tc Lls materials. There is no doubt that certain students
learn better thréugh one sensory input channel than another. Themis no

.ERIC

IToxt Provided by ERI



~18-
doubt that different metho;ologies produce different results with students
C— some being more attuned to authoritarian approaches while other respond
best to unstructured approaches. Some students do best with short bursts
of concentrated attention on a spe:ific topic with a quick shift to another
topic. Other students seem to do better with a'much longer and more
leisurely span of attention to a single topic. Some studcnts come t6 school
with a rich background of experience with language while others come from.
imited backgrounds. Some are prepared for independent work while others
operate best in a group.
We know these and many other individual differences exist, but the
publisher who may have designed his materials — and sold them -~ to meet
a specific constellation of student characteristies has no assurance that
the materials will be used with such students only.
Tﬁe’publisher has no control ovef the teacher's use of'the materials.
If the publisher has carefully structured a seduential program, the teacher
may skip around, jumping b&ck and forth. If the program célls for the
coordinated use of print and film, the teacher may decide to avoid the
bother of requisitioning the projector and use print only. If the program
presumes mastery of skills presented in the earlier part before going on,
the teacher may push ahead even though some children héve not mastered
the skills. These are but a few examples. The teacher is in total control,
in almost all schools, of the use of published materials. (See Life in
Classrooms, by Pnilip Jackson, for a pertinent view. It seems evident that
teachers do not become teachers to manage instructional resources, nor do
they receive any psychic rewards as tcachers -- much less financial rewards
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~= for effectively utilizing instructional materials to produce pre-defined
. learﬁing objectives.) :

Schools have given the publisher no authority, except in the isolated
case of performange contracts, Without authority, the publisher cannot
hope to be accountable or to guarantee performance.

Some publishers have entered into performance contracts wiaere they
have been willing to be held accountable under contractually defined con-
ditions. Given a more clearly defined situation with better controls over
the characteristics of students and the operations of teachers, maﬁy more
publishers would be willing to accept accountability st?ndards for their

publications.

Pilot Testing

Given the budgetary limitations and the nature of the selection process,
extensive pre-publication testing is not.carried out with most conven-
tional products. Since the products tend to be extensi -is of an improve-
ments upon already widely-used products there is more than sufficient
feed-back from user;. For new or unconventional products the situation
is different.

The adoption or selection process, with its emphasis on broad-scale
use, discourages the small-scale, low risk experimentation that is essential
to initial testing. Since any testing involves the lives of boys and gifls
and uéually involves public monies, it is seldom possible to get school

districts to commit large numbers of children and large expenditures to

test new or unconventional products that are significant departures from

established practice. The rcluctance of school districts to participate in

Q
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wide-scale experimentation of a radical natﬁre is probably a comnendnble.
" stance. Few parents or taxpayers would have it otherwise.
But the short-time, small-scale experiment, involving only a few
children and a fow dollars for a brief period, is discouraged by the system
. of selection and by the reward structure within schools. It is further
discouraged by those who denounce such experiments as being statistically
invalid and therefore worthless. (Those researchers who expect to get
the same neat computerized results from research within schools that they
can get with white rats in the laboratory.are a significant barrier to
ptOgresé in education.) Additionally, small-scale pre-testing is usually
done éy the best trained and motivated teachers, conditions not likely to
be found for full-scale use. Finally, an experiment that produces -quick
improvement usually has parents claworing te meve all children to the
experimental methods or materials. This kills the control and the iQngi—_
tudinal aspects of experimentation. Lo . ) - {
There are many examples of lengthy and costly experimentation preceding
the development and publication of programs. Publishers have done this,
but the realities have prevented significant experimentation and product
testing for most of the best~selling products, except as feed-back from
wide-spread use can be applied to revised or iﬁproved products. However,

most new programs do entail some form of prototype-evaluation.

In~Service Training

Much attention has been given to the role of the teacher in the learning
process and in the use of materials. Publishers have been very aware of
*+5 ‘mportance of this role. A great deal of effort and money is expended

©

! Egiig;blishers to assist in the in-service training of teachers. Many million
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teacher's editions, teacho;'. guides, and tcacher's manuals sre sold or
given avay each ycar (many more given awvay than sold.) Most larger
publishers employ specialists whose only function is in-service training
= througn seminars, vorkshops, demonstration teaching, individual or
small-oroup counseling, and other veans. In addition to these persons,
most publishcrs also provide in-service training through other media.
Motion picturc'filns, videoéhp;;, sudio cassettes and records are
commonly used.

