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e state and intermediate education agencies. Included is a compilation
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‘organization of this paper reflects these underlying pattérns. At the
same tlme, behavioral sc1ences'and marketlng research. are brought to
bear in an effort to help explain the need for planning and -
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differentiation, and communication skills. Case studies are briefly
discussed, and a table of indicators is provided as a tentative
quldellne. In conclusion, some policy implications are briefly
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by the National Institute of Education, Department of Health, Education,
and Welfare. However, the views expressed herein are not neceisarin
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Tne stimulus for this preliminary look at tactics in educational R&D
diffusion came from Dr. C. L. Hutchins, formerly an Associate Laboratery
Director. One of the current Associate Laboratory Directors, Dr. Paul
food, and the Laboratory Director, Dr. John K. Hemph11] made valuable
suageat1ons that improved the focus of the author's work However, any

““NUQ“X'

“laws or lacunae should not be attributed to them. To the extent poas1b1e »

the Laboratory would hope to revise these materials’ f)on time to tjme,
perhaps on an annual basis, and would appreciatn receiving comments, up-
dated information, reports, and field experiences that could be used to
strengthen the present entries and/or correct the obvious inadequacies
in tnis prototype version. Only by pooling the accumulated know-how and
real-world experiences ot the entire educational cdmmunity can we make

a sensible and lasting contribution to the improvement of education for
1V children, N & -
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* Who needs a collection of change- agent tattics? Probably
all those responsible for -planning and diffusing résearch-
based innovations. Probably many who hold either staff or .
line positions in state education agencies. Probably atl
who.work in intermediaté education agencies. And probably
many who set federal education policies, A conceptual scheme
is introduced that may allow the educational diffusion com-
munity to begin to analyze more clearly some ways of reducing
the gap between research and practice. Tactics, arranged
. along a hypothetical continuum labeled * 1nformat1on,“ "de-

) monstration," and "field agents," are viewed as progressing

“ from the easy and relatively 1nexpen>1ve to the complex

and costly. © .

L

This tentative work is an effort to merge marketing knqw-how,. infor-
]

j@twon sc1ence and some of the early experiments in educational R&D

d1ffus1on so that concerned educators ¢an build on the accumu1ated experi-

ence, refine it, scour out the dross, d begin to build a knowledge ..
) o '

[ baseffor future work in this domain, . U

\ ”
The change-agentry tactics analyzed in the following pages are dis- -

¢

cussed, as will be readily apparent, from thé vfewpoint of the innovator

“lﬁ committed to reducing the much-pub1icized'gap between educational research
and 'development and actual school practice. Probably these tactics fit .
the perceived Qeeds of R&D aaency and state or inteymedi?te educatién§1
agency diffusion personnel nore comfortabiy‘than those of ‘intra-system

\
chanage agents. But the n ttor shoqu flnd mos t of the ideas and the

v

references useful as tpey st-ive to.bring about self-renewal of the schocls
thet they are employed t serve. . N
The theoretical underpinnings. stem from Rogers' & Shoemaker's mode!

: Vv
© (1971) of the innovation-decisicn process (with stages progressing from

g




- case sthdies could b

" is still quwte 1nchoate Norie of the studies that has been uncovéred to .

-awareness throuéﬁ interest and'evaluation to trial and adoption). The
change-adent role‘follpws Havelock's (1971) set of "senderﬁ actjvities:; .
idform demohstrate..and finally, train-help-service-nurture. We scarcely ) *
deal here with user-system capac1ty or even with specific product charac-
terNstics, since recentaLaboratory work in that area is being reported .

S1mu}taneously in Sikorski- & Hutchins (in press). Moreover, we deal

~only cursori}y'with‘Eﬁsitive,rewards as a tactic, since no educational

found fb support gnything but guesswork in areas
L}
other than direct subs1dy _ .
\f» Anyone who plans to make use of the notions outlined in thlS proto-

type should be cautioned that the state of the art in educatxona] diffusion

date 1s.1ong1pud1na1. Few lasted more than 12 months. Very few document

actual costs. The most careful studies have been carried out in marketing,
] v ’ :

aq!gptisiﬁg, and public opinion research, or in fields of social science
(psycholagy) sociology, etc.)., Unfortunately, most educational experiments
".I,

in change agentry tend to ignore any type of cost-benefit analy.is.

The entries that follow are grouped according to a conceptual scheme”

. that moves from the cognitive (awareness, knowledge) end cf an educational

change centinuum on through the conative (conviction, adoption, utilization).

Accordingly, we begin with infermation tactics (conceived as being imper-

sonal), then move to demonstratior tactics (seen as personal), and conclude

with fie[g_ggggf“§§§;1g§ (treate& as interpersonal). See Figure 1 for a

simplification of this hypethetical continuum.

\ ) , -
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This particular grouping seems to offer a useful heuristic_in the

sense that we assume that a simple "te111ng“ tactic will suffice to per-

' suade some adm1nistrators to subscribe to educational newsletters or Journals,-

some teacheriyto renew classeoom per1od1ca1 bulk subscr1pt1ons or some
librarians to purchase supp]ementary books in a g1ven curr1cu1um area.
Moreover, we assume that "show1ng" will fuffice to induce a subject- matter
spec1a11st to purchase 'a globe or wall map, 8 workbook .to accompany a '
text. or a ﬁ;]m to enrich a curriculum area. Finally, we assume that

when the product/process is totally untried; quite complex, rather expen-
sive, and seenﬁng]y risky, both the previous stages of information and
demonstration will be reeuired plus some additional "train1ng".end

”he]pine” and "servicingb and "nurturing” by -an experienced field agent.

We w111 discu¥s, in later pages, 'some 1mpT1cat1oﬁs of\a?rket seg-

) mentat1on and product differentiation. Once these skil¥s—ecome part

~—ef the repertoire of change agents, they will begin to be able to match

-

available tactics to important product and user-system characteristicy.
For now, we can only assume that an accumulation of many proven tactics,

with ample yesources, yill be needed to assure installation and utiliza-

AN

Fion of complex, expensive, unfaﬁi]iar, risky products/processes that

do not readily "Fit" the user system's present “capacity” and "willingness" - °

or are not accompanied by powerful positive sanctions (Havelock, 1971).*%
'Ubvious]y'a auch fuller disc&;sion f some tactics would be possible,

An entire handbonk could be written -on how one might most efficiently use

. A * \
7 *

*Some questions ray be rai-ed, over time, as to the advisability of
1nvent1ng and field-testing elaBorately engineered solutions_ to educational
problems that, when ready for diffusion, nose seemingly insuperable
installation and maintenance difficulties,
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direct mai] in attempting to effect educat*onaf change. But a number of
Iexce11ent books on direct ma11 have already been pub11shed what is not
| pub]ished is the accumulated recent exper1ence of direct- mail practitioners
within the eduuat1ona1 commun1ty itself. Since current direct mail . know-
.how‘1g 1nvar1abhy a closely guarded “trade" secret,’the educgtionq1 change ~
aéent must settle for published reports thét.might be applicable to a
| barticular imhediate problem. (For example, see H.H. B1umberg, C Fuller,

& A.P. Hare, "Response Rates in Postal Surveys," Public Opinion Quarterly,

Spring 1974, XXXVIII, n, 1.)

On the other ﬁand, for ofher entries we have very 1it§1e useful data
at this moment (on-site demonstrations within major urban school districts,
for example).. Mo%eover, unless sque cohcerted, c00pera£ive data-co]lect{on .
effort were to be launched to document every Significant federally funded
experiment in dissemination/diffusion, even the small amount of‘gyénespént
information so far available will be i#revocab]y lostu. To paraphrase,
those who are prevented from.even reading "history" will. be condemned to
repeat earlier.errors ’

Anyone who f1nds these materials useful shou]d probably also take the
’;ime to examine two other Laboratory studies: '“Pnomot1ng Change in Schools”
(Turnbull et al., 1974) and "A Studylof the Feasibility of Marketing
Programmin;, for tducational R&D Products" (Sikgrski & Hutchins, in press),
Though some overiap inevitably exists, the three publications can be seen
as interrelated parts of an emergent entity.

“An ovérsimp1ified diagram will be found at the epd of thé paper
(pp,§6 -67) and a list of selected references is appended in an effort both to
enco.rage adaiticnal read?n; ind study and to stimulate a search for and

renporting of additional documentation. ¢

~
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'_ » F1na11y, in terms of under1y1ng philosophy, this paper presumes that
Amer1can society is not about to be “deschoo]ed" and that federal funding
', . priorities will emphasize intra-system se]f—renewa]_rather‘than any sudden
- or'radical school reform. Individual change agents might prefer that this = '~
presumptfon were about to be reve}sed, but practica1ity would suggest for
the present that we are.likely to continue operating as catalysts to or - ™\

servitors of a bureaucratic educational system that has shown remarkable

\

_» stability over time. - . | ' .
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R INFORMATION TACTICS* S -

. . . v

A . | These tactics include all those that can be. classified c

' . as_one-way “tellrig"--at the'awareness/interest/arousal . * | S

stage of the-ddoption.process. Included are direct . | ’ D
maiT, printed matter, publications, periodicals, dis= ,

/ plays electronic medfa, certain types of workshops/ . ’
seminars, computers, advertising, and publicity. Some S
-cautionary notes are offered as to suitability of cer-
tain tactics for certain purposes. Behavioral science o
findings offer useful guidelines as Well. o \

“Informatiop" alone is unlikely to change attitudes--or behavior.

But the rich Titerature on 1nf3rmat1on science, consumer behavior,
'persuas1on and mot1vat1on research\does provide a number of generaliza-
tions that can be helpful to the edugat16na1 R&D community in 1t§ use of
information to reduce the gap between reseafch and -practice.

Numerous studies provide background on the detachéd worker (agricu]-
tural or gducational extension agent), the 0p1n1on leader, (1nd1genous
community leadgr), the auxiliary- volunteer abproach (PTA, homeroom mother),

. the lighted school (use of build?ngs éfter hours),.and the mass media
(printed notices, mass mailingg, néwséapers, etc.) as applied to dissemin- -
ation of educatﬁona1'information. In aTT'éf these instances it is impor-
tanf to keep in mind the well-documented trait§ of selectiver1istening,
selective intgrp;etat{on, sufficiency of feedback, and scope {one-tu-one

: contacts provide inteasity but are rake]y ecdnomica]]y feasible).
For all of the information tactics to’be discussed below, certain

H

behavioral science assumptions may be app]ica?Té, such as:

%A user of only information tactics may also wish to consider a series of
ut117ti, obigrr1vos, and cost questions arriayed in a later section ("Field
Agents.” pr.49 -51)

7
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*the rec1p1ent shou]d be 1nv1ted to partxctpate actively s

*effects of communlcatxon wear of? over t1me (cf "sleé‘kneeffect"f

*use only one side of the argument 1f the rec1p1ent 1s—fr1end1y (,‘

*present the strongest arguments at the begTﬁning and/or end of the'
communication ~ , " T " o i S
*exp]fcit]y.state'the_conclustons (be- sure the »ecipient understands
what he's. to do) T “ . v

/'-

*pleasantfd1stract1on can often increase effectiveness u
;women-are often more’ persuas1ble than men -
*1mpress1ve 1og1ca1 arguments shou]d bp used with educators .
*bstab]1sh high cred1b111ty (S1mi1ar1ty to recipient)

*emotlohal appeals are somet.imes more. effectfve than fact ¥

Another set of assumpt1ons that underg1rds all, the tactics to be
enumerated grows out of the 1nformat10n-processtng'characterﬂst1cs of .
educators {cf. Chon/ess et al. 1%ﬁ8) who‘seem to obtain their informa--
tion informally ecause they often 1ack time to study problems, tend to
focus on finan;;f1 aspects, and need to satisfy many groups. Lacking man;
power to\get\a d sort information, they turn\to colleagiies in their own
systems, contacts at professional meet1ngs, fellow adm1nlstrators, etc.
Still, educators are clearly an audience that may te characterized as a -
group Qf peép?e trying to solve problems and that often follows“a proQlem-

L. . . ~ ~ "0
solving sequence that might pe labeled in market terms as: awareness,

*

. Yiking, preference, conviction, and purchase. Information-seeking begins

s 3

wiren present behavior is felt to be inadquate; nonetheless, anything
per&eived as "derp cnange“ will seem uncomfortable. Hence, R&D change

agents nust di‘ferentiate between what the practitioner views as routine

3 o



_probl&ms and what he views as "novel" problems.

response) after 1nformat10n is supﬁ91ed He must decide for whlch 1tems

°

Before decfding on his tactics (“channel:), the R&D communicator must.

Y

-qec1de whether his information effort is one of screenxng seekers of infor-

vmat1og,~se1ect1ng reeip1ents.of 1nformat1on, or both. He needs to know

the attitudes of recipients -toward his“agency (the-“source"). He needs -

sto dec1de Whether to package his message 1n the .same format with the same '

words, for "all rec1p1ents He must be prepared to hand]e feedback (or y '

!

¢

1nformat10n will be supplied and what resources will be allocated to in-.

LU 11

format1on (vs. ”demonstration, agents," etc.). Most. important, he needs

~

to determlne 1f ‘the rec1p1ents are ahle and/or w1111ng to pay for 1nfor-

mation \and.1f so, how)--e.g., news1etters,"uwgaz1nes, ;ournals, microfiche,

“Sromputer service, books, etc. And, of course, he must evaluate his infor-

mation efforts: = Are recipients satisfied? "What did they do after receiving

. ~

information? .
. . [
So the RaD communicator must review: |
What. is useful information?
Who most needs the information? R
What kind is needed by whom? L
How much? (Perfect information nmyfdemend so much time and effort
© that ro decision een be reached.) n |
Following this reviews, tne cummunicator begins his interna1*search
process: under wnat conditions canrthe4infofmatioﬁ bp delivered to a given

audience--dand what are the most cest-effective ways of influencing practi-

tiuners with information? Ai the very simplest level of targeting the

TLR
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1nformation, the communlggtor in educatwon must d1fferent1ate among, for

example, the: colfege elementsnx school, hlgh schoo1 Junlor college, pub]ic/

- parochlal. proprletary. adult edutatlon, and preschool market segments.

Tﬁen he nust also differentiate among funding ‘agencies, school boards,

administratqrs, teachers, pékaprofessiona1s, }1brar3ans, counselors,

trainers of teaehers, leégislators, parents, aﬁd so on. | |
The~tarly Childhood Preventﬁve Curricu]um’Projeet in Florida looked

at its market this way:

Florida elemeﬁtary & secondary schools - 1,945 j“fmmw
Only e}ementafy L . - i,458 |
Only with ist grade of a least 100
pupils o . - 544
Only those with 18fapupils retained in 1st
.gfade for a least 3 consecutive years - 92 )
'Pofentiai adopters K - 92

“Another standard type of targeting decieion arises from rentinglé
mailing Tist owned by a reputable Tist owner. Suppose a communicator - - -
wants to use the Nat1ona] Ceunc1] of Social Stud1es mailing 11st He
must consider (geogzaph1ca11y) “hether he wants to eliminate 1t§lfore1gn
(non-U.S.) membershi,, or names_xn certa]n sect1ons of \the U.S.H Can the
1ist owner make other breakdowns (rura?/urban/suburban;Qde11-to-do,f1ow-
ir.ome; class of membership, etc.)? Doas the list contain only current
paid-up members, or are s0ine names compi{ed and othere "expires"? After
all these questiens, it-may be profitable to conside(: subject area
(éoeiaf studies): arcde Tevel (high school); discipline (sociology); ability
. levei (slow learner<); and nerhaps other categories in targeting the actual

{
10
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_the larger universe. .
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curricular megsage sent -to the portion of the audience selected out of =~ . .
Idea]‘y, the tommun1cator—-1n selecting tactics--would stat; the . L '}
objectives' in behav1ora1 terms. ; 3 - ” , |
For examp]e{ "
"1 will.delfvef‘ty maii a 4-pag€ information message on Product
.?e Xt to 17% of the e}emgﬁtary principals in the 11 Southeastern ..
states; 30% oy more of’these will respond by-postage-ﬁéid return
mail before February 17, asking for éé¥$ee-éwaminat10n eopy_of

the teacher guide.” ' : _ R

L)

" Prior decisions woqu have been reached, of course--the principal can make

BN

such a dec151on an hlS own, information sent to a single superintendent ‘4
would not f]gw EOWH to all the princ1pals. the college preservice market

is not the best way to penetrate the elementary school classroomy mail is

a med1um less costly than uarsona] visits to scheols, principals are not
averse to sending for teacher gu1des by mail, Product "X" will be useful

to this specific audience, its merits are explainable by mail, the budget

can absorb giving away a specified number of gratis books, possessiqn of

the book by principals wiii lead to a desired outcome because an action -~
messaje 1nsertee irnto the back will quide the retipient to.adopt Product "X",
adoption cannot occur without the teacher Quide first being examined inside -
the elementary school building, etc.

fducators, by and large, are not used to paying for information as

- an en¢ in itself. They are accustomed to getting much of their information

free--ard 5chools and oriieaes tend to be deluged with informatipn. Hence
few are willing to spend larne sums to cbtain "gooud" information--and very

1
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, _ few know the cost of not having information. (Both the-military and:.in-

“dustry, which know the cost of not having “"good" inte]]igéhcg, are.wi1]1ng ‘

to pay for information.) Therefore, the R&D agency communicator would

\ L

C &
prabably be wise if he/she did not expect that a rational décision-making

process will be used by most of the recipients of the targeted ihformation.

Nonetheleys, whatever tactics may be chosen for whatever audience,

the R&D communicator should not forget that people learn gggiyglx-~and .

A}

that the informatioﬁ"bfovided to that audience is one means of bringing ¢

, . . . 0 . : , . s~ .
about a form of "learning." Hence, in preparing any information message,

1
~.