The nature of the school rcward structure snd the problem of rcleﬁled
or frce time makes in-service training a haphazard affair. It is meither
as extensive or as cffective as it could be.

It is also limited because in wost cascs schools have been unwilling
to pay for in-scrvice training in the use of published materials they have
purchased. This puts severe financial limitations upon the quality and
quantity that can be offered. It also inhibits publication of programs
requiring re-education of teachcrs. ' '

For the National Scicnce Foundation curriculum reform projects of the
1960's this situation wa; different. At that tiﬂlvthirc was substantial
prestige as well as financial rcward attached to attending a workshop on
the new curricula. NSF paid thc costs so that'.chool districts were not
requ.red to0 pay eaxtra. Huch of the in-service training given at that time
vas unrcalistic in its relation to thc actual classroom requircments of
the attcndees, but nevertheless, it was clearly demonstrated that it is
possible to insitutute wide-sprcad in-service training, given the proper

conditions.

Q
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Unconventional Distribution Channels

The question was raised as to whetﬁer or not non-institutional avenues
to the education of children could be used more effectively.

Publishers have been active in this area. The key factor scems to be
the establishment of viable channels for distribution. One such channel

is television in which Sesame Strect has been a conspicuous entry. However,

the situation does not scem promising for the use of television as a com~
mercially viable channel for cognitive learning.

Other channels of distribution have been tried. Normal booksture
channels are used for a vast array of more or less educgtionai products.
Unfortunately bookstores are too few to serve the needs of many.

The hdmeéaelling efforts of publishers, particularly those specializing
in encyclepedias, have shovm annther chanmnel for the disrribution of
learning materials. It is evidently, however, a channel unsuited for
low-cost items.

Direct wail and book clubs have:beén another type of channel often
employed by publishers to bring learning materia;s to the attention of
parents. |

Supermarkets, drug stores, and other fypes of chain stores have been
enlisted to serve as distribution channels for learning materials.

In these and in many other smaller scale experiments to find viable
channels for the distribution of learn;ng materials, publishers have usually
found that there is a limited market.

At present, most parents assume that the schools is the institution of
education and that they as parents have only an incidental responsibility.

Q
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Despite the earnest desire of many upper-income and/or highly educated
parents to play an important role in furthering their children's education,
the vast majority of parents have neither the time or the inclination to
assume an educational role which they believe is properly the function
of the school. This belief makes the market for imstructional materials
very limited outside of organized institutions of education. (Even in
the area of children's books, which are very widely distributed through
many different channels to parents, it is usually estimated that approxi-
mately 85% of all children's books selling for $1.00 or more end up being
bought by schools or libraries.)

A massive realignment of the perceptions of parents regarding their'
educational role will be needed Sefore large~scale efforts to provide
education outside of crganized educaticnal inst;:uticns con cxpect to have

nuch significance.

The Role of Publishers With NIE o ) : .

NIE plans to focus a major portion of its_efforts on problem-solving
developmental projects. In such projects educational publishers can play
a significant role. Educational publishers have unique resources to be
applied. They have a trained pool of program managers, editors, and
designers vith long experience in shaping creative ideas into learning
programs that are effective, manageabie, and economically viable. (Many
were educators before moving to publishing.) Publishers have specialists
in design and illustration and specialists in various audio-visual and other
media so that ideas can be most effectively presented.

Q
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The publishers have manufactuting specialists who can find the means
of manufacturing quantities of instructional matcrials on a timely and
economicélly feasible basis. - |

The publishers have a large corps of marketing personnel who spend
full-time introducing new products to schools, doing in-service training,
and obtaining fecd-back on tne results of usn. |

The publishers have a highly developed capacity for the physical
distribution of instructional materials.

And if there is a reanonable opportunity for return, the publishers
can ntovide financing of appropriate aspects of a pfoject:

vin the past, it has seemed that a bias against the use of.ptivang
for-profit companies has led some agencies to 1gnore}the capabilities nf
the educaitonal publishing industry. Hopefully, that bias no longerv‘\
exists. . ‘ ' |

In developmental projects publishers are prepared to undertake an
entire project, directing all aspects. Many publishers havé had experience
in operating projects on this basis. Publishers are. also prepared to

cooperate with other organizations in providing publishing services.

In such cooperative ventures it is essential that the publisher be .
‘selected and become involved early. Too often in the'past; publishers.
have been invited into projects long after unworkable or uneconomic
materiais have been frozen into the project.