L . : : ' ing" i ]
the ,communicator should consider €ach of these "learning" notions: interest,
. . g

repetition (e.g., visuals), clarity, learner motivation, small steps, con-
tent pertinence, and ﬁixing fact and feeling. : .

With a few exception {e.g., direct mail) the 1pformation tactics to

¢

'_pe considered are limited to gaining awareness and interest; many will not

lead directly to adeption {f used alone.

Cne .further cautionary note. Almost no hard data:qn actual costs
of providing information wi1i be found here. It would be possible--even
feasjb]e—-to obtain such costs, but very few R&D or state/tQFékmediate

agencies seem to have compiled them. Since the personnel involved in '

s

public information roles in rducation carry cut varied and overlapping

*

functions (e.q., keeping the acency visible to the general, public, servi-

A

cing visitors and-general meil! inquiries, providing internal staff commun-
* !
icatiors, etc.) and since nearly all dre employed in nonprofit organizations,

there has been Titile incantive o opportunity to compile and conpare,

precicn ¢ost figures brakern aut by task or by preduct. If actual personnel

1) !

COSts siere availabe (aiong wick easily available out-of-pocket expenses

1?




ifinovation) worth 30 points of et total? Were 10 children af
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ﬁor'printiné, bosta4§, eté.), the prqbleﬁ of actual)& tracking outcomes
at user sites would remain. If'}he user's deéiéion is given a total
value of 109, was. the information pambhign (that led to adoption of an

. fected by’

the adoption, or 10,0007 And 50 on. .
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Some Information Tactics Useful in Educational R&D

DIRECT MALL: 3 ! IR f
* P Thq,cost of using direct mail may vary from a UfS.‘Postql Service 8¢
postal card mu]ti]ithed %n\pre color, up to & four-color custém-printed
- and die-cut ehvelope on coated stock w1th’§ four-color brochure two-colof

v {

personalized letter, and two- co]or order card. The latter type of direct-
[ 4

¢ mail packdge is uSed exten%1ve]y by commercial suppliers in the education .
fleld,‘gﬁgrefore,'1t can be assumed to' be cost-effeclive whgn the mark-up
on the product is sufficiént to cover thé cost'per-thousané .
thch type of direct mail will work best for educat10na1 R&D agenc1es:
Here are so%é p01nters (but not "laws"): V .
*The gua11tx of the mailing 11st is more 1mportant than the qua11ty L /
" of the mailing package. | | -
*Cost per thousand includés postage; }iSt rental; shipping and affixing
labels; sorting, tying, and bundling (if bulk réte); and other special-
ized operations in addition to artwork graphics, paste-up, printing |
or duplicating, folding, 1nsert1ng, etc. Direct mail is not cheap!
(There 1s even a cnst 1n rece1v1ng and progessing postage paid responses. )
. *Time of year affects d1rect mail response rates. Schools make buy1ng
decisions at a certain time of year, col)eges at another time. ;hese
times can be determined. Holiday $easons hurt direct-mail response
rates. Certain times will be propitious for certain ofters, less so
for others. |
*Affixing starps (even commemorative stamps) is not worth the extra

cost, as a generalerule. First-class stamps on return envelopes or
14 ]
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order cards have occasiona11y,made some difference, but they; too,

are-very'costiyi‘ | T N e
*Hard~sell copy will probab]ylfail with trainers of_teétheﬁs and
other college-?evel educ%tors. A factual, even.scholarly, @ppro;ch
seems better 'suifed to-the academic audience. |

-t

*It ig‘u.nnecessary to\‘.pg*sonaHZe the message. Any college-educatedtb'_ |  \
person is likely to sgnse immediate]y”the diffqrenc? between a per-
_ sonal.lgttor and a "pefsoha]ized" direct-mail meséage. ' .
*Different direct-mail éudientes have been preconditioned to certa{ﬁ .
“tnade'practices.m Cdllege'facu{t; expect yratis "desk copies" if
a te;t i$ adopted for‘Flass uses similarly they expect “free 10-day ~ 3\
'examiégtion“ of scholarly professional or technical books prior to

-«

purchase or retu®n. School persdnnel expect gratié a teather's desk . '
copy before even considerin§ whether or not tn adopt a c]gssroom text.
*A “routine" sr reasonably-priced pdrchase ifem can be sold efficiently
by dirfct mail--subscriptibn renewal, film rental, single bpdk, news -
]etiér subscription. ‘A “nével” or expensive purchase ifem cannot be
sold efficiently by direct mail--multimedia teacher‘training pack%ge,
computer-assisted instruction, complex aﬁmin{strator training package,
set of tovs and filmstrips and hanuals'to train parents at home.
*Direct mafl can also be used simply to provoke awareness and interest--
by mainBg only a brochure or a self-mailer a%d suggesting some follow
up action other than a direct-by-mail purchase% (See below.)

*Mailing lists mede up of direct-mail buyers are more valuable than

mailing lists of non-direct-mail buyers. The latter are more valuable

15
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than 11sts of paid -up members of an organizrtion. Péid ~up members

o

A e are more valuable than former members,ie g., former Subscribers to .
Ta u ' a,gournal) Inqu1ry names are of very 1itt1e va]ue rCompiled lists o
- (pr1nc1pals ‘super1ntendents, physical education teachers, etc. )
froh dire ctor1es may be prodoctive if the lists are clean up- -to-date,
and broken into mean1ngfu1 c egor1es C .
: '; ‘ v *Thanks to the computer, it is poss1b1e to mail to gnly portions of’
' o 11st~demograph1ca11y (Durqhas1ng'power,,locat1ohs,;etc.).
o , *Any largé list (10,600 or more names) should be tested first. In
| S;Hering a teet sample, the renter should be certain to specify a
; Spread over the total list--some from each reg1on or state or what-
c. . ever. bDon't accept only the, f1rst batch Jn geo/a]pha sequenge-- '
| Alabama Arkansas, etc A common way‘of moving ahead is to start
with 2,000 name¥ and thén test perhaps another 10,000 before going
ahead with a full 11st (especially when mailing to teachers}. Ample
" time must be allowed between tests to obtain and affix the next
batch of Tabels. _
*List tests must be conducteg'1ong before the prime mailing "season"
so that the majoh mailing (if tests prove successful) is launched
. . at the peak boying moment . ‘
| *More than one product can be sold in a single mailing--sometimes.
Only by-testing the direct-mail offer can the mailer learn if a
nultiple offer will work well, This type ofs testing must not be
confused with list testing. OUnly one independent variable §hou1d

T Y

be introduced ot a time.
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*A s1mp1e way to verify whather or not the message is clear is to -

ask someone. in thqptntended audience to neact to the “selling" copy
. ) e ] ) ) \.\ . ’ : . . ;‘
o . in draft form, A friendly critic cut in the real world can offer

: ' _ ' i ' o« .
' keener criticism than someone inside the agency itself. And a sample .

. ' of‘one is probably better than a,sample Bf none,

v J*Re-order activity (if any) cdn be a significanf,indicator of. product -
. use. - ! .

e .

N *1f products are offered on a free exam1nat1on ("open account") basis,

more orders will be obtained at lower cost. If payment with order®
- s réquired, fewer orders will be recejved, but the high cost of .
collecting receivables and of bad-debt ac;oynts is eliminated. Only :

1argg;vo1ume direct-mail operations are geafed to screening orders,

collgction systems, etc.

" PRINTED MATTER \\'\_ EE

.Iz'

Printed materxa]s (other than direct mail which sol1c1ts an ordér W

;by return-mail) can be delivered by mail or by hand. By hand can mean any
method imaginable--a hang-bag on thé recipient’s door&ﬁob, a stack of
.copies in a convention booth,‘copies nlaced in faculty mail boxes, copies
passed out to those entering a buitding’ or. ha?] op1es delivgred by
agents one-to-cne. ete. By mail, printed mater1als caﬁ\Qe ent via bulk
«  rate or as s ‘ngle « UTGJ via prirted-matter rates. For bulk-rate, all
the mailing-list selection suggestions ment1oned ear;1er would apply.
Printed matter can he as sisple as a single-sheet flyer that is

mimeographed or wultilithed or as elaborate‘as a four-color brochure or

f )
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pamphlét printed on coated stdck Printed matter 13 highly flexibIe--".‘ K ﬁé;

. the .same pﬁece can serve many purposes for many audiences, alone or in

. combination with other “items. It can be usad to answer mail inquiries, .;%
to satisfy visitors who wént something to show colleagues, to enhance
the agency's image with var1ous pub]ics, to*help br1ng about adoptions,
to impress funding sources, and SO on, ]
But rare]x will the ‘producer know if a particu1ar pﬂecehof printed
“matter was effective in achieving hfs<ipec1fic objectives. The Wisconsin
R&%~Center spent $22,000 on.a mailing \effort that'attracteﬁ particig&nts
toa conéerence of potent%a] adopters of the Mu]ti-unit Schoql.(MUS)* con~
.;.= . cépt; cost per conference attende; was estimated at $44.after a tgo-stage
| mailing effortt. If the ipfitial goal was to obtain conference participation
at a cost no greater than, say, $50 per.attendee, the printed matter sent
by mail would Be rated "successful" in this case. If the goal had been. 15
to spend only $25 per attendee, then the effort would be deemed less
succéssfu]. Such specific goals are rarely established in educational R&D
because the agency need not show a "profit" from the particular éndeavor;
Tracking costs of printed matter is complicated further if the evalu-.
ation is to be carried out in terms of product usage. One of the MUS
conference participants might have adopted the ipnovation, carried it
nome to his school district, and’imp]emented it sg fully that it affected
favorably the education of 22,000 cnildren over a longitudinal period.
' If°so, the original funds for printed matter sent by mail would begin to

Took exceedingly cost-effective.

How “fancy™ sncuid printed matter be? There is no single answer.

*See Appendix.
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A smudged and rumpled mimeod call for action may work in some situations.

A very elaborate (eveq stick) and colorful brochure may prove effective

eysewhere. In general, the printéd m§tér1als‘shou1d fit the image of the

product and the agency as well as the needs of the audience. The headline
and opening paragraph may well be more important than the overall physical.
appearance. Agency resources and/or quapiity required are likely to dictate

format. c T e

e —

A sepgrate category of printed matter is the catalog (cf. Sears, Roebuck),
orie of the mosi commonly -employed information (and sales) tactics used in
~ education. Every educational publishing firm, every media Nrm, and some
nonprofit ageﬁcies produce annual or semiannual catalogs thay. include
" prices. Some are accompanied by order forms and/q} order envelopes. Most
are distrfbuted'by mail to customer }ists, but others are_de]ivere;7hy i
agents, handed out at convention booths, or nade available to visitors to
the organization itself. _ \_._

"Only in the case of mail-order giants (like Sears) {s'évery catalog
item tested for its dollar return againsp space cost. In the educa@iona]
indusfry, every available product is 1;ke1y td bé 1isted;'fegard1ess of
appeal, but items that have strong appeal or are new tend to receive con-
siderably more soace than items with we;ker appeal. Nanﬁrofit agency
catalbqsltend to treat all items equivalently. .

A catalog's fﬁrmaf may range from one to four gﬁjors. from a single
sneet (unbound) to many pages handsomely bound, trom small size to large,

. . &
etc. Librariars tend to file all catalegs received or obtained. Pur-

“hasing departments in jarg. scronl systems do the same. Curriculum

-




coordi;;tofs are‘anothe} group'likely_to'Taintain catalogs 0635119 for . ;~:f‘
information ratrieval. . . . W ‘/5,' Do

v Since the .conmercial sector in education seems to continue to_prpducg/” . 'f;
| annual cataﬁogs--ané if CEDaR, Inc., should discontinue production of its

'," -proddct catalog (which is sold to usé}s)--this tactic would .obviously be
‘one worthy of :onsiaeration by any R&D agency that has an extensive Jine
» of products for sale. However, on a cost-effectiveness basis, a singte . \
T catalog covering all rcseafch-based products'(like the ALERT Sourcebookf
and its companion Qiggé;ggxi Now sofd by Docent Corporation) seems much

more.useful to practitioners.. Similar information tools include the

-

L, NICEM reference works, Bowker's lists of textbooks and supplementary
. books, etc.--all of which are- sold to users with regular updatjng or
revision,

] .

School supply and college supply wholesalers also issue annual gétalogs (

»

in which certain rasearch-based innovatiqns'may eventually appear.

PUBL ICATIONS:

'/ - Thig category inclu&es books , handbdoks,_monographs, and reference
sets. A book or monograph {subsidized or not) can be sold or given away
to individuais, séhpo1s, colleyes, libraries, narents, amd the lay public.
Books may bLe putlished by #&D agenuies‘themselves or through professional

= orgari:atiors and/or cumaercial publishing firms. Such reference tools

a3 Books in Print, Subject Guide to Books in Print, Publishers Trade List

Anpual. iterary Markeipiace, Writor's Market, and other annuals make '

any extensive discussimn af this topic sunerfluous.

*See sample eatries reproduced in Apvendix.

'y
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. in unlimited quantities) Later, after arrangements for access to the

. i ' |4
. : _ mﬂﬂw"
? ' IR - R
At Teast one R&D agency began by giving away handbooks for educators

-~

. \ | . |
Superintendent of Documents had been conpleted, 311 these public-domain

handbooks became available through that source. A11 are still in print.

- Some have been reprinted by'other agencies With fhe same\text but with

new wovers.
7o arrange such government pub!icétion, it is only necessary that

the qovernmentlfunged project order and pay for produtfion'qf a given
. ! o . :

audntity . tooks, handbooks, or monographs at the Government Printing

Office anu, 4l the same time, fill out a form requesting that the Super-
intendengppuﬁ tne item on sale. The price to users will be quife reasonable,
but no sales recoras can usually be obtained. Hence actual impact will. |
Qé difficult to measure. | .

The information purveyed by books and other similar publicatiqns may
]ead.to awareness and interest--qu perhaps even adoption. However; even
when 4 book or handbook is ‘entirely devoted ¢n a single research-based

product (cf. The Minicourse: A Microteaching Approach to Teacher Education

or A Guide to Securing and Installing the Parent/Child Toy-Lending Library),

1t wil] be exceedingly difficult for the sponsoring agency to state that
any specific adoptions were effected by readers of that publication.

Two common avgutients fé} books and monographs {as contrasted to
cataloys cr brochures) would be prestige and durability. A'broéhure is"
casily disrused »f, but a publication tends to have a 1if§ proportionite
to tos ner rivet cnat and "quality.” Books and monographs tend to be

pasLic oy Ay edutaror s, whereas "advertising” materiais often tend
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to be sccrned. But there remains the 'question as to what audience the B

Vo -
sponsor wishes to reach; Americans, as a nation, do not read many books--

. and schoolteachers and administrators as a whole are reputedly not readers

' of R&D-type mat°r1a1 : | | . o

1

So again, the publication (as the vehicle of commun1cat10n) must

.- be shaped to the habits and inclinations of the audience on whom the R&D "

. ageﬁcy wishes to focus. | - S
,\\ ’
PERIODICALS - ;oo N
™ Co C _ . : : b
.~ Newsletters¥ jourhals, newspapers, and magazines make up this category. -

Jourha]-ar%ic]es focused on single resedrch-based products can be written
.and some will, in due course, be published if theyfmeet the criteria of
‘the profession.. More "popular" articles can be written for edﬁcg;iona]
-magazines (remember the publication of "Why dohnny Can't Read"!) or even "
for general! magazines. They can be staff-written or ideas can'be p?anted
with free-lance writers. Education writers for newspapers occasionally
" will pick u; géyé_material; women's page writers or Sunday subp]ement
writers can be entiéed by lively feature ideas. Newsletfers will sometimés
print news itens.

An R&D agency or a state or intermediate agency can produce its own

pariodical, such as CiDaR Report, Education Recaps (Ef%), Urban Review (CUE),

Bulletin (LCS), SMEAC Newsletter (ERIC), ané others. It is’'very unlikely

that such a periodical can break even if it mails copies only to paid sub-

scribers. Parochial publications rarely prove profitable. , .
Placing & journa! article is likely to offer Several benefits: pro-

inssional satisfaction for thg author(s); visibility for the agency; and

A S
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ER - response from some profess1onals o

» *

- .{, Arrang1ng for publication of an article in a mass med1um may offer

ofher beqefits; visibility for the agency; active requnses from_a poten- | .
tiél?y large Budieﬁce ,-some of which will presumably_lead toward possible
adopt1ons*, 1nqu1r1es from al] sorts of diverse groups--seekers of emp1oy«
ment potentlal drstf1butora, new funding sources, etc.
e A newsletter item, if price and sourceare cited, can;lead to both
.jnquiriQS"and adontipngggbofh of which can be summed) aad to an unmeasurable,
émohnt of awareness (or even in&srest) among subscribers to and readers of
“the newsletter.
Any R&D adency or other educational 0fganizati9n that solicits news or
feature storieé in periodicals must be ‘prepared ;o tope'with'fhg predicta?le
\ respense--anywhere from a handful of'phone and mail inquiries (plus visilors)
'up to a deluge. Outcomes at either end of the scale entail a cost which
" can be compuﬁed. And the .agency's messagé(s) to ‘the inquiries (or orders)
inust be planned and targeted if 1nfovmat1on is be dissemihated.usefu11y
and economically.  First- c1a=s mail can be very e pensive!l
Some perioaicals sell reprints or will grant repr1nt rights. An
.equcation agerncy cail ﬁhus-obtain inexpehsive handout materials if the
oritinal article was predominantly favorable. (A proper copyright notice
and. ¢ publication credit invariably appears on such a reprifit.)

1

K

\ doman's Day feature art1c1c (on the Pareat/Child Toy-Lending Library)
Writ ten oy 4 free-lanze writer caused an R&D agency to respond to more
than 2.000 individuai cieces o¢f mail. The agency still does not know
if aqy of materisic it wailed to those who wrote to the addresses cited
in tne negazine actuellv began to use the product, in full or in part.

>
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DISPLAYS:

Th1s category may include everything from a multimedia travel ng ‘o -

: . . F

exhibit to a simple b]ack-and-wh1te*poster.__Costs will vary accordingly. ' ‘ :
Again the key decicion is: who is to be reached with what message for

. v !
what reason? .

The major documented experiment with a trave11ng R&D product exh1b]t
has been well documented by, Sarbaugh {1973). | Twenty four percent of the
"visitors filled out forms asking for more information, but it is quxte‘
unclear whether the agencies to whom tnese requésts were later sent were
either eb]e or.wt111ng to service these. requests. (The exhibit sponsor
had not pnovided them funds for this follow-up.) Mean viewing time for;
.each of the modular nu1timedia units was four minutes. Sarbaugh's‘sca1e
Dnobed for such outcomes as “taken action" or® "think about adopttno”;_'
his principal finding‘seemed to be that potential adopters, who uee no | .
single source of message to gain their information, viewed the accompanying
“consulting session" (épecia]ists were on hand for d{scussion groups). as -
having a strong impact on their subsequent behavior. His findings thus
reaise serious quest;ons as to the role played by the exhibits per se in
providing information, especiat]y in view of their obviously high produc-
*ign, servicing, and shipping costs.
Convention exhibits--some equally as expensive—-continue to be a
s.gn1f1cant factor in the budgets of the commercial sector. However, the
costs of convention attendance® must be partitioned to cover personnel,

travel, housing, entertainment, printed materials, samples, etc.--in addi-

tion to the display itself and the\Space rental. Clearly few commercial

-~

et e = e e e e et S ot e i \

*See cost warning under “Field Staft" discussion in u Tater section.

A
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firms simply rent space and leave their displays unattended; the informa=—

%{ ' o tion value would.be'minuscu1e if.they did . L .' t
ks Posters as an information medium for research- based innovations seem
a1most valueless, despite their low cost. A b111board or a poster demands . SN
a very succfnét"quio11y grasped message--a qualification that Just about ~ |
eliminates educat1onal 1nnovat1ons Then even if the message were well pre- .
sented, can 1nformat1on be well transmitted via bu11et1n boards in school
buildings? Key 1nformat1on on bulletin boards i's presented commonly via
nimeod notices; why should an R&D agency seek 3 "fancier" channel? A simply -
.printed (perhaps oversize) 1ist of workshop dates and p1aces a bulletin
on forthcoming training indtitutes, a calendar of euents--these are the
* uses for which posters seem useful and cost-effective.*
It also seems important to determine, before prodncing a poster, who
will be expected to affix it to what surface for what audience. Even then

tne question will remain as to how to ver1fy that some percentage of poster

viewers acquired the information intended for their eyes.

ELZCTRONIC HEDIA:

This category is so broad--and, in some areas, so new--that this
orief review is certain to be totaily inadequate. Consider the Telecopier,
whi v 3lready delivers information instantaneously across the nation; it
can tronsiit anything watiiten, printed, drawn, or phoutographed. 50,000
or more businessimen now use it, but probably no educator yet does. Con-

<ider ERIC, which some educational researchers use fairly extensively
L 4

ard some oractitisners have never tried once. Consider closed-circuit ETV

*Dgsters seem 4 reasonddiyv - fective mede of recruitment. For example, $785
srent for posters nroduced ciigihie applicants for an Experience-Based Career
PAlcition progvam ot S35 oY conlrasted to $157 ver aprlicant for radio spots.
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which .is used extensively in certain school districts and not at all in

. others. g _ y
o ' Perhaps ‘the be€t overall view of information tactics that employ .
e such modern media is one that recognizes that the recipient must have

-

accéss to and be comfortable with the medium. A film projector-with a

. . ~ burned-out bulb won't provide any'informatipn at all--until a né%\bu]b
. ) ) . b- « . ‘ .
. “is found and installed. ‘ ‘ "
¥ Since major studies ?f.ERIC and other educational ‘information systems ’

ehavé been conducted and reported, this ana]ysis'wi}1:§imp1y bypass that

topic except’ to syggest: ' : .

» ¢ \

*There is Tittle evidence of teachers or even school administrators

’ ’

making extensive use of either the microfiche or hard copies.

A ]

*Much of the information accessible through ERIC is presented in a

language and a format that dces not correlate easily with search

behavior of school personnel.

o

*The quantity of -school-{practitioner-)related information” that may /

evist in FRIC is probabiy overwhelmed by information that seems

more vemote from classrocm needs,

———

Educatioral television (cf. “Sesame Street," "Electric Company")
has proved a power ful medium, but not for'dissemfnqting information'ébout
256 arcducts.  One agency-rxperimented with two underfinanced educational
Ty experiménts 11967-64), only to disccver that few (1-2..) in the potential
intonded viewirq audience were watchinu the programs. When a hanjbook was
ofrerea free to viowers, vy, fow requesis were received. Eweﬁ’§?zg\Toan
of some of the winasconc. (#ace trom the original taped orogramsj did

15
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11tt1e to increase the spredd of 1nformation about R&D act1vit1es 1n
education, * (Another f11med byproduct, from a .CBS- TV program*on the: DISTAR
reading program, has been used extensively in workshops.tp generdte in-
terest in and.adop@ioa of that R&D product.) | |

Local TV stations--and eccasionally network stations--will cover
education events if they are (a) newsworthy and (b) easy tov film and
recnrd.fair1y rapidly. However{ the.general publfc would not be éxpected
*n 5it through a .V explanation of a researth based product that would
'be sufficiently detd11ed to enable some educators within that:viewing

. audwence o acquxre enough xnformat1on on which to base an adopt1on

e

J

d¢51s1on.
Radio call-in programming has not been documented for educational
R&D. There is no reason fo expect tnat it would be superior to the present
uces of closed-circuit ETV. |
) .Programming via satellite has been tested in a few areas. No known
fnstances of dissemination of R&D information. via this medium have yet
come to.light, but-sponsors of the Applications Technoloyy Satellite plan
ty train some teachers in career education and reading during the summer
of 1974,
Telepnone »ot-iines have been tried in some specialized situations.
" logacre confarence celis are even More Trequent. No documented out-
Tones héve heen renoriet. )
ne uf the most common informaticn media is filmstrips with accompanying

Corasitto audigticec--or s!ide sots with tapes. A well-documented study

2 devalcneant and 1ena.t of sucs fitinstrips and tapes for R&D information

e
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purpoées ¢an bé found in .a case study on the "Elementary Science Informa-
tion Unit" (ERIC ED—043:515); Innumerable research-based products use

‘this medium as an.intérest—stimulator,‘introduction to users, Sr-advertisiﬁg
tactic. In each case the product itself could provide almost as full
information to users without the-filmstrip-tapé.materialg but the extra
expense is justifiéd as being useful to benerate interest, provide an
"active" 1earning dimehsioh,:or supplement what is reported in prfnt.

Sometimes the AV component is provided solel& as a promotional technique

to recruit a_gro&p'of preservice or inservice personnel for the decision-

<_making or training activities of the product pitself.

Audiotapes aione have been used to provide information--replicas of

- speeches, recordings of conferences, special-interest messages, etc. It

is generally assumed that cassettes can be.heard on site ad&where in the
U.S. where agducation is occurring.. And cassettes are relatively inexpen-

A3

sive and easy to distribute by mail. '

Film (16mm sound) is one of the key information media in education.
nearly every.building that houses education has--or has access to--a film
projéctor, and the sameg films can be b]ayed through film loops on TV
channels. Film is expensiQe'to produce--from $500 to $3,000 per minute.
But film is relatively easy to transport by car or bus or mail--from p]ace‘
to nlace; also its informational impact has been well researched and
reported. | | |

Many R&D agencies have prbduced.informationa1 or interest-stimulator
films that have been <hown at conventions, professional.meetings, teacher

.and administrator workshops, PTA meetings, community service meetings,

28




"¢ and s0 on. Few if any studies~have attempted to tracﬁ the actions of °

L J S

viewers. atter~they have,left beh1nd the1r oplnions of the event itself,

but the myst1que of Film a an 1nformat1ona1 techniqué ‘has not d]m1nished
nor has the qua11ty and quantlty of f\lms made- exp11c1t1y for informational
gurDOSes. Since these f11ms are qgstomar11y shown free, the1r value to

the viéwing audience can be ‘estimated only through survey-and interview ,3
teChniqyes--and éven this type qf feedback, jé rareﬁy cbtained by R&D §r

\" . . «
other‘education agencies after the product has been developed and released.

¢ <

WORKSHOPS : ) - _ ' . "

2

One oOf the most widely used tacti this category encompasses every-
ghing from the building-level faculty meeting on up-to the‘traveiing_ |
seminar. Richland (1965) reported on the'SDC traveling seminar and a
subsequent follow-up conference intended'to faéilitate dissemination of
educational innovations (ERIC ED-026-741). Five AACTE workshops are re-
ported (in ERIC Eb—048?134) but they were “supplemented" by a media package*
to help disseminate knowledge and understanding of the workshop's focus
.on e]eméntary teacher-training models. Workshop participant.komments
are sumarized as having "extracted much information."

Longitudinal evaluation of what participants do as a result of attend-
ing lectures, seminars, and workshops seem to be astonishingly scarce.

+Tha report cites: a set of 35mm slides with audiotape and script; a 16mm
black-and-white 20-minute film with 16pp. text of a speech; a copy of
speech plus an audiotape; a 45-minute videotape plus a 95pp. printed
<peech; 16 transparencies and a copy of a speech behavioral objectives
fur each component; and project papers printed in book form,

o
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But if participants pay their own-trével and per diem expenses,:and if

1. . : -1 ] . .

k3 ‘registration fees cover any out-of-pocket expenses for the presenters,
: - ‘l-.’ \ .Io‘ R .

°:fﬁ the- workshop tactic’cagﬂ@e viewed as a cost-effective way of ‘stimulating - o :5
*awareness and interest. N
By any account, in view of annual educator meetings as the nitional,

-regional, state, and lTocal evels, this informathn‘tacticlséems.to be

. N
frequently used and perhaps not grassly inferior to mass media in_Yow cost
. * »>

per impnession.- Nevertheless, a communicator should try to .estimate the

time and other resources expended in order to arraﬁgé for sponsorship of

° - * and/or participation in such ipformatibnal workshops and s@ould try to |
gauge, -at Teast informally, what impact the information thus proQided may -

“have on atténdee;' later behavior. ;EdUCatOPS have a seeﬁingly insatiable

demand for free information, possibly because the seminar format so closely

approximates that of the formal classroom

. -

CUOMPUTERS:

Perhaps the computer should have been categorized with the other
electronic media cited earlier. But the computer's cost-effectiveness
in disseminating educational R&D infqrmatipn has been scarcely tapped
other than i% computerized ERIC searches. |

As computer terminais become more widely avai]ab]e.in'educationa[
settings, a cost-effective means of providing practitioners with selected

. R& information, on meand; Qil] become feasible. The consumer's profile

r | 15 alreardy stored\gn many a mailing-list computer tape--where hg works,

when and what he buys, what type of learners he works with, his purchasing
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power, etc. Certainly these data could be fnterfa;ed with what he'wants . = _u/?

T

to know about research or research-based.products. The major question

remains: will the educational information-sceker be willing to pay for
’ C . S

such rational information? . y '

ADVERTISING: L . .

Probably a noan§¥1t R&D agency will évoid any advertising (other -
than ”help wanted") though 1nst1tut1onal or public service advertising o
might not be jnapprOprxate in certaln c1réumstances One\h&D organ1zatxon

did try a %650 ad in Grade Teacher which produced 759 requests for addi-

tional information, but no data have been provided to show how many actual
product adoptions'occurred thereafter. AnotHer agency:is experimgnting
Wwith a $§275 Shvertisemeat in a journal, with a hidden mail-order offer
bﬁried in otherwise "announcement-type" informational copy, but.qo résu%ts
will be avai]qble until Fall 1974, Little advertising for research-based
products has appeared, but most of that has been placed by educational
publishing firms to announce new products acquired from nonprofit R&D
agencies under federal RFP procedures. |

Samehow the "Aags" of a nonprofit R&D agency would seem to be tar-
nished if it engaged in any rea11y'f0rcefu1Ladvertising campaign*; further,
tne ratuire of the corplex R&D products thus far -produced 5uggests that
spote advertising woutd not be likely to be found cost-effective, even
if it somediy bezane psychalogically aéceptablo.to the educational pro-
fession,  siny strong performance claim on behalf of an educational product

*Fer this rogsor, any discussion of cost per thousand readers, scheduling,
mreferred position, ete. is nurposely onitted here,
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tends to be questioned by university-based professionals since all too

many ciaims.by educational publishers have in.the past seemed;improbable..
‘., . . i

HE

PUBLICITY: " .

This tactic goes_hand-in-hdnd with many mentioned earlier, if only

as a precipitating device. A public information officer must have con-

“tacts (or at least a card file in which to locate contacts) that will

enable him/her to activate one or more of the precéding qéctics. A clever
{qea for a photographic fea}ure pops up--what free-lancgsphotographer
nearby is looking for an assignment? An educational magazine asks for
feature-story ideas--what product or activity fits thefpublication;s in-
terest? A publicity re]easé seems called for--what's a lively lead, when
to release, how many toc mail? An unusual event is qbout to occur--which
columnist might run a paragraph on it and do educators read that column?
A nationally prominent Jegislator is to-visit the Agency--would local TV
stations f1nd that newsworthy7 And so on,

The role of the pub11(1st is well documented; no review is needed
here. Most of what happens in educational R&D.lacks news value, but
often feature material can be made interesting to writers, photographers,
edgitors, anc other media gatekeepers. |

tere, agair, co®Ls are Jdifficult to track. Perhaps public relations
PUst rain a catch-all catoany* covering publicity, community relations,
1jency geodwill, entertainment for v{sitors, speechwriting, annual reports,

and su ur. But o tetal budget for personnel and resources (including com-

munications) i, =equired ‘n erder to assess fairly the "value" of the total

“purticity el forct,
*toe Pnitip lesiey {ed., nub11c_§g]gf19p<_Hapdbook 3d ed., Prentice-Hall,
bnglewocd Ciifrs, bl c1yR,T
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Sl I . . Summary :
' - From the behavioral sciences, R&D communicators can Qéin many useful ;;

|
indicators--for example, indiv?dual consumer dissonance can be reduced by e

<adequate information (Hbllowqy, et al., 1970) and individual readers recall
advertising selectively (Starch, 1966)..'But in the R&D field they can

quickly learn at first.hand that many messages aimed at organizational

decision-mmakers are inept or inappropriate--or both.

T So for each information tactic considered, the communicator should
| ask:- k |
Is thq\gggl of the information: to maintain instifutiona] vjsibi]ity;"
to increase the user organization's knowledge; to chgnge attitudes of
groups within educational organizations; to complete single sales or
. build repeat sales; or to change immediate and/or subsequent behavior
of the recipient organization?
Once that que{tion has been asked--against a framework of "What do we know
about information tactics in genera]?ﬂ and "What resources are now avail-.

able?"--the task of selecting a set of information tactics will prove much

less mystifyinb and even offer a promise of some targeting success.




o
DEMONSTRATION TACTICS |

An innovation may require more than a “telling" tactic to

arouse interest among intended users. "Showing" and even

trial usage under controlled conditions may lead to adopt-
ion and eventual full-scale utilization. Three types of
demonstrations are discussed: at the user's own site) at

a central site to which visitors.are invited, and at invi-

tational conferences/workshops. Several case histories

are cited, along with lessons learned from those experi-

mental situations. Further study of the tactic is also

recommended.
Demonstration falls at about the "interest arousal" segment of the
..educational change continuum, though it could easily be placed further
along toward the "hard sell” segment if the demonstration itself were
carried out by a "pitchman” whose goal was-to close a sale right on the |
spot. However, commonly this tactic is used as a hands-on experience
just prior to the trial or adoption stage of decision-making, or as part
of the trial/adoption process itself.

Selecting the targét audience for a demonstration is closely allied
to selecting those to whom direct mail or catalogs will be distributed.
However, demonstration can prove more effective as a change tactic if
only because information sent to schools is frequently not forwarded to
the personnel most interested or most concerned (Donley et al., 1965).
Moreover, most edﬂcationa] tnnovations require group decision-making, so
it is rarely productive to focus'only on an individual teacher or adminis-
trator (by mail or by other means). School personnel, being almost con-

stantly busy, have little .time to analyze, evaluate, or modify innovations;

their decisions tend to be made on impulse and feeling rather than on a
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“rational basis (Johnson, 1969). Thesleactors must be kept mind in

- deciding how to preselect attehgees for a planned demonstration. If on1y ~ A

"has a new "product class"” he will be placing a heavy burden on the 1nformat1om

s‘s\@“ | R

one person is to attend from a schoolrdistrict: the district superinten- -
dent is likely to make the selection--but wil™8hat single attendee be .

the most malleable from the viewpoint of the demonstrator, or the most

likely to be an opinion leader when returning to the district, or simply

someone who had no pressing assignment at the.moment end could be freed

without d1srupt1on on the firing line? ' : . . -
Character1s1tcs of the innovation must be matched with characteristics

of the adopting unit (Sikorski & Hutchins, in press) for maximum effective-

ness.* Hence, the p1anner of a demonstrat1on must recognize that 1f he

processing capacities of the intended user (Howard & Sheth 1969). When o ¢
the product/process to be demonstrated is the first of its kind, it will

be especially difficult to demonstrate because the'potential adoptek has

no well-defined criteria to'use in making a judgment and is 1ikely to per-

ceive the change involved as one enta111ng h1gh risk. To offset this

obviously dwsadvantageous situation, the demonstratorvhas certain assets

¢

he may be able to summon . First, a prob]em-so]ver is Tikely to respond

fFavorably to someone perceived as a competent source. Second, a social-

mindno soan on the audience is likely to respond to one deemed as attractive.
mir:. - roduct/process may be depicted expressively and not simply as
‘ntrinsi.ally rowarding, thus capitalizing on its symbolic attributes.