In‘projeccs that are planned as cooperative ventures between publishers
and other organizations, it is desirable to ask that the cooperative team

CLERIC™

nvolved ftom che vety beginning. Projects that are likely to involve
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published materials should-specify that proposals prgsented by publishers
‘or teams involving a publisher will get the most favorable consideration,
all other things being equal.

Publishers stand reédy to cooéerate witﬁ'others -~ yniversities, non-
profit research centers, etc. =~ in preparing proposals and in working
on projects. '

The Association of American Publishers will undértake the responsibility
of informing all publishers (members or not) of opportunities of this |
nature. Then the competitive nature of the industry will insure that
several publishers will become involved.

However, no publishers will be likely to become involved if there is
no opportﬁniny for a return on the investment of time aﬂd money made by

the ?ub]isher. If publishers comit personnel and funds to projects, they
anticipate that this commitment has a reasonable chance of producing as
good a return as éhe conmitment of these resources to other possible pro-
jects. The same position is likely to be held by all agencies and organi-
zations, non-profit or for profit, private or public. The NIE will also
commit its resources to projects that have a hiéher potential return than
other available projects. We all recognize the risk of failure. But
that risk must be balanced by the hope §f retufn.

The measurement of return may vary somewhat, depending on the nature
of the organizaticn. Publishers ofteh think in terms of the profits that
may be generated -- return stated in dollars. Since money may be placed in
prudent securities and earn a return of five to six percent a year, publishers
generally expect to invest thelr funds in projects which will earn a return

Q r than that uwinimum. However, in all business and certainly in the
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publishing business, compaﬁies forego immediate return for the sake of the
future.

Many publishérs wopld be willing'to forégo.profits from a specific
project if the results of the project -- in terms of experience gained,
materials developed, techniques perfected, or whatever -— promised the
hope of signifiéant returns at a later date.

The puﬁlishing industry has companies with experience in conducting
complete projects on their own. Publishers have been the contractors for
R&D activities of many kinds. Publishers have aléo worked cooperatively
with universities, regional labs, R&D centers, and many other organizatims
in activities of many kinds. Pubiishers are flexible and can briﬂg to
bear a wide va:igtf'of resources under a wide variety of conditions, so
long.as there is some reasonable expectation that al some foreseeable
time the investment of these'resources will produce a return to the

publisher.

Conclusion

Publishers are probably not well-suited to undertake basic research
projects. And yet most publishers feel strongly that it is through such
projects that NIE can make its major contributions.

The nature of the educational establishment as a social institution
deserves extensive study for it is the dynamics of this inmstitution which
prevent many changes from occurring.

The nature of the human learning process deserves study from many

different aspects. We are gravely limited in improving education by our

lack of knowledge about human learning. We do not even have any very good
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theories upon which to base developmental projects.

' The absence of productive theories has hampered publishers as it has
all others working in education. Newton's theories in physics provided
the basis for massive developments in technology, developuents that remade

“our world. The theories of quantum mecﬁanics have largely displaced
Newtonian physics, but that in no way diminishes the significance of
Newton's theoretical base for the technological developments built upon
that base. We need powerful theories of human learning which can generate
the same burst of develcpment in education.

Education as a social institution and human learning are but two of
wmany areés in which our basic research is sadly deficient_and in which
theoretical foundations are lacking.

Publizhers can fully participate in programmatic, problem—-solving
projects. Their experience and capability suits them for this. But the&
recognize that such projects are likely to havé only limited impact without

a stronger foundation of bésic research. '

Publishers welcome the opportunity to work with NIE on developmental
projects. But they'strongly encourage NIE to push forward the frontiers
of knowleége through basic research so that ﬁore significant and lasting
improvements can be made. |

Perhaps the automobile analogy can be used again. Automobile companies
are working with the Department of Transportation to develop safer cars,
more pollution-free cars, and so forth. But it is likely that significant
changes cannot be made without ﬁ better understanding of the ?mplications
of the automobile to thc social, psychological, econonic, and political
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arenas. Why do people persist in driving even when good public transpor-
'_tation is available? 1s there some-potentialt;echnology which would ..
satisfy the psycho-social needs of man, be economically and politically
feasible, which would also avoid ail of the well-known problems of the
automobile? Hopefully, -such research is going‘on at the same time that
efforts to improve existing vehicles traveling on existing highways are
being made. |

Publishers are painfully aware of the>ignorance that prevents then
and the educational establishment they serve from providing effective
learning to all children. But publishers are also aware of the capabili-
ties and experiencé they hévé developed and which is available to ﬁelp
make improvements in our schools today. The pubiishing industry looks
forwaid to being a partner with NIE and with other agencies in impreving

education.
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