Finally, "newness" itself is -often an adoption/purchase stimulus if the

*For 2wa .-, s-havioristic, tightly-programmed Minicourse training of
teachers i. uratceptan1e to school-district ph110<oph« in certain localities.
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) pvoduc(\ptouess 15 not dxsp]ac1ng somethlng already 1n use.?yg%&ii_;%”;;ir:

Draw?ng upon the market1ng doma1n the demonstrator in edugatxon can
- use testxmonwals from a normat1ve reference group and/or a comparative
.reference group in order to overcowe 1nert1a fear of disapproval. and
e . other well- documeﬁ%ed opposing forues (Enge? et al., 1967). But selection.

of participants at a_ demonstration is still probably the crucial variable*:

the'goal'should be to\\onvert'thoée who are UBCOmmitted or already leaning

toward change, rather tﬁ?n dissipating effort on those. ded1qated to the -
!

status quo (Robprtson, 1971) Creating "needs” is perhaps too difficult

a task for the edunat1ond] demonstrator; he is likely to funct1on more

~

successfu]]y if he a]ready has an image of trust or progressiveness vis-a-vig .

the audience at the demonstration. High credihility is'a composite of

. _cumpetence, power, trust, and 1ikability. But-high credibilﬁty alone won't \
1?ad to change unless some client predfsposi;ion already exists. Target
segmentation** teaches ug that audiencé homogeneity:cah enhance the visua1.
' and social display that characterize educatidna] demonstrations of infreQ
auently adopted, high-ccst products/processes. }Screening out, in_advan;e,
those for whom the.timing 15'wrong (e.g., their current funds are already

. . committed elsewhere) or who are negat1ve]y predisposed should be a s1ne qua

ron for the successful demon tra*or Some major city scheol d1str1xts, for

exa uo]e, raq'1rn that all 1tems. purchased by scnools be on a list of per- e

B

a1 s3ihle nurchases: to demonsgrxte a product not yet on the approved list
will simpiy be counterproductive, uhless the purpose of the demonstration

1% to obtain sucina listing.

*incther key varialle is the skill of the demonstrator; a third is utility
of tue innovation itself,
*xine torin applies to clustering and classifying those who seem similar on
Core oy more relevart criteroy (e.g., anle to use and likely to use product/

o, Oredoees s,




S If the demonstrat1on stage is viewed as" one aimed at awareness, the :
'tactlc invo]ves exp1anat1on and descriptwon--both of which can be carried

.out by 1nformat1on tactzds (dwscussed earlier) If the aud1ence héds already

been screened down to a group that has expressed 1nterest then market

sggmentat1on has a]ready begun and more.targeted tactics such as hands-on
_demonstrat1on can be employed. It is impdrtant to recognize that some
1ir;.f. : adopters rema1n at one stage longer than others, so the more homogengous
- the audwence the more clarity on cr1t1ca1 attr1butes can be obtained
(Zaltmaps 1965, chapter 3). In sum, if ‘the demonstrator “knows" the moti-

G ) vations and: soc1a1 percept1ons of the aud1ence, it-will be easier to make

~
d the 1nnovat1on be1ng demonstrated appear compat1b1e* thh(/he potential
/ '
' users' cultural, socxa], and soc1o osycho]og1ea1 attr1butes (Thio, 1971)
byoemphas1z1ng 6nly certain advantages and benef1t§. ’
>~ 7 ‘ . |
4 . .N \
fé - ' -
~ : ) g -
" L

-

*"ppraduct differentiation” suggests that users adopt the same product/process
to satisfy different needs.
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: Three-Types.of\Demonstration Useful in Edacatigna1-R&D .

s——

8 . * ..I R

USER SITE DEMONSTRATION: |
| A commercial vendor or a nonprofit'develophenf agency,.dgéifbus-a;m
developing an adoptﬁon of new curricula materials in a majorzécnpol dijﬁ
trict, will sometimés, at 1ittle or no \expense to the user system,ﬂsupp Yy .
sufficient classroom materials for a tria demonstra?ion of thé new product
on a one-month up to a schéol-year basis. The burpose is to assure 561leé?
tion of intra-system_evajuation data and_to encourage fntra-system decision-
makers to agree to more extensivé instailétion and utilization in the near \ .7&J
future. - ' B ' ‘ . }¥:

Such demonstrations have.been fairly ccimon in the form;df pilot tests
within large school systems (principally urban) that insist on trial of .
actuai oroducts/processes before accepf%qg'them on approved lists for - .
.purcha§e by schools within.the system. Commoh]y the vendor must supply
a1l nceded materials for this tryout; the purpose is to establish that | o
the innovation will perform as claimed under operational conditions. It
is poséib]e that nn research evidence exists on this type of demonstration;
for even though the individual agencies may amass their data acrosshsites,
cormercial organizations will be unlikely to pubiish the outcomes in anyff 
event .. |

donprofit RSD acencies may use fiéld—test sites as a demonstration
seed-b=d in hopes of seeina 2 nroduct/process spread throughout the user
Syster. at a later peint. ‘owever, if a field-test site takes on a demon-
stratine role, tre test data are likely to pe suspect and/or the test design
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—»may be contaminated by the presence “of observers and by thé need for AJ~~»~f~“+;

explanation~rather than actual use under "normal" conditions.

- A s1ngle commerc1a1 insta]]at1on ("pilot1ng") with1n a large schoo]
H

district mayAbe p1anned as an 1nducement to encourage later purchase for

other school sites within the district. The cost of the experwmenta]
materials (if not paid for by the user system) can alnays be built into
the overall cost of'the pnoduct. For the nonprofic agency this option is L ‘;;
much 1ess-1ike1y, since nonprofit demonstration activities have, to date,
‘been funded principally by the federal government and have tenced to be
placed at sﬁtes eccessible not jusc to a single user s}stem but to all .
comers. |

'The_objéctive of this demonstration tactic is probab]j eventual
adoption by that single user system.for all er most of its olassrooms.
The phys1ca1 act of demonstration 1s 1ntended to show that the product/
process is pract1ca1 for and app11cab1e to those who view it--for later
use in their own classrooms. Though such demonstrations are, by nature,
quite parochial, they seem well suited to complex innovations tnet require
careful 1ongitud1na] evaluation and are aimed at penetrating an entire
school system. |

However, a cautionary note is required for this type of demonstracion
and the others described below. In terms.of what little is known or
documented, demonstration centers alone (w%thout follow-up procedures)
have tended to be primarily an awareness device, with as little as 10%
of the audience influenced toward major change and only 2% totally adopt-

ing the demonstrated program (Lapan, 19?1). Viewers are inclined to

\
(
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‘ ""adopt>parts, rather than all, of.the pﬁoducts/process they sdw_demons ated.

L ;gtratlon. : o : ' A

g behavxor of those who d1d not act rathjr promptﬁy after vwewvng demon-

' 1972), including some beg1nn1ngs of c

T "
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DEMONSTRATION CENTERS: - - P | | ) . .

This type'of demonstration has éEn well documented for certain major

t benef1t ana]yses Ind1v1dua11y 5
Prescribed Ins;ructjon (1P1) ;he LRDC/RBS model that successfully emp]oyed i o
an experimental séhéb] / devefopment-demonstrat1on,schoo] / p1lot schoo] / ;
,demonstré;ion school concept, is a classic examp]e.of a long-ranée effort |

to make this tactic the key to diffusion of IPI (Jung, 1972). IPI mathe-

matics (see Appendix), for example, was developed originally at an R&D

“center which used a single elementary school nearby for its preliminary 3

tryout. Then another school was selected for demonstration/devéiopment
purposes in tﬂe same school district, at the same time serving a training
function for staff in other demonstration schools. Four other demonstration
schouls followed, all in a fairly compact three-state area. Several thousand
visitors were heosted in fivé demonstration schools during one year, resulting
in many schcols implementing IPI outéide the demonstration network. However,
n2 'data are yet aveilable on the cost per visitor or on what percentage of
those who viewed demonstrations'actually.adonted the IPI materials or sought
training in their utilization.

‘ha sne-year project SHPL onerated Information Resource Centers (IRCs)

te demonstoiate its Yirdergarter Program {see Appendix) to visitors at sites
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schools wére selected,as'IRCAdemonst}ation schools in each of the five.

- participating school districts. Kindergarten Proghgm (KP) orientation. -~~~ <77

briefings were available for visitors, who were.then able to meet with
teacheré'and;administrators and to observe KP in use. Visiths also re-
| céived,handout materials (pamph]et, informathn sheet, gtc.) to take home
after théir visits. -Audiovisuai éids (films, fi]mstripﬁ) described the _
various components of the KP. |
Preqictab]y, September and June showed very few visitors, but the
‘

volume built progressively during the petiod from October through Hay.

Yisitor objectives, as recorded on comment sheets, showed that “general

information" ran far ahead of the second and third items named--"evaluate

KP for use" and "observe reading instruction in kindergarten!--the tallies
beiny 549, 310, and 246 respectively. "Classroom observation" was the
hspecific activity that visitors f&hpd most‘vé]uable, with "fifms” ranked
second and “coordinggor's orientatjéQ“ ranked third. |

Some I,SOO,peEsons visited the Iﬁbs{mof whom nearly 1,400 represented

school districts whereas about 130 came from colleges, publishing firms,

research organizations, etc. The estimated cost per visitor was $120, but
"only a small frgction of visits can be directly tied to specific sales"

fSJRL, 1372, p. 34). Given the present state of the art, the authors con-

clude that instructional product demonstration in use is still "prohibitively

exnensive.”  For "even with all imaginable cost trimming and volume incre-
menting, cost-per-visitor would still be high" (p. 33).

Anotner major demonstration effort for Minicourses (see Appendix),
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Tocated in five major school districts. Four (or, in one district, three)

.




‘carried out in. the same school year (1971-72), 1% rehortedfin Hutchins - &
Cunning (1973), though no cost figures are shown, Apprcximately 5,000:

visitors to demonstration sites viewed teachers .undergoing inservice, train-

ing with one or mere of five.Minicourses that are built upon microteachingl
and videotape feedback. (Estimated cost pefwvisitor was $60.) * The pFoJect
report Andicétes thaf egfimates derived from a kgndom sample of demonstration
site visitors would suggest that half the visitors would use a Minicourse
if it could be borrowed from an intermediate-égency and that about.]O% of
the visitors had already secured and used a Minicourse at the pgint when
the sample was studieékiabeﬁt three-four;@g of the way through the contract
period). Another 157 indicated that the}e was an "excellent” chance they
¢ “would do 50 in the following school yeaé; Demonstration site directors
estimated that 17,060 teachers had used or would use a Minicourse as a
result of the demonstrption effort.
The major siteg/wire established by various agencies (a college, a

state education agnecy, an urban county school system, etc.) in key metro- \
. nalitan areas. Other flnating sites were opened iﬁ vérious'ggographica]
areas and then moved on to other regions after a two-month pericd of opera-
ticn. A single coorainator was responsitle for each of the demonstration
activities (up tc five sites per demonstration project,_Operat%ng simultan-
uousﬁv); the overaii project report concludes that the skills of the person
conducting demoastrations are critical to success. "Personal confidence. ..
enthusiasn. .. talent as a4 public soeaker...know]edgé of forha] and informal
”;ofcssiona1 cormunication networts. . understanding of the vunction of a

demanstratisn'--the e words emerge clarion-like from the report's pages.
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The authors assert that an aggressive marketing approach-is called for if

the coordinator is to succeed in reaching out to entice visitors to learn

" about the/innovation. _— : . ’

c 'S .

Another finding: "Demonstrations (of this kind) are probably more

effectiv

in creating awareness and a general ‘feeling’' for the quality of
an innovation an they are in imparting Specific information about costs
and impldmentation requirements" (hp. 35-36). Observation: "Direct mail
is a uséful method #or-alerting people to demonstration sites," |
To repeat, demonstrations aré expensive on a cost-oer-visitor basis.
They require much lead time for.planniﬁé. And each project coordinator

and each site manager must possess {(or be provided with) an array of

marketing, advertising, promotional, and publicity skills,

CONFERENCES: .

If.the conference/viorkshop tactic is used simply as a-one-way lecture
presentation, then it would be catggorized under the earlier "Information"
category. If it is used aS\&~“§5T}ing“ tactic, with participation and
interaction throughout, then it can be considered as ano;her "Demonstration"
tﬁétic. According to Klausmeier et al. (1972), the developers of the Multiunit

4
School (MUSY* have successfully used the one-day awareness conference

tech;ique (with participants recruited via direct-mail solicitation).
They recruited 386 conference particicants by mail. These participants
{in five geographic areas) provided 204 post-conferenc: questionnaire
responses, with 49 indicating that they had adopted the product in 60
schools. Thirty-four non-adopters, asked about future plans, indicated

*Jes Apnendid -,
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“that they would impleﬁEnt.MUS at a later date. The study indicates a

_'cost_per conference attendee of. $57.71 and suggests that these costs are - : _ =
."'qu?'te feasdnable" (p. 19). S _ o S 3
. ° : \ : X - e Y
Anothar conference/worﬁshop tactic was tried for the ALERT sy-tem .‘j . ‘  ;%
when it wai still in early fie]d-tgét form. Six workshops'wefe scheduled :
.. in varied settings under diverse lTocal sponsors, with the local sponsor
_handling the mailing of invitatnons and all local arrangements, Sponsors
inciuded en inner-city college, a préfessionq] organization, a university,
a state teacher organization, a university continuing education division,
and an urban graduate teacher-training institution. The minimum hégd>.
count fdr the six sites ranged from 29 (in a Snow storm) to more than'80;
the pr&ject.director estihqted'that 400 mailed invitatioqs\woulq be re-
quired to recruit 100 conference attendees. Approximate average cost to-
run the demonstration, proratéd on a per attendee basi;, assuming Ccross-
country travel by two demonstrators, was estimated at $5. Only 8% of
mthose who attended tnhe hands-on demonstrations indicated on questionnaires
filled out at the end of the meetings that they intended to purchase,
squesting a cost per "sale" of appréximate]y $100 for a prodyct that, in
its finai- form, is sold commercially* at $3.95 (Rosenau, 1971), The pro-
ject nad ne way of estimating the impact of its demonstration efforts if
fa} the product had been ready for use at the time it was demonstrated and
i:) atterdees could nave been provided with precise ordering information.
Additional types oi workshops might include summer NDEA training in-
titutes, NA5L drive-in and fly-in conferences, and pub]isher—soqnsored
ASrESHAPs At wnich new curricular products are demonstrated to invited guests.

opendivoentries ia this caoer were duplicated from the pub?\ihed ALERT
D ehoch .
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Eséent} 11y ».what the interactive'conference/workshoﬁ'técfﬁc provides =
is a techﬁiqi:\(or cdnvgying information and creating awareness/aroysal .for
a 1argé gron of-bregeleéted pérticipahts in a.format that permits adjust-
ments to the;fég1on or locality, the fluctuations of weather, variations in
time scheduling, and a'cést/benefit ratio that can ge as 1ow.or as high'as
the‘sgonsor wi;hes. Further, the conference/workshop tagtic fits well intq-
accepted school practice, making récruitment of participants-ré]ative]y
eésy if careful preplanning is ca?r}ed out. |

_Packaged conference/workshops may be made possible by use of film,
"phones, educationa] television, video cassettes, or other technclogical
medi.a-._ Films offer a one-way “workshop" megium--especially those created
to demonstrate aﬁ innov>tion in use--since films can be tﬁanspoyted inex-
pensively from p13ce to piéce. Cable television offers a power?u1 demon-
stration mode, and perhaps the satei]ife experiments of the 1970's will
signal another technological alternative. ATl these tactics seem to
offer a Tow cost per demonstraticn that seems ideal for interest-arousal
but lacking in any hands—oﬁ experience with the inncvation itself.

One as-yet untrﬁed ta~tic would be some form of packagrd, transpor-
table simulation experience that would enable users to experience a Tow-

4

risk, Tow-cost tryout of at least part of a large, complex innovation.

1

“ooha tictic would soem initially expensive if used by only a limited

number of participante, but it mignht become cost-effective if widely utilized

| 4
over time,

46




: o ~ Summary

4

Personal demonstration is a tactic for whichwe can locate some
épecif%c case historvies and some realistic cost Earaletérs. ;As a tactic,
it'can be used all across the ‘decision-making spectrum) through it seems

to bé élmost invpri§b1y preceded b}fsomé form of <informatjon dissemination
and quite often followed by some form of interpersona]'c]og re. Additional
stgdieé will be required to document the extent of utilizatiog that actually
occurs as a direct outcome of school personnel attending and-payticibating
"in a demonstration actiVity at which an~1nnovation is shown and discussed '
interactively. .

Many national yrofessional organizations (e.g., NCSS, ASCD) create
opportunities ti. convention registrants to visit Tocal schéoTS where inno-
vative programs arz in operation. ~Some formal study of the impact of these .
activities on adouaion/rnjeciion deéisions seems urgently needed, so that
the "cust" of those visits con be compared to the larger studies'cited here.
stmilariy it would be useful to examine the "selling" potential of the com-
meraia’ sale;man's tactic of showing prospects his employer's latest innova-
tiOn.:n use in a nearby setting.

"Uemonstratior’ seems to be occurring, in short, even without federal
Twnding vo Rau oageriies or te state education agfncies. But the principal
demonstration effort in 1974-75 will . clearly be the ESEA Title III (Section
) develoner/aeionstrator, state fagilitator, and adopter/replicator
aroiects tu e Tounhed g juiv, singe millioas of dollars in federal fund§

are Leang committed to 121y nationwide experiment.

4

I 4 °
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FIELD AGENTS st o
Though the role of the nonprofit educational field agent
is a relatively new one, that of commercial salespersonnel
. has a long, recognized history. The two roles, though -
' : “superficially similar, have several major differences, as
et : outlined hére.” The fteld -agént tactic comes, obviously, -
Fa ‘ at the trial/adoption/nurture stage of the diffusion g
e ) process and is.charactarized by maximum interpersonal- = . .
) : behavior and flexibility. Needless to say, the field
agent uses all the previously discussed tactics to some
degree, depending on nerception and anaiysis of specific
product/user configurations. -

¢

In any discussion of field representatives, whether nonprofit educaj
tional "extersion" agents or commercial salesmen, the same series of
qﬁestions probably apply in determining the range of activities of field

| personnel.

A, Utility to the User

' Who is the-user? : v '

What does he want/need? '

Has he asked far he]p?-.

Has he used anything similar before?

How does he usually acquire new prodicts/processes?

How much trouble will he meet in buying/renting a solution
being offered to him? |

Will ne find tne solution worth his effort?

How do we know?

B. Objectives of the Effort

\

\

What are we trying to do? \
Is tihe oroduct/praocess we're promoting well developed, well

packaged, valid, reliable, economical, useful?




€

. _ | . L ""np\
', . To whom? How do we know? W

What would happen’if_it werén't evén mentioned to the user?
Is it similar to other-products/processes.Being offered to ' <

1 " .
’

potential users?

b

What key questions must be answejsd before the user system can

adopt'the new item?

Can someone inside/outside the user system provide technical
help with implementation?
. s its use:%ita] to the user organization's survival? o .
Are other products/processes of the same tyﬂe 1ikely to be
rgédy for users in the next few-years? .

&

C. Costs to Do the Job R , )

Wnat real costs (time, personnel, out-of—bocket expenges) will !
‘be required to assure use? (By wﬁéifbercentage of potential
beneficiaries in the user system?) |

'Whét costs (real or hidden) will the user incur? _ )

What pro?ortion of the user organization's total effort must \ )

be devoted to assuring use? (Is that expeﬁaiture of effort ‘
justifiable in terms of other priorities?)

Can any of the anticipated costs (rental, purchasé, replication,
distribution, evaluation, etc.) be eliminated or reduced?

What will it "cost" the user organization (in prestige, potential
funding, momentum, morale, etc.)rif the.idea fails totally?

What will it "cosi” the educational community .if the innovation

does not perform properly?
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”if 'the best modes of use seem prohtbitively expensive. are ..

- \

'(._ toere shortcuts or rev1s1ons or unbundling poss1b111ties 7
that might surmount such obstacles? — . - ’-'ﬁf'lf

If information is disseminited to potential users, what are .

L4 . ‘o

the consequences of arousing interest? . '

Essent1a11y, every field agent must be concerned W1th such dichotomies

as: . - o
. ' . *characteristics of a product/prooéss vs.'what users yggt:
it to be o o
*price vs: ability to pay
tconvenignce of adopting vs. accessibi]ity of other alternatives
' *commuhicability of attractiveness vs. receptivity to such

< " communications

. 4 N .
\ ~

A field agent must know the dimensions of the "market" within which |
. he/she is operating. ?or.example, the Association of Americao Publishers
} “projected for 3971 a $900,000,000 market for educational materials, brokeo
down roughly as follows: \ '
" $500 million - eleﬁentary and high schools
és.mi1lion - standardized tests |
380 million - colleges
Average per pupil expenditures for 197;, by cotegqtf, were_estimated at:
v § 7 -"elenentary | | '
11 - secondary.
40 - hizher educaticn A

Per pupil averages come to $8 for text materials and $21.50 for non-text

materials. what is more significant to the private sector are such data as:

A
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- 207 of school d1str1ct$ enroll 80% of all pupils
50% of college. entoliment is in only 10 states

D1str1cts;enro]11ng between 2,500 and 12,000 pup11s'§re :

usually the most innovative (Knowledge Venture Group, 1973).
”ROgers & Shoemaker ({371Q;offer_evidence on change-agent success:
*syccess is positivel}‘related to extent-of change-agent

| effort (p. 233). L ‘
. ~ . . . A I
" “*success if positively related to client orientation, rather

4

" s than to change-agency orientation (p. 237). S . .

&

'*success is pos1t1ve1y related to the degree to wh1ch the

. - project proves compat1b1e W1th client needs (p. 238).

(They also recom...i selection of change agents who resemble clients, so far R

N\ as possible.) . o )

N 4
Ay
N ,.J

*success is pos;t1ve1y related to the extent the change agent

?\\\\ works through op1n1on leaders (p. 243). : .

'*SUCCGSS is positively related to change-agent credibility

[ d .

in client's eyes (p. 245).

st
Y

w

*success is positively related to the change agent's efforts
to increase clients' ability to evaluate innovations (p. 247).. "
The major advantage of field agentry as'a tactic is that fteld personnel
¢an segment the market and differentiate the product en a daily basis.
Agents can work in depth in %hose segments they are able to penetrate and !
can meet muitiple demand schedules; at the same time they can work for a
horizontal share of a broad generalized market. Ndne of the other tactic; ‘
offers thi% degree of flexibility. Field agents also can emp]dy backward

r segmentation when they note the ways members of user groups resemble each

other.

RY4
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: m oy NNUBLE . \

S Agents can feed back to their. employers local “sty1e" fads and trends
‘to guide future des1gn plans, whereas the information tactics ‘cannot. An - - 3’i§

agent ‘can provige service and adjustment on the spot, can report on compet-

v e A

My
—rd IR

itors' eosition and behavior, can report product deficiencies and stqengthsg~
: ’ ' ‘v

can report on user adeption behavior, can report on state regulations’and

1oca1 school-board matters, and can make suggestions on product packaging, -

¥

¥ . personal "selling" technxques etc.. based on facts obtained in field

,
,ﬁ»-/

) s1tuat1ons. Finally, due to the interpersonal role. the agent can pay e
¢
. attention to the attitudes, values, and'behavior of individuals within the:

.school organization and work to overcome the difficulties faced by decision

. makers when they struggle to “disconfirm" current practices (Johnson, 1969).
- _
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- ’ TWO TYPES OF EDUCATIONAL FIELD AGENTRY | @w"‘

FIELD AGENTS (non-advocacy): | ' ._ _e'i o

; .

This non-commercxal tactic 1nvolves a role that 1s by no means cleat,,

sHEg s

s 5’;!‘1 W

Agents probably must be subsidized if they are to serve as process helpers
and resource linkers, untess the role can be developed sufflcuently to
,incorporate_the notion of peid consultants to user systems. ."Extension:
agents" have been viewed as providiﬁg technical assistance, helping thsbés,ld
most in need of change, de1iverihg impartial information to those by whom
it is needed (from such information systems as ERIC* EPIE, ALERT, SRIS; - .,
' DATRIXi etc.), and carrying out social marketieg*‘fasks They tend to T

work with a reciprocal public (those user systems interested in the organ1za-

tion represented by the agent, when that organization is also 1nterested

in those user systems), rather than with "sought” or "unwelcome" publics -

(Kotler, 1975).

The table below suggests some of the "publics" that may be servedshyf?
* field agents representing either R&D organizations or public education
agencies, with an approximation of relative emphasis of. agent’ time adﬂneffort-

allocations.

*Social marketers offer no single panacea, but rather suggest or create a
variety of products and services that advance social objectives (Kotler
% Zaltman, 1971).
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: . Fi :
. . .

m‘p&\l
o | | - R&D . SEA or Inter- =
Principal Contaets with \gency ._mediate Agency 3
: Public schools - I ik : |
= - Private schools T L | Rk ;
-  State education agency . Yk ’ Wk )
Universities ' |k *k
Intermediate agencies k- ek '
Preschools * *k '
Teacher organizations . * ¥ : - kK
Administrator organizations - LA i SR
Professional associations *k *ok ‘
Community colleges - . ' * - *k
. . Church and youth groups : , * . *
Proprietary schoels - . . * *
Teacher-training institutions *kk *k
Educational media 3 ol . .
. Mass media * *
Local media - - * deke
General public . ek ko
PTA _ * *
Government agencies Ll T dekek
Legislative -« bl
Non-university R&D community ¥k *
Local school boards : ' * *k
Y

*k*  Saryes Primarily -

**  Serves Secondarily

*

Serves Only On Demand
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'fhe'nohbkbfit ageﬁt:role yil] depend pn;whether fhe employer organiza-
tion intends to serve clients highiy reéponSiveiy, casually, or unresponéiveTy.
In the former instance, the role demands keen interest in learning needs,
preferences, degree of satisfaction achieved, etc.;ihere the agent will e
systematically collect 1qformétion, en;ouragiég inquiries, complaints,
suggestions, and opinions and adjusting behavior according{y (Kotler, 1975).

| One effective transportable tfaining program has been déveloped to
.cover one part of this'type_of'agent role: The Educational Information
Consultant (EIC). The self-contained training, already available in one
format from the University of California's Exten;ion'Division, covers
response functions only (ggi outreach). A linking agent can learn to transfer
knowledge from the resource (researéhers and developers) to users (practi-
tioners) through skills of negotiation, fetrieva], transformation, communica-, -
tion, and evaluation (Banathy, et al., 19?2). |

Possibly this packaged effort is as far as the nonprofit sector is
]ike]y to go in the foreseéab]e future, since such agencies rarely can obtain
funds to study their publi¢s formally and funding sources, have historically
seemed uninterested in the problems of target marketing. Recent work in
this area has shown promise, but no large-sca}e exberiments in naturalistic
settings have been conducted to date. ‘

A three;state pilot program using field agents for educational e;ten-
sion work has been fully documented by Sieber et al. (1972), Mick et al.
(1973), and others. Sieber characterized the effort as a "highly successful
tryout” that "needs improvement." One-third of the clients found the
information they obtained from agents "very useful"; almost twice as many

respondents felt tnat personal assistance had been useful. The Sieber
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analysjs suggests that-cliénts may have endorsed the service.becéuse it was
free'agd they did not wish to see it curtailed. The“evaluatoés also’felt

, that'fie1d agents'shou]d be Yocated in intermediate agencies (regq]ar
resource centers, intermeﬁiate education djstqictg, county of?iges, or large
district offices), witﬁ lacal consultants beiﬁglavajlable to help the agents.
One agent would evidently be needed for 300 potential_ﬁlients. _Importanf
role'aspects seemed to bé: status as an outsider; a repertoire of change1.
agent skills; ability to follow up; and monitoring by a federai agency.

The person fm{ng the role should-ideally: /
*be non-authoritarian |
*be patient
*be tolerant of delay
*have a low need for ego-aggraﬁdizement
*1ike meeting people
*think and speak clearly ___
*not act as a missionary for a p;rticular practice
*be adaptable
*be ordefly'

. The study also recommends a team of agents--one with administrative back-
ground and one with teaching background--plus support services. Overall,
the .nonprofit field agent seems.to occupy a quite uncertain role when con-
trasted to the commerciai saiesperson (see below).

Closely allied to the extension agents, though recruited qifferently
and left mainly to their own devices at the conclusion of preliminary

training, are teacher associates (e.g., Social Science Education Consortium)

or social studies field agents (Marker & Mehlinger, 1972). According to

- B@ COPY. AVAILABLE
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SSEC, the'ﬁuaJity and effectiveness of teacher associates has been "high,"
. with"a “substantial and demonstrable impact on their school districts anhd,
in many cases, on broader const1tuenc1es "o '

The social studies f1e1d agents were recruited spec1f1cal1y into a
one-year specxa] training program at Indiana University; they then returned
to their local districts to disseminate inférmation about new materials and
to try to get others to begin -using those materials. The study suggests
that the field agents "developed a trend, an atmosphere, and enthusiasm '
~ that will continue in following years whether the field agent is there or -
not" (p. 128). The study's lessons for the future include:

*Field agents should represent power positions.
) full year 1is.not needed for training.
*Headquarters staff should visit agents two or three times
N per school year. |
*we11-deVelop§d inservice training programs are needed by field
agents. .
*Trained personnel will be lost due to mobility.

Skilled trainers might sarve, in one sense, to fill a part of the role

of field agent, though only Man, A Course of Study (MACOS)** has been able

to establish this complex role thus far. MACOS trainers/consultants (called

"International Faculty") are available in many parts of the country to provide

information and (as pa“d 2r%ivities) technical assistance and inservice training.

- - s~

*A recent spinoff from the SSEC training activity is the formation of
Educators for Social Studies Improvement (ES31), P.0. Box 2217, Norwalk,
Cenn. 06350.

**See Appendix.
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A group of experienced consultdnt; (called regional training repre- .
sentativey) is also availab1e-hétioﬁal!y to lead training workshops in
Researgp/Utilizing Eroblem Solving (RUPS), thus serving as de facto change
agentsfwhen their serviceé are called upon. Trainers for the Patent/Child
Toy-Lending Library can be found in some areas, again on a paid-consultant
. basis. | '

The same role has been played heretofore, without charge to the user |
or trainee, by ficld representatives of several nonprofit R&D agencies. At
least three such agencies have operated field.offices at one time or another,
%or varying periods, to extend the reach of R&D products/pndcesses. Both
field-test sites and.actu§1'produéy‘impfemengifion'have begn sought'throggh
this tactic. . .o £33

Another well-established nonprofit field-agent role has been that of
staff members of intermediate and state_égencies, opera%ing with state anﬁ/or
federal funding and supplying materials af or below cost. Title III centers,
RISE,'BOCEsg county offices, etc., provide well-known examples éf this
tactic. (A one-year "state facilitator" expériment is being launched in
July, 1974, urder the auspices of USOE, funded by ESEA Title III.) State
- agency staff, it not perceived as threatening by local personnel, can also
reduce resistance to change through technical assistance ef;prts.

Staff members of professional organizations (such as ASCD, AASA, NAESP,
NASSP, etc.) can sometimes assume certain field-agent functions, depending
on how much slack can be found in a given organization's budget.

Finally, a new t%aining package aimed at entry-level professionals
interested in learning certain "dissemination” skills will be ready for
.distribution by 1975. Ueveloped at.the Far West Laboratory, the product

is called "Marketing Educational Products.”
59
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- FIELD STAFF (advocacy)
“ According to Rogers & Shoemaker (1971), "commercial change agents are
more imgortgnt as a channel at the trial-adoption stage than at any other
function‘in the innovatibn-decision process" (p. 246). For this reason,

this tact1c comes at the conclusion of our-overall rev1ew. in a sense we

have moved around a complete “c1rc]§Pff??Bm the kind of direct mail sent

to a taFgétedalist and asking directly for an order (as contrasted to
inviting an educator to a WOﬁ}shop or sihply providing ihformation)'a11 the
way to the commercial representat1ves€whose success depends dlrect1y on
their ability to ask for and obtain fikm purchase orders in specified sales
territories.

Yet sales personnel can perform a vg[iety,of ro]es--mere]y'delivering
(e.g., milk), taking "inside" orders (e.g., haberdashery), taking field
orders (e.g., spice salesmen), educating and spreading good will (e.g.,
medical detail pérsonne]), providing technical knowledge (e.g., engineering

‘consultant), selling tangibles creatively (e.g., encyclg édia sales), or

selling intangibles creatively (e.g., education or ins rance).* These roles.

can be seen to have been deliberately arranged in order of increasing

difficuliy; parts of some of the roles seem to correspond with the ostensible

| assignments given to nonprofit field agents as well.
Where the profit-making and subsidized agents differ radically is in

sales management--applied, with widely varying degrees of emphasis and

success, to all who hold commerical positions and only episodically (if at

all) to those working in the nonprofit arena. Management tasks include:

e e - S ————— + —— 0 —~-

xSee Robert N. McMurry, "The Mysteries of Super-Salesmanship," in Bursk &
Hutchinson (1971). '
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*developing (forecasts, objectives, policies, schedules, . /2// ‘
budgets, standards, etc.) - o ok . S

*direeting (supervising . motivating, counﬁeling, staffing, ;
- training, etc ) ‘

' *contro]11ng (measuring, evaluat1ng, ‘correcting)
Maeagement personnel responsible for activities of field staffs in nonﬁrofit
R&D agenc1es or in state education agenctes are h1gh1y un11ke1y to have had \
experwence in these leadership activities, nor is the reward structure l1ke1y
to generate such exper1ence in the near future.

. Competitive selling in the elementary and high school marketplace usually
involves quantity orders (e.g., adoption of a kindergarten-to-sixth-grade
reading series) in a complex purchasing environment (school laws, regulations,
policies, etc., vary from state to state). Statewide adopt%ons (or large-
city adoptions) may ent:il either a basal listing or a multiple listing;
24 states have standard lists, with multiple Tists now the common'criterion
that gives certain vendors a "license"” to sell the-T?sted items. Twenty-one
states require a fixed price for a set period (1eﬁgth of-the adoption), the
mecian being five years. Some school districts have also begun to lease |
film and other audiovisual duplication rights. (SRI has predicted a ngSO
sp]it.in print vs. non-print sales by education companies by 196C.)

The major educational firms retain large promotional and fte]d staffs
to demonstrate., canvass, sell, and sérvice a school market that spends only
about 4¢ of its budget dollar on instructional materials. One firm may
invest more than a million Jdollars in an elementary series (texts, workbooks,
AV, tests, teacher auides, otc.) before a single item is ready for sale.

Since tne nation has avproximately 1.8 million classrooms, a major

consideration far a comnerci.i organization is allocating/determining size
61
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| offterritory,gfrequeﬁcy of calls, qupta(;;i}ree materials, and earning
..potentfai. An xperienced sa}eéperson has'been:dﬁeragfhg,about‘$20;000 .

plus all expenses, with sa]ariés ruhning”sla% of sales, trave] 2.3%, and
. commissions 5%--for a total selling cost of 12.8%, plus general and admiﬁ;l
istrative support o% 18% (Knowledge Venture;Gropp, 1973).

To.date schools ﬁave not demanded proof of effectiveness of new texts
or otﬁer innovations. For the education industry, learner verif{cation*
and/o} a rigorous deve]opment-ahd-reviéion éyc]eﬁhave seemed much too costiy—-
except where R&D costs have been borne by federally funded projects.

According to the Knowledge Venture Group (1973), sales cost per call
has been doubling every decade. Because of relatively modest purchasing
capacity, one-third o1 the nation's ]6?000+ school districts are therefore
not worth calling on. Moreover, major convention eghibits (whiph personnel
from small districts might occasionally be ab]e‘fo attend) have a low return
on investment (in the view of the commercié] sector) ke]étive'to time and
expense. Local and state meetings may prove productive if they occuf near
the time of a ébecific.adoption decision or are timed to release of certain
categorical federal funds.

Overall the school market selects products jn late winter or early )
spring. The personnel who call on these markets have historically received
very little sales training, so that about 2/5ths of their calls are made to
the wrong person in the user organization. Wigé management, where it

exiszs, tries to alter tne allocation of time by field personnel in order

——

*The Florida legislature recently passed an education bill (S492) that
requires publishers tu sunnly written proof of use of learner verification
and revision of materials offered for adoption (Educational Marketer, June
16, 1974, v. 6, n. b, p. 2).
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to focus principally on “profitable acéounts.T \Performance cannot be ~

. , | 4\ | |
measured bysa1e§\:j1ffj'aloné; the status of the organization the field

person }epreseqts*,.the status of the product(s), the amount of support : fé
provided, etc;,.may prove more significant than individual effort. . -
_Functionalrequiféments.for t@e role should “include: knowledge of
products, ability to plan 3pd organize work; relationships wtah user system,
initiative and creativity in presenting products, interest in and aggressive
attitude towérd job, Jjudgment and common sénse; expense account control,
etc. Ideally the field salesman should keep records of timg spent on each
call and of number of products adopted by each user in order to plan the
best possible routes and the number of call-backs required. Lengﬁh of time
per call has a definite effect'on sales volume**; hence more pupils may be
affected if field personnel-spend maximum time in the larges; school .
districts.
o
Successful sales personnel need empathy and ego drive*** and the ability
'to adjust to customer reactions. VYet cu;tomers perce}ve sales representa-
tives and the firms they represent as two different sources, ranking the
trustworthiness of sales personnel lower than that o% their firms. The role
of "salesman" is held in relatively low esteem; trust is closely related '
to the overall character or quality of the sales presentation. .The com-

municator's personality and what he/she says about things other tth pro-

ducts seem vital in influencing the intended audience {Levitt, 1965).

*For complex products, the gehera]ized_ﬁeputation of the vendor is more
important in a buying decision because a favorable first hearing is/assured
(Levitt, 1965).

-‘S‘
Py .
/

NS

**Dhilip Kotler, "Operations Research in Marketing," Harvard Business Review
(Jan.-Feb. 1967). : )

r**See David Mayer & H.M. Greenberg, "What Makes a Good Salesman,” in Bursk
& Hutchinson (1971),
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The;uncektain‘marriage'between nonprofit R&D agencieé anq-the commercial
sector is a reIatively'recent dévelgpment.'with doubts fairly commdn,oh fhe
part of both partners. Commercial field pe;sonnel, occupying well-defined
roles, are ;upposed_taﬁknow how to ask for én order, but they probably con-
centrate their efforts on selling principally to thdse most likely to buy.

Their goal is do]]ar volume of sales, though on occasion there may be

a separate quota arrangement for each product line. A single representative '

may be carrying two very different reading series pub]ished by the same firm, .

thus enabling h1m/her to serve compatibly the needs of a1most any client

system. The aim is to deliver information to and obta1n action from egth

interested potential user,

After studying the needs, drives, motives, etc., of individuals inwo]yed

in a group décision, the commercial representative is in an ideal position
to determine when, and what kind of, an incentive may be required to tip the
balance toward the product under consideratis --even including summoning

a key manager from headquaters to clinch a major adoption.

~

Summarz

Both the nonprofit field agent and the commercial salesperson use
marketing segmentation and product differentiatioﬁ techniques. Both seek
out opinion leaders in client systems. Both may be ob]igeq to "create" a
market where none yet exists for a particular innovation.

But their roles differ--.¢ former intending to offer service and tech-
nical assistance to help the client solve an expresseduprdb1em, the latter
Tooking only for'prob1ems.fqr which a ready soiﬁtion exists'in his/her own
aroduct line. Moreover., the reward structure differs dramatically; the

goals of social marketing, being hardly comparable to commerciaf/goals,
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lead to satisfactions that cannot be measured simply in dollars and cents.

Kotler (1975 chapter 15) has 1dent1f1ed three major differences between

social market1ng and business marketing:

~"1) Business marketers typically try to meet the identified
needs and wants of target markets; social marketers

© typically try to chanbe the ettitude§ or behavior af

’ L3

‘- . target markets.

)

* 2) Business marketers typically feel that'their'major aim
is to make a profit through serving the interests of the

\1 : target market or society; social marketers typically aim
to serve the interestslof ;he target market’or society '
without personal profit. . ‘ .

3) Business marketers typicelly market products and services

ihrough the medium of ideas; social marketers fypica]ly

. market the ideas themselves rather_than products or

services." o |

With slightly altened emphasis, those points can help clarify the

difference between the two types of field agents discus$ed above.
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CONCLUSION - | 3 BT

. No brief overview of this type can hbbe‘to do justice to so under- T

e _ researched and so relatively undocumented a domain as diffusion of research- - - .-

- . -

[T;“ based educational innovations. In this first effort, we have assembled,

t-

according to an arbitrary conceptual écﬁemeg an array of tattiés that haveffj

been used, or might be used, to reduce the gap between research and practice.

, . , . N,
— Some beginning point {such as this paper) seems required--but a continuation, . .’
T, , ‘ . ) ’ . : )
reYision, and updating would now seem much more importan:?*ﬂfN:> -\

"‘jWe have Jooked at'tactics-one by one. We have cited some studies that ~

I

seemed appropriate in terms of their potentia] in helping to build a.con-

ceptual base. We have intér]aced cjtations’ of-case stud}es witﬁ comwentaryl _
transferred from narketing and advertising resEarch. To the extent/ﬁhat
dissemination’of thisrfirst compilation may help others in their.wdrk, the-

effort will be justified. ‘ | : ;
. " ,

What we have not reported--since almost no déta exist to support
mggningful genera]izations;~is the most cost-effective tactic that can be
applied at one'point in tiﬁe tolmeet'a gjven discrepancy betwe?n iﬁhovationa .
cHarécteri;tics'anq user-system capacity. Common sense suggeéts that, formh.

' certain gross dié¢rep@nciés, the dn1yisensib]e'change-agent'tactic may be
withdrawal, whereas for many 1es;er discrepancies, opportunities to select ///
azpropriate and -cost-effective tactics will be suggested ?y market sggmen{i:'ﬂ';/_
ticn and product differantiation. As a gedgral rule, we would propose that
change agents not try to meet every need that appears, F - rather concentrate
their efferts on installing and servicing certain research-based products/
Fraeesses tAaa cees t offor some reasonable hope of solving pressing pro-
ble~s for identifiable and reaéhab1e portions nf the total educational com-,

munNity.




4 3 . o~ >

. Most of the federal and state efforts to effect educational change

~seem to have thué'fer been tocused mainly"on'informatioﬁ taetics.'which - '% i
generally tend to be fairly inekpensfve and often rather ineffective for |
the intended purpose (other than as a probab]y necessary f1rst step)

.7 Attempts at demonstratwon have been sporadic and uncoord1nated Formal
fje]d-agent experimentation (other than the ongoing commercial delivery
system ttse1f) has probably been less well conceptualized than would
"have been p0551b1e under “commer01a1" management. Cost-effectivenees
_studles have not yet been conducted to compare and c0ntrast various _
'c1usters of tactics or to suggest what overall strategic mix would work' . '
best i a given diffusion/installation/utilization/ma ntenance problem
sit&ation. And the dichotomy between research-based "product development”
and "change support” (cf. Hemph111 & Rosenau, 1972) certainly has not
Qet been resolved at the federal or dny other level.

e T rn‘thé“pdiiéy domain-this_paper has tried to remain neutral. But
simply pouring federal funds into one-year; unarticulated diffusion experis

, ments seems unlikely to sclve the massive problems of.distribution, utili-
¢ ~zation, or monitcring of eaucationa1 R&D output. it thts paper hasﬁany

policy implications, they might be best expressed'by suggeéting that all
future experiments be: |

* ongitucinal (more than one §chool year)

*documented (including realistic cost figures)

*planned in advan =

*rigorously eleuated

*"nublished” for the eduzational R&D community (including

) - state »nd intermediate education agencies)
¢




pest
*orchestrated from a central source for maximum impact

Only in this way can a data base be deveIOped and put into the hands of ///

conetruct a respectable educational change theory. | ..47
Any future policy for diffusipn of educational 1nnovationsﬁmast
acknowledge the neeq for improved documentation and cost analyiis, for
cooperetion in exchanging hard-won 1nformation, and for a'wt;er utilization
of heretofore scant “dissenﬁnatibn” resources. Meanwhi]e{/the ideas pre-

sented here may help today's change agents in their current planning and -

-4'"“""‘"‘.

their current doing. Before long, many change agents shou]d gg,aﬁaﬂyz1ng o
appropriate tactics to fit observable product. and user d1screpanc1es, even )
as they recognize how small an amount of trustworthy data has yet been
accumulated and published. But the modest expertise we do possess should -
help to move us a long way forward in our national effort to improve educa-

tional opportunities for all children.
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- APPENDIX

The entries on the following pages have been extracted from the ALERT
Sourcebook of Elementary Curricula, Programs and Projects, published
by Docent Corp., Pleasantville, New York.

Copyright ¢ 1974 by Far West Laboratory for Educational Research and
Development. A1l rights reserved.
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individually Guided Education in A Multiunit Elementary School | -

The Multionit Blementary School is one of seven programs of Individually Guided Education {IGE}, a total
educ ational systern under development at the Research and Development Center for Cognitive Learning, University
of Wisconsin, The Multiunit Elemedtary School, the first program to be developed, is a design for reorganizing school
prsunnet 10 help sghaols improve their curriculum and/or individualize instruction, Schools which adopt the Multiunit
argamizatonal design will be able to either prepare their own student materials or adopt those wh.n IGE is developing
et cgect arvas of reading, mathematics, and ecology (the second program of IGE), The five other IGE programs
v bally provide services to Muitiurat schools; but, conceivably, schools eould use the Multiunit design without
sty by to the other 1GFE programs. Cnly the Multiunit organizational design will be described here,

fhe Muttiunit_ design divides the school statf into three units: (a) The Instructional and Research Unit, com-
proed of g unit leader, two regutar cer ithed teac he: two aides or secretarins, and one teacher intern. Each unit must’
plg, G out, and evaluate the instruc tional program for 150 students, (b} The Instructional improvement Committee,
(ot 5 of the prencyal and the unit teaders, respanstble for developing the educational objectives of the entire school,
vt by state aad o educational policies, and coordinating all unit activities, {c) The Systemwide Policy Com-
v, cotnnrised of cendral office staff, prineipals, and representative nnit teaders and teachers, astablishes Lroad
1odetines for e o heols and emnloys cossultants when special needs exist. This three-level design incorporates team
Lo b, Beale Goroaf s urces, and diddterentiated staffing, The obpective of the Multiunit design 1s to encourage
Conetestaloos phinming el te s hing, cotiee staff participation 1in decisionmaking, greater roie differentation,’more effective
oot Lo and cotenurictians How among umt members. The duvelopers alsw believe that the Multiunit design allows
toie St den i teacher mtergution and on the shot assesanent of student difficulties,

’ SIS i conpinction vath the Center for Cogmtive Leatning, has taken the Multiumit goncept dand
e d egter s for eeorviee g and gene ol assistanee in implementing the Mattanig organizational design,
Phee o eaterals it de fonr taventy minute filing, six brief shcde fiins with tapes, and five books. Sanple topics
L et of une ‘metebors’ 6 ponaatnlities and procedures for m.--';luating:.tudnnts' readiness, progress, and
o teecen o The metvies progeam contsty of workchaps, conferences, and meetings, The training continus throuqhout
ool e ar uetl the predrar, i raming smonthly, The trangition from g self-contained clasiroon to lhu Multiunit
SR ety D st preparshion et e conperation of statf atall three levels,

Dratrrbaton: Wew otan Bervare boaed Coveloprent Center Tor Cognitive Learming, 1025 West Johnsen Struet,
ol Vi onoan Ha2ton eid) 280, in congunegtion with JI/D/LIA, B35 Far Hills Avenue, Dir/ton,
I IRI IR 18 :
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Target Audience: ! .

Subject Arca:

Toacher ot g g o for tasmng tachers and
Adir gty Sy b te sy adunne tative and

sl Beial s, gl .

Major Goals for Statf:

Torveg o b 0 v by b B0 i b sngnaand .
thoereefoue e e o Sttt " Lot g tbopoe b tigs thromgh
Ayt L)t Goseit e e gt T Aliong
e Cf et e afee o L b et aber Bent anter

T 4 L S S AL SN WL 'R T RS TPRNEIY (R A FPRT EFO T

.

Qg ot v s cn and eyt e of new and
.

vecStoony hockent gt ngls

Sugynsted Usu:

At v v e g rogrg 1o intiedace staff to the Mulhynit
St L oo han thes to eopletrent it The program
has - wiork Lhop and o uontinuiag servi s progeam for
teacher . Gfrnmostrators airdey angd some clenieal helpers,
Schoal hoard, contrat staff et e given an inttoduce
tion to the Multom? dppm.u:h.l

Length of Use

Aty ttaiming workshop s hetd befa e schoal
beageny, o ey of faar batf day misavice incetings
are 1 nengoengeeg A g the year Traming . ontinues

ubin the pirogrgrn s oy sinoethly,

.

Sample Topics: 3 ,
Cheirveres o dearniong progrgin, irat tedag and operations,
Pt s rolege eral androdo teey, mplomenaton
gL,{.j.-: Troo LAYE A s el awine inohon o tule,,
fleastepe, e tag e s aned Do s su B s Uil O)peratio s
ard At Proacipat’s HanginanY ang (F (;llldl}ll”‘nﬁ

te "';llz,'l‘-r,';l' [AST AN

Instructional Method:
TG, e T g et A e anG ) view 1Yy
St SIANE BN el Lo o reerte L The
R TEP TRL A S S A LA URNE DUVIDE \XAIE NS PSRN PR VRSN O EOTCTON I P08
N A T I | e R YU TR L H LT YRR RIS A1 o %
S A SRR RIS B TELRENE S IPEIN S NS PRESL I S ) F A 18 14
} gt '
-
St Pt S0df 7 ireat b e Poharn (G N

tedaches, demonstrates, dnd aseists, Téathers—instiue.

Staff Roles and Training: 7 ) .

Frincipat - osusnes primary tesponsibility for scetting ap
Mattiamt dieagn (edocing wimt imembers, phonntviney uud '
sectining Nevted matetial. and equapment, ot ) Unit
Leader—provides leade stup an planning and coordinating:

tiopoal role; work in eams to f-r:loé_t and ():-vulc;p_' o
appIoptiate matenials, S Coe '

. ’ v .
Parent or Public Involvement and Training: e
Principal's Hardbook imcludes sugyestions for neproving ‘
hotne school retations, soeple letters used to nform the
commamity about the LSubunit tesign and taeport on
schasd evenits, (1D /A 1 developing a program of
horne sehocl c&nnu.nu‘,dtu.ns.) ) '
School Organization:
Three levels of arnuinistrative orgamzotion  Instructionat
andd Research Bnits, Instiuetional Tmprovement Com-
mutter and Systemwide P‘,'““V Lomanittee,
Special Equipment and Facilities:
Ermstig projector, tape recorder, and 16mm film
projector needed tor tiaining programs,
Program Evaiuation:
Longitudinal study of staff rodes and relationships
currently underway. Prelhinnnary data inchicate that unit
lesders are serving wedl as linking agents, thaie s
generally higher job satistoraon and marale among
Multiunit teachers than among teachers in the (ontrol
schaols, and NMaltiunit, personnel are willing to experr- ‘
ment with edu: ahonal innovations, ' '
Present Status:
The Multiunit Elementary School s currently aperating
o a imited basis i sever: states The siv other Individ-
nally Guided Education programs are under developrient
at this tiene, The Center for Cognitive | esring and
IHOJEINT e cutrently devebopiing the additonal IGE
programs,. Amung the prowgrams are a systern ot om
prater-manag.d anstrachinnad programnung and curicon
e materals in mading, cath, and ecolugy.
Availability: - v
Y vk e aatero s gvarebie ance Spning 1471 1
W00 age sy Ly poartig ot g freld st under
apatad conditioang
e Ny Drnihing, Rusaedt AV Dres Wl

L
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Klausmeser, H. Morrow, R. & Water, J. Individually guided education in the multiunit elementary school: Guidelines
fur implementation, Madison: Wisconsin Research and Development Center for Cognitive Learning, University of
Wiseonsin, 1908, Brief introduction to Multiunit strycture, statf roles, and implications of the organization, $3.00,

L]

.

MATERIALS, EQUIPM -+ T, SERVICES, etc.; COSTS
Quantity Neededl

” ¥

i LT e

Required Items 5 Source Cost Per Item Replacement Rate
Staff training materials: Replacement of
. . : aterials shout
3 books 1 per teacher Wisconsin $3.00 ea. nmottel;;a:ei;qui
Research andg ) »
, - Development D
Center and - ~ N '
IDIEIA] ot
2 books 1 per principal /I)D/E/A/ $3.00 ea,
or 1 per teacher , !
& slide films 1 sot per school NIDIEIAS $11.00 ed.
or district . $66.00//or set
I ) . i
4 motion pictures 1 sat per school NNID/EIA/ $830.00 for set

Services:

or district

[achesr ardes and At least 2 per Determined
sucrataries 1 & R Unit by school
Trawel:
Travel to and from 1 trip pur principal '
AMadsson, Wistonsin ind unit leader
gty Guided 1 per school J/BIEIAL $1.50

boo o oaftnrochuare)

Information current as of April 1971

d
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11 MY sthematics s g contirgum of o .nhcm.stu s shtls running from first through sixth grade and i SYS wm for
oA e the student’s Seariung in such a way that he attermps each skill only when he has proved that he has mastered
A the pretegueate shalls, Developed over a ten yoar period at the University of Pittsburgh’s federally funded Learning
sowee b Deetopment Centor at has Yeen fielg tuét('d and, revised in cenjunction with thesregional educational
Lo aatory i Phidadelphia, Bescarch for Batyr Schoots s now gvarlable from a commercial publisher. The title of the
actccen CIndwviduatly P obed Instrogctan Sgefers.te the umigee study plan cislted a prescription, which the feacher
ceaben by for evlry studenten the Baas of the results of placement tests the student takes at the start of esch new
porme st deved fsoven tove ki alt and peetests and posttests be tanes at the beginning and end of 2ach umt within
slevel tHact e desdb with g peafic tum?-, such as multiplicatiun, at g particular level) The prescription is intended

vt thgt the student doss not have 10 spend time doing Inssone on skills he already knows, nor tackle tes.ons for

Siech beda ke m. protequeate shlls Instructon s presented R bookiets for each of the 3‘)‘) skilts n mv curriculumn,
e bagb ets reaenre hittle reachig For pOOr readers some beginming e3sqns are available on tapes. |
TP thue, ihdivi o 3lizes the pace ot winch the student moves through' a curniculum of mathernatics basids. Tt
Soavie v the Teacher the ek of indeeadinbizing the style in which the student Acarns and the option of suppleinenting
Potheeti Lasies vath ather mathengte ol eapeniences There have been criticsms that the 1P1 solates the sttydent
Seo e oo hor and tellew s tudents and carrows his experience 1o traditionsl rules mastery and paper-and pencil
o Coenies abiy pomnt eut that dearming pays hologists still know compadratively Iittle abeut the comousition of the
a ot od's mathematicgd heewbe fge and the means by which he acquires it, so that @ program bascd:exclusiv.gly on
Pt ey chjectives deatefs o by (P iy be oversimphtied and not iruly indwiduatized, In respon-e, 1Pl supporters’ .
Pye oty oo hiear e the oppsrtuniity whn b 't e program gives the teacher to oy closer heed to the mdnv:dual student’ s/
St e ] el bebavior, s that far trom becomimg o mere technaan she can become. more of a profesaional
e Ere g by attentn n from”wiat 5 notial ™ about a, xtuuv(to what 1 uogque about hirn, “1PL has gw(zw(@s/
e el e evaluation of the individual and the beginndy set of materials o use .- . 1 an 1P] pdel, the
HEER T A :.:I‘\- ML Pore Contaot wiin his stadonts, The teacher must work clowely with the s/kfii in a wne-to-one
e wheo e P Doctiet) o rot mesting the Student’s needs, and aleo plon small s Rars and tutorial lessons
Cravie s tgrmahiar vt 1P strens thee cfhr wn( v with which it teaches bosacs, pechaDs requicng as hittle as one:
et e e ant of e e et tradke bt Classt ooms dovote and thus treseiing children for mére interesting learning.
.o b tetter Sor s U foeld s by, b b do ot aadicate stpenior pteffurnu_i.n(c: on standandized achievement

tohy IPE tadents, dostow students’ and wachers’ marked prefurene for 1P over tonmer traditipnal teaching
N Y

...,.,r." “ilg.
Ginrr-but e onletn oy Crofte, 340 Park Avenue Seath, New York, New York 10016 (212) 689-5700

dooes tear ey Be cancbe g b el s Center, Uener oty W F Pitte b n;n oy Ronth Croang Sireet, Pt bhungh,
TV ey e b o Bett o Cobhonh, oo, Y700 Market Strect, Prhaladelpho, cennsylvanis 191073

L .. bl
s
Farget Acdienee: Project Goals:
Co ARTTT TR PEN TR B B A ) oy cvnstoge necringhy of lestprig Ghp clives m
CAEY L ETIN S § RIS T T F BV N Moy o L ety
i “‘l",‘."‘ At [ JFTTES R B TR L ST IR PETE S B SRR § B P S (AT ) '.|1ld|‘”!.'-
L o e s g e et Lot ed
. fe oty by B b deeeds y
Content Fimohasiss s
’ ‘ T A TU1% 1T NN ANEII LS SRR FALSRTIR SR 4
' b R AT Soojested Use:
. L Pt L O T T L ] E B S | I L T FRNSREN TR e Y |
' | DETY 3 .
| T Y I O IR S AN LI SERRY | ERPTEE NEUY DR RRT] 31
iy . ’ L T S L R O N N T R YRR SO E AT
Napcr Coeddy Sor Studengs: .
. ' ‘.| .
' ' '}
N o s Y \} :' ] t l .
! : b {ength of Use.
/ L s et I S Y B A P PR ATt

'
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ncing: . . . S Admtmstmtuts Role.and Training: e !
e e carntatly hum continnum nf S S( huot prineyyals wing 1P for !hn‘t\«.t 'm.n must atwe nd

Taastrn ol by s Nl ety s 1 ther Sare tape - . A throe day traiming Seaon gwnn Ly the pubhsher an i
atd it the s devel Crepnse awmit The Audent works . demionstration schonk, Tho e it o charge for the work.
heongt one at ot e bt ban argoanent bt e e . shup but trairices must ;mv thew own expenses, H a

wned by the plaeeant g be ey cpon enterneg cach schunl rdors madeniads gt maore than 400 studems twe
ﬁ&'cw-.i:;)t ettt teony, ooy G L hiool ye a e ry o acgrms ,!r‘l't({rq are p%: if muw thav- 8(10 \tuduns
Gt el chflerent beyeds, for sre e o it tree .:dnnqummn ate tained.
”: Cgatee SULeved G meaturement at O et TR L . ’ )
Mot e et b e he doe ot dete i lw Paraprofessional’s Role and Training:
SR B U N AR LN FIR ST et the stiedemt One: paraprsfessional aidi: 1s needed for every 765 100
/ :1-_ es et e Mo phagonaebeddde 4 e 8T wathan the stud ol 1 asast the feachor 40 Cloieal manageineny of
' esens e po o at the esd ol the ane the: grogram tuate s and student’ records Audes imust

“be trained by dhe principel 0 g werkhshon tepetaly from
that for teart.ers.

Y

tnstiuctionat Methodl: _
Ly Lok bt B et tong g B, end teating,
} NI v ‘-', Drane e tnlorneg, peer tetoeing, andfios Student Testing:
Mt e e _ : The plagement test far cvery-level atter the firs
' detersines the level cach student works atan eacly topc
Pretests are adnuniste rod on all units prese nibed fdr i

O I T (S B A IS5 e b ovear o1 (more . . . L ) .
' ' plaerrenl st el youar or on studaeny inorder to detersming what sFills within the unit

L N ETEEE I [N TXD RN ’ st Yot i !
St e ey Sl e ‘1 gach newe weat, Foliowang the ne needn to work on. Dating each lessan the student
e L it ey rint ‘\'l Girentye ' nis du'ly VA‘.H_

takes Carrnulum L mbedded Tests whi b morator his
Drogres s, After o bt he takes o presttest before being
ahtuwed to go on tombe pext umit in bas prescniption. The

thee 0 e tere B eannang et nials and does
Sedes by b o b prec e vl hoos et These

Texor oy beosatiplarmented A, it it . : :
At Py b satiplarented Ly w al R child must have 85 purcent of each tent currect in order
o VU e oo e Gibaro ' Taif, . ut . B s - .
/ By oo e oor e adbgreap semiraar, S the oy of 10 he considered to have mastered G still or g unit,
ot T takei o tenl (o determyne glethior he s, ’ ST
ot frepeeniny correcting s own wore, Co
ot \ b 9 ne School Organization:
\ o Nongraded school.
: TeacheWNg Role and Training:
-
’ Lhee v 08 o peedds U speend Tess tin, 3 NG materials . . et
| ;o ‘"l b " piet 1' i Special Equipment and Facilities:
e bttt e g ot 2N Cles ot
‘ ' ' f‘rl ) \'“ l t Rosoutce center with snolves in o which to store skitls
457 IFSE 1 HER AR T B . MO e Qe ot H oo il v}
' ' 4 e , bookbts 1 3 school wiehos te e the 1age cassettes
e Lt e s fanstruc g meateregd o The , ) . ) )
| C bonnt } l whi bare sendabyie foa heginnreg o4 ile hivsnns at will
R P L S R S I U LATD T SN ST T RN AT TATRS LR B £
. e it ; lwr | necd oo owvrh Ao Frame Systenn tope players and
' ool Ser fonlatl vaih o marg e fadd et
' ¢ ‘ ‘ ' hoads s
N y o e b g e i re e e b addentedy
RRNNTAN O S Ller Lree gnd fiow too e orly them, b )
_ . Program Evaluation:
Tt (RFETIEER TN SN FUNE NENTIFLRNET STRCTRE S INTURINRT RIS AU o RUVER L
ety ! VPt ")\ fon R frrre g 1y i 51';; p"""!':"' A [-"\' ittt ('nhfﬁ 4nd
L P R R - L . MY PO AN R B ) ; .
PICI : S, @ boray b Lot T Hews Dol B dier Sctea b exdenave Tedd testing of
The Borobar e v tfyt s I b, e adandd : beesenent st 1P pugnb dig
. N T TR DA SULEE EFLEY B ot nte TED e T gt il teachets an
! : T L LU DS B Y I S T B tep ool to ehoe s e aestrac ion Hhgt e
' ! i T LTy A CY P S SR o ORI Bt s b b gelievernent gre fepe eied
E ) gl ol e
N .o Lo, [ edal .
[ RO S (S R R L RN Aleln:.)lllfV
I VUV & SV B Y G SRS IO AR P e e b v e tae o0 e e
R S Nt ] I TR U1 SO INELONII) S § S B T FY01 L QY TOE
LR ! : L .‘."1 f I".".)(/l,'f" i
! 3
X
R ')v . ’; t "; L H Lo, | * |__] 'L'-'~,. - S T L S PR LFCE TR SN SRR B LY | “. et
\
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Hah9, g

A progress report; /ud/wdually Prescribed Instruction, Phxludetphm Pa

<

S

Iendradualization in schools: An Education USA Spec:al Report, W«)shmgton D C. - National School Public R_etaﬁ{msd” - 3

Resgtarch for Bencr Sx.houls inc .;eptembv;

R S R P R dhata LER IR T R A A S e PRI A L e RO T S I el

LT

R -
e

T

S o, 1201 T6th St NG W, 1071784.00. . D
Vioonta AP A program mr idividaalizing element. ny rnmhemanca instruction, Educational Technology,: — o
At oh 1) 72, ’()?4 : ' . ‘ .
T M ‘le wer J Planning for instiuction, Instruc.tionai matqgials and media, builleting in the series, Usmg a0
ft A ﬂu- to Elementary Scheol Mauthematics. University Purk, Penn - Canter for Cooperative Research wuh _
vt e Pennsyivatia Stfte Unveraty > Or order from ERIC Center for ouPnC(‘ and Mathematics Educauon
oV L e Avenge, Coluiabus, Oi--o 432'0. ,
» ' ’ .
MA TLmALS FOUIPMENT SERV!CES ]tc.; (.O§TS /
Required 1tems Quantity Needed Source Cost Per ltem -Replacement Rate
e e St o2 , )
Aot ey Bk iers, Orie year's supply Appleton- $6.50 per Counsumable v
TR R R A 'm.unuu!n tor 150 students® Century- ~ student ’ ’
bt ood evaver keys Crofts (minimum of ) )
' 150 students) i Vel :
. . - i \|
Pracc g o' tre o g werkshiop ¥ proacpal Appleton- No charge for ' -
will e tramned Century- - workshap. Manual ,
tor ety 400 Crofts costs $10, :
, stopdents n
the < hool
f-conanendasd '
Suppleragogary ttems _ i
ctleg Yoot iy Appleton. $5.00 pa Regsatle
' EURRBILLY rorn Cintury approx.,
ity 2 Crotts '
: ) ' b e b B et Facte e teceeer, thoee g h-)uH} 18 whath
b N S EL A B S MONSPRIL NS GO (L STAT IS IEPREILEE LS U { SR M NI O St oeatenaly
1, .! '
b e e surrent os of et 1972
I~
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The Kindergartén Program

~

_ The Kindergar ten Program was-develapad by the Southwest Ragional Labora:ory for Educationat Research and
Dew Topment to prowide - hildren from every kind of Lackground with beginning reading skills as eatly as kadergarten,

CBetare compnerCial distriticton it hnd been entitled First Year Cnmmunical'inn Skills, The complete progiam consists of the |

St D Coneests Proctaem gned the Henanning Reading Program, However, the Instructional Concepts pt‘ogmm {see thu

CvDarate descrption under that title) s Tnsidered necessary only 1f-the children have not mastared such concepts as color,

e, shagey, arid position, and have not been equipped with pre-reading skills. Widescale fweld testing has showeit that children
et g ten Pm.(uanl can suncesefully read o speaified number of words by sight and can master beginning word
atack e - omprehensien shills, The décvelopers feel that the proaram’s gnal has theretore been attained, .

Voo Beqgremneg Reading Prooge s s deagried 1o develop basie negog skalls coquentotly arid o “ensure that

s pahing vkt be a Prleasant and st stul expernenc: tor the young child,”” The developers add that “the

b e g b LG nasmze Teeccbaid's active pat Gopabion e the legning process ' Thiy alao state thal “the
Voo o rds weere selected by ligaets and learmina psychologists to meet these critefid. {1) they are common in |
* L Nty of hoeqoring sehnal children, (2) they nclude a combination ot reqularty spelied words nd high usage
b s (U8 e ceanpeaet wounds combine 16 form many additional vords, snd’ (4) their sound combinitions
ot cthrcnt acarmeg of the word attack process ' Inan early tesson, the students learn the word elements it
ate 2 ey eang G Hadicard s eare ta read one-sytlable words ending 10 -at and <t when given thee sour-ds, learn '
t v gt aned reads S e e, sit, enid meet; Chen tead the words from fleheads or from related <torybonk
et e Ty teec s marnagt outhines the appropriate skills, amwnues,'and materiels roquired, and notes the entry
o e Taedron choadd gesses before begiinieng instructioneon a new skill, Teacher tranung s required tor both

oLt e basderyirten Program, :

‘N Che el et gk 130 fcommendabhion oo aening appropriate continuation seres for grade 1 and beyor-d,

P Nargungfize Uty o s L mamtin the sen®y the childnen have aoquired o the Kindergarten Prograim, teachers
St i e b By aseag oo dores soietae 1) e ones outhined i the Boginring Reading Progrom, However,

ot --‘\I.:m-, C e et Ly geyetag 1 Corepeater buated manieement system for indive jualized learaing  the Learming
Moy Ty, :;\f*\--n SWl b preprated oowerics of wettactiongl outGames, coteric exeruses, gt Prac iy exereises
AN -:--J\\r.\i crenwrcagl ey bty prograre, for grade . 1.2 The only charge for the materials is that of duplication,
U SWRIND v P e Derveeg o farther information,
TR i ;»I‘.:lx.-'r{' ity Groegtams for the Saedergarton Progeam are the Tutonal Program, viuch provides
- Coraeet s gl for oldor shelent t ant as ttors n prachice sessacns, the Parent Assisted Learmeg Program
ettt e e U e gt Boree wath clire tebated practee lestons, and the Summer Reading Pro-

o Loee b s e i e s et e e dalls bearoed,
Tl ot .’;-.: PR SRR :_-\’,'. :‘)] :;),::.,) e , ' |.‘|“,“,,“‘ ﬁ‘*“’.-_-\‘ hepaetts (])‘73
Cgeet T e ey e b e eyt foe b e R s hoand D cetoproe ot COWRLY, 11300 Lo Cereen Bivd,
i 1.4 P ll’1
Tt aadienes: Major Go s for Students:
' T Ty e by v a aiary o dppae s stedy 100
, DT N L LS RV O B L PIT LAY SO L BL R A N TIT] FPRLIYERS |
veleany oatae, Rt o e oot adphiatet o
Ty et Aragse ! L T T s O T LY 20 T 13 A
S Cen e e . S T e N B T A P T TIPS B T 1T 1%
1 . te v i L LS
' Projoct Goals:
' e ! S O T A
e 1 M S R
| -0 ot by .”',..‘l‘_

Suga stedd U

. !.-\.]i.‘\ o' U .
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Unit Suqumicmg: . .
treganenngg freadinng unityzare arrangi-d sequentially,

ght \.w/\"rd;',, wmple wotgd -;Icmr;mé, word
and the $ettor s of the alphabet, and pros
acrd hatly
Cateestited for cach unit,

fuspnine ) voldh
dtt b osb ey,
Spoeafie

. areane Uy enore i b gt weord

obgrcte

-0 Toutvomes,

Sample Topics:

Sabil Vaordd et r.{n,_ cad . no, 0l ':J-IL"'I, <hut, mud, in
. ety e et Y b b ety ot b Word Attack
: Voo Tt o et e weorde santh bty aleeady

\ t-u:t-if '.“.

Lortter plarmms,

lnstv(uctn-nut Method:
{-:‘,- Vo
et e
'Ulrtu‘.‘(.}- il
coeaary entry shatls, where applicable.
2" ancludds reminders to admiister the
Hang) Exerame after each unit and to
vellh aporoprede Pros. tice {vercises, as

wnd dlevnloament of beqiming reading
noacher's tanual fists the <hill, o g tivities

tho mgtetials u od to e b the skdls,
sty e The
) rﬁ:i'lu.}!
Catten 5o -,

B TR

s ity The ghevelepers emgha wze that inchvidual
Ctuge e Mlegrn tie halls of each urat before going
SISI NN SN TEE S ’ )

-

Student Testing:
. Cne rorevas 1o che: ko the pupil's progress are

e et s P onourat,

ary e b

Late-entering Students:
trtry Bebooegr Toats sire providad,
5 STEEIE TS B

(YR} et 1y,

to heteranne which

ey Lo cbefricent e, Benits at the test
teor baep the greas in whineh they need

ailer R I B

Student’s Rate:

TR R bt an ¢ anng e, ether (S

TEN VI N o o foatloyyy B e’ e ege iy,

teoa ! tote b g garos b e ta Beaabebere

A e et 4 ad P oy He v ey

PR TS RYIYE B R RYRUE ERREAER SRR S ¥ J o8

e T SR TENE FEO RPN RO Y V2 PRI S N T R
vty thon, o an, oo R T U |

¢ o

Toaed e’y Role and Traming:

. . . RN EE I Vee . ouh

O

ERIC

Aruitoxt provided by Eic:

¢

~index, comprehension gh
are qiven in the teachef netenats, Ty feguined

I 36‘” oL

82

king of activily {using gl umds. sty hobt s, orl, wurd
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Parent Involvemeant ahd Training:

Supplementary Pare nt Assisted Luammg F’mumm (PA() _ g
anet Surnmes Re, uhnq Program avaitable for uwe by parents g
and childien al hone ‘ PAL emphasizes parent. martored Z
practice on clissioonto lated shills. The tear ter providus

three home: practice exercine: pur week, A ninety: b

minute paresi tminmg' sessinn i held vihon the program

i imtiated The Summet Reading Progrs . comvasts of

toen packayes of practict meterials for paaents to use

Cwith their children tor approximately Gitteen minutes

a day, three days a vaeek, for ten weeks during the
summer, An instruction pamphlet s included,

. N
Peer Tutoring: . ' _
A supplementary  Tutorial Program traing students it ¢
grddes 4-6 to act as tutors o children an the Begmm g
Reading Piogram, : .

."" ’
School Organiaation: " .
Arrangements must be inade with administrators and \:
teachers of intermediate clases regording tator
selection and training when a supplernentary Tutorial
Program 15 usad,
Spe‘éial Equipment: _
Filmstrip projectarn, cassetie tape recor dci‘, and 16mm-
film projector requred tor teacher tmi«ﬁng materialy,
Program Evaluation: \ .
Extensive fintd testing and revision gn basis of pupil
performare v duta 3od teactr evaluatioen, The Begin
mng Reading Progrim was field tested with approxi-
mately 120000 Atuds i, the Instructional Concepts ;
Program vath/80,000 Henlts indicated that SWRL'S '

guals of & reent of the stud-nty achieving 80 per-

cent of the critemion e et o was g bieved,

L

Forthcoming:

e
Aty A-caraea Slanoal, with soeog! eentructians
Por ooy the grontor e Loang prepoed by SWRLELD A
bt ot b ho e eet been Setetiaane o}, *
Avatlabiity:
Aot e aeed tee oo e aterngb e ald B stork
by dhe et St Vi)
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- ’Reqmwd _l:ems Ouanmy Needed " Source Cost Per item Replacement Rate
Instructionad Concepts: : g
Classronn set, including 1 st per Ginn $90.00 initially, Consumables
Atorh-nt hooks, teacher 30 students : $69.00 for yearly -
Cinaterials s replacoment set R
Tuacher traning kitwith 2 1 kit per Ginn $42.24 initially, Consumablas
fe st ps & audio casaties, 10 teachers $6.93 for yearly
prinet gtetials ' replacement sat
Vi saund/color traming 1 per Aqiigol or Purchase $60.00 Reusable
thin district Ginn®
N
Readtieg: \ E
Sl om set, including 1 set per Ginn $173.85 initially, " Consumables
2 teont books, annon‘ 30 students $162.00 for yearly
B oo, Critenan Tests, | , replacement set
e anad teasher mangal,
oo ards, procedures, etc, \
\ . . .
Toon baer trarning kat, with 1 kit per Ginn $55.38 initially, Consumables
2 oiestnps, 3audio «issettes, 10 trachers 319.26\fbr yearly
ot atenials replacenmant set '
it sy sound/colon taiming 1 frer school or Purchase $60.00 Reusable
frres ‘ district Ginn®
R. cam.nende-d ey K
au xplumvntary ftems -~
it Provs e Tsiming, 1 00t per Ginn $40.92 initially, Consumables
ot ree i keoping 12 tutors $19.92 for yuurly
. teplacenmient set
.
ey e L eanag 101 10 rents Ginn $10.92 Consumable
LR A T TS ORI RN TSI M TI21N & sturdents (‘
crer ey Groer an 1 per 10 parents . Ginn $145.00 Consutnable
: Ccrets ey & students T
' A L OTIATAN Ppor oo Purchery SA0.00 Regeable
Lol Ginn® N
) eyt s e b e for G100 acks G $20.00 for tave or theee, oy Assocsinion Soerhing Filis,
et e e Y G os Ripdgete W Mow deray 07645 7) far the addreses of thear rogieaal
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Man; A Course of Study ' : 7. - ) @

Man A ‘(_'o-,m-.:‘sl Study 18 4 onne year, Bifib ke cacial science nmq«;m hu:;ud on cultural anthropolony. b |
T TR TARTI 1 1F 131¢ AR U terutate Cultlien 1o think about the nature o man, The el are designed 10 provoke

RIS atout_ghe Crson g & et b haviors thal onites min a6 3 e 4 and about the motogieal tes that unilg

N w\||"—_'n'hl'| arttinls Cfadent; ot + themselves qercitiatly ther stinetares, ‘hehaviors, and environinents - with .
th e ot alnon, h-wn{n ol tubinons amg Netsiik Lkatongs. Through undrstanding ways of e dulnieat from thair

givrt, the stiifents oty \mm & nuw petspazceve alout theasehses amd the culture they shie, Thay shautg abw becoma

e b the ety that eartaral endberene s bavee an psenan behaviof and pdgimeny, :

Ve e s bt goamd ot hins, many oF whin v weete spre wily conpmssioned by the authurs, The .

Wl g e e b o tatatesr e franG s tivehies fhoenewotk assiginments, and possibie vatiatiuns on the lesson, ' '
HENCIR W IR IS IENATIS A1 wer e g attern antracine tiegn, bl viewaug of trading, 181 s O gt drcassion, othi class
TR L RS P T N T LR n..hutq fa g Togos, art propects ele, Dy L, tndras Chare obpervatiems, agk (R stons, 4
el deabate el l'\-,;.--ﬂ-; aere sty what they e and hear Stardonts e ] e fror work b ttet o provid
FETEEENE RTINS I I DRI B EPR LA B LT B Boothed Phe e her s o fesonrce peisan neot ant guthenty fajure,

Aav cxpspde b e stode ot bacher achivilits s e Tesaon o anenal adaptaton .’ bust, the coneepts of
v s e bbb e Bty (y o bt whuo wees pn taree toodlontigte the corepte. The: dhare vesacks 1 braef
Look el o 11 et gied b Lon aned aniswers ueshions whi h tst thesr understanding of the ool Next they
o e the artie Lot anel b et b any asnls s ane chibd nuees an apingl, another nare, o structone of that
T o T A P N A R N I UG sin thee st tate Prctures are st sedate the steugtares g
R N L L S B R LT drene e Man's Lt ures and af 1 ompdnying Do ytofs e e dee o v,
Pana'ty  ppelds ol s oo Late the stacdent Ty exgmining Heatt's refatiomnedopy with hes e ova-aanant s has

) .
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Dstbutnr: Lo L Do o matl S Lt 1211 Conne tirat Ave noe R Wastungtos-, 0. 2016

L]
Devettgus o0 0 T8 st E e b atem foachanent Conter 15 ML Pl ¢ I"\'hlldl_ll'_ Mg hosetts 02108
Tarnget Audunce: Camplecaty of e b tonos s g movineg trae
PO T | B B O T L KRR colron s ey easis b e P ekt
proe e o ot et g b e antale far Cota epts suich g sl e aned Bane v, bebunaor, and
PR I TR BN R D I S S A b gt taal payttoneetit A e cnterhe b early g it sty A the
Sagavet at e et {rogran dueven s they g atstaatly amntrgtin 810
greater comnplesaty, culirznating vath the study of man,
Subjrct Ared’
T R L RV P P B PR LU SEUAIR AR Sample Topics:
U LA B I N L Sl ley i s e Dale Cetie ol the Dacifie Coast
RN T L Catoon, The Behoeor af Gutis m Ggonaps, Methnd, of
Studyrey Babooni, Hag the Bt atit Tools ate U d
Conten*' Emphasss Phee Boys end Arroye Lhangs, b’y T and oxgun ted
Lo N Lo A, e et cyehes, fo taviot . Soprog e Bl titlee g bless Croodadl and e Wild
R S T N B P e eatnters, bl gt thae e Voo, and Aninas »
P IV BV LY 0 Ambwele Bonksey nitte, an hse [ S T X FRY
Ackgf tation, St 1t and § o o aned Batoon o
Major Guals for Students: ) Commatutates
[T TP T S AR S ~.!-.I| R NS IR L
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o TN h. " A lntq alk over hm besons with- hus piirants,
“mate peetures showing kis ideas, .etc,

- ‘Tuacher’s Role and Training:. )
" The toacher's role is to be a resource person, not an
asthondy iquee. The goveloper considers the class 8 -
“oomimunity of learning,” By waorking together, students
et s provide direction and reinforcement tor each
Dtheer
“Cooungs for Teachers,” thye inservice traimng package,
vant vas both background matenals and detailed instruc:
tor e the course’s teaching citisiegy, Sumrmer training
inst.tate ane held. throughout the U,S,, @ hst s avaitable
from.  DE, The mservice traming institutes and materials
lopad at the: request ot tr.al teachers,

W 4 e

Senryr Project Staff: Director, Peter B, NDow, Cansuitants, Jerome

REFLRLMCES

Flgontong, p._

Cobaaie o i P Whitl,

* Acsupur 8mim sound carridgesprogector ur 16mm sound

Program Evaluation:

Speqoal Eqmpment and Facilitiest ~

projector, filmstrip projector, and record player are
nercessary. The ilmstrip prajector and record player
should be readily available to the. students in each class.

Program was field tested extensively in 80 schools in 14
school systems by the project staff, “’On the average,
students doubled their knowledge of specmr aspects of
the course and grew in their ability to reason,” There
was little relationship between 1.Q. and scoring gains.

One of the few research studies.published on the
program is the two.voiume study by Hanley et al, (1970).

Availability:
Fall 1970

S. Bruner, lrven DeVore, and Asen Bakikci

& 1

Man, A Coursr of Stidy, Educate, September 1972, 22,

(3 K. oo, . W., & Walter, A S, Curiosity/competence/community, an evaluation of Man: A

Course of Sturdy, Cambratge, Massachu ot b dacation Development Center, 19/0, 4

Pag e v W0 MACOS A report fronm the inner wity, Soctal Education, March 1971, 35 (3), 305308,

b 4N ML & Tanek, ML

Aol YA 34 000D 100,

;\_, [RNEE

coterte Hap el I«~ tiute for Dducanrm,

A Gt b apptassal of taenity six nativngl woogl studies projucts, Social Education,

_ Encountess i thinking: A compendium of curricula fur process education, eru«,use New
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“MATCRIALS, EQUIPMENT, SCRVICLS, etc.; COSTS - o ﬂ D
Required ftems Quantity Needed _ _ Souwrce ___ Cost Per ltom Replacement Rate
Complet, pa b g 1 pachags por Curniuilum $3200.00* for = Reusable—very
of thir b at and 1460 stadents, Developmaent cornplete - durablo
eachir neatenaly 0 and b eachers ' Associates - package ' T i
. ' \, ;
277 starent honklets 1 per student Curriculum ‘ . Reusable .
: Development -
Associates
Tty tlomey o 1 set o fave Curniculum . Should not
gt ines cactndpes) | classes Developmont peed replace:
' . Associates _ ment
7wl !tudues Liuod lets 10 s:1u per Class Curriculum , Reusuble-very
~ . Development durable
Associates
¢ nmsu.;u;,\n-(_-ord-,, o, 10 sets per class Curriculum : Rrusahle .
charis, datet Develupment ) ' '

Assoutates

7 teacker gindes 1 set per teacher “Curriculum Reusable
Developmen
Acsaciates
.

¢ Sohiols may order a super 8mm cartridage pro;n'.-ﬁ.mr within the package for an additional $285.00.

inform mlm current as of March 1972
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_ R R VS R T T cne ot 3 senes of minicourses devetped by the Far Weat | aboratd;v tor Fducational
CW e d i e on The e e oufsed ane based on the Stanford microtedching program; teachers watch films

BT Vo e O teaeing bl prachos veng, g skl by microteaching {teaching a short lesson 10 a stmall number
L ey s ocntm thest pobenanen s they can evaluate themsetves atterwards, By repeating this sequence for
B T A A O S oty thersebees rnprove their teachimg dtnlity. The rmmediate feedback via videotape
: ! s e nteaoent for aons the teas ber svishes 1o cultivate, ' '
_f’l' o ' o e Ty e oang s e dovetopinig the nmcher s abihity 10~ sk qnmtmm in class discussions,-He learns
T Con e e ant of 'r'r o he talks i class, to encourage 10 depth student responses 10 questons, and to avoid
. R N S AL TS e vath shs drcnssion, As e works on g specife, skill, the participant follows

G e ae B rean ottt pnate ection from the Teacher Hatdbook, views an instru tional film,
WLy apntee b cr o andeng Bevs b lessun (wihnle videotaping it), viewss the v:dml.xr;«" to evaluate his
e the Ly s et B aned retapess it and reevalnates g performan'ce The teacher uses the mini-

S et orens L) pawae tis performanmoe at each stage. Direct sufiervision s neither respi-ed nor sugyesied,

g o b e e b ety o tently LsoCiated with prograins using videotapes of the teacher’s
. . ) ) _
G he bt L Deesniming s outse on teacher behavior may be seen through some of the results
N Gt o e e s parnGpating teachers tatked an class discussions abuut 62 percent of the
Yo L iy D poreent of the time e ause they had learred 1o encourage more student

e sty 4 penoent b the teachers’ questions ashed the students to make higher cognitive
Gt e Gty ead ef st recalling facts), after the cours, 52 percent ralled for such *

‘- L e et oo ey T teacher questions actually doubled from an average of 6 words
Cot o cerde e b cnorne ’ . .
oo S bt et o taed Miovm Streets, Rearcede, New Jersey 08075
} R Ot hargtory o Dd atimal Research and Develops g, 1 Garden
- R S B I O R KRR B A1)
¢
| . ,"”._'f..,-_f Bl . l.eng'h Of USEi
'S Pretally | abent the o oars per yveck for five weeks,

eathiy fulluw o deesas ate used W reinforce aonuired

SR A . Sills,

Training Materials:

.
' []“-"_lu,' . . .
gy e boad o e ol et ket b ong o THimim

o T O SR
¢ _ b g Db e b s b egbe s e duding st
. . . IESRTE IS FTUR RUR RN S N T vy deay v bt e the
' O T S A AN TRV ;!-.|':"l o bor candonators
roar ot
v R ) R
' Coordinator’s Materials,
. \ .

ot or T Yignn A e e Dot ay o fessane
vt s b L The Aimicourse
Yo gt i ey nd The
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Sample Topis
bl v
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vistial équipment; o-miake minor Fepities of AV equipmant. ..

A (-nprdmaitur's handbook is provided, Any statf member
could be traimd as coordinaton, although the rale is
ustidly filled by @ principal or chisdniet supervisor,

Special Equipment and Facilities: ' I
Videutape maching, blank videore arding tapes, A com-

N :o o e sy, L oo alon nd e plete videotap: systein (viewnieg ond uz(-bnhng cquipment
- 1 . T : R IR LR L TR TR H . . - -
. ' ot trice Tothr ot only) costs ahout $1B00,00. Bl tapes cost $10.00-
i 1 b 1 3 .
. . $1%.00 cach, 7 ' .
Tramm-e Te.ting: )
' o e e gneberin c e e ot Program.EvaIuatum: .
e et ale eyt e, Sett o l’hn. ribicout s tndeiwe it at s tensive cyele of threg
e e e . field tests, roatenials woere feviacd whire appropriate after
- gach test, Field et redts indi ate that teachors
Vromeaty bl increased thar ability to dired! queehions to more thas
Pt S Gt te chosedy b bng regular one student, to prompt and clanfy, and 1o ask questions
1nt ’ ¢ ‘v N ol - 1 W
S, - e e et st O e T tedching, cathng for higher cognitive Teseonsees. they decreased the
. . 111e - . . LIS et .
Pt el e peenefep thee fonsomit, gncd revieve ity humbet 'U'f tine s they \'t[.)l‘.dh.l i oWl Queslions, and
U N VRPN ' the amount they talked in s desarsion, There were no
changes in asking pupils 1o relate thar answers 1o other
Coordinator’s Role and Training: materials. The length of pupl ”_..1_1‘1?1505 also ncreased,
- : oy te e e Lantrodure the and the number of one-word prpil tesponses decreased.
i L N SR IR SN A 7
A B R TP M TRV TEE R SRR AU TCR AR L Availability:
v e e hers ty e the reduted andi Fall 1970 -
.. M et e qbioare s S e NS M e L, bohiey, Phulip Langer
REFLIFMCE
P s e Pkt WY The Minicourse: A microteaching approach to teacher education.
! . Gty -l st Sogpes 1970
\
-
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