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1. Introduction

1.1 Overview

1.1.1

The Learning Bank team undertook a review of freely accessible content on the internet relating to the following curriculum areas:

Hospitality and Catering

· Qualification: NVQ/SVQ Level 3 - Food Preparation and Cooking (Kitchen and Larder)

Business

· Qualification: HNC/HND Marketing

1.2 Purpose of Review

1.2.1 

The purpose of the review has been to:

· Ascertain the general availability of material and content freely accessible on the internet for the particular subject areas

· Ascertain and document any issues which relate to the material and it's use/re-use (such as copyright issues, usability, media mix, etc)

· Ascertain sources of material which will be freely available for use and/or re-use (re-aggregation) by the Learning Bank team to plug gaps in available materials 

· Provide validation and justification for the learning objects which the team intends to create as part of the Learning Bank project.

1.2.2 

Accessibility

Information on accessibility issues is recorded as part of the data captured within the Content Review database (see Methodology: 2..7.1.1), and in the event of technical equipment failure on the Review Data Input document (see Appendix F). It is felt that the information returned by the content review process has assisted the team by presenting an overview of issues related to accessibility and the impact of accessibility issues on the design of resources and learning materials.

However, the scope of the review in relation to accessibility is limited as accessibility - and issues related to it - are not primary concerns of the project (although it is acknowledged that the creation of resources must include considerations of issues related to accessibility), and also because of the time constraints imposed on the project (by the Learning Bank timeline) which will not facilitate an in-depth study of accessibility issues. 
1.2.3 

Copyright

The content review has also provided information on copyright in relation to copyright issues surrounding resources, particularly on issues relating to prohibitive copyright restrictions.

This information may be useful to ongoing discussions of copyright issues within the community, particularly X4L projects.

However, it is noted that the main focus of the review is on the re-purposing of resources rather than an in-depth study of issues related to copyright and ownership.

1.3 Review Deliverables

1.3.1 

The content review has produced the following deliverables:

· Documentation of the methodology used by the team in the process of the content review.

· A document (in the form of this report) detailing the general findings of the review after analysis of the collected data. The report includes findings on the availability and appropriateness of freely available materials. The review may be used as a feedback mechanism in order to provide research data for the project as a whole.

· A database documenting all relevant aspects of any resources catalogued as part of the review (only available to Learning Bank team members).

· A list of virtual resources relating to available content (which will include detailed descriptions of the resource and its content), which may be utilised to fulfil Section 2.5 (Creation of Content for Identified Gaps) of the Project Plan. 

2. Review Methodology

2.1 Scope of Research

2.1.1

The content reviewers ascertained that each virtual resource was appropriate to the scope of the search (with the initial filter being the curriculum target). Virtual resources were mapped to the appropriate course element and level (Levels 3 and 4), and to the appropriate learning outcomes (which are delineated in the Review Framework document - Appendix E).
2.1.2 

The scope of the review of Hospitality and Catering materials was concentrated on 3 elements within the Chicken and Poultry unit (Unit 3FPC) of the Kitchen and Larder course, focussing on subsections of White Meat and Poultry (see Appendix C). The specific elements are:

· Turkey

· Chicken

· Veal 

2.1.3

The scope of the review for Marketing concentrated on the following specific elements (see Appendix D):

· The Marketing Concept

· The Marketing Mix

· Market Segmentation & Consumer Behaviour

2.2 Scope of Data

2.2.1

The review of available content was conducted with reference to the following areas (as outlined in the project plan):

· Curriculum map of project

· Format of content and user end requirements

· Media mix of content

· Accessibility elements of content

· Granularity of content 

· Copyright restrictions of content

· Potential uses of content and reusability rating 

· Sample learning episode with content

This information is contained within the Review Data Input document attached to this document (see Appendix F).

2.2.2

Data Types

Data collected in relation to the virtual resources focused on 2 types of data:

· Quantative (Statistical data)

· Qualitative (Subjective data to assess the quality of a resource)

The different data types were utilised to provide the most effective analysis of content in order to facilitate the different outputs from the project.

2.2.2.1 

Qualitative data

Qualitative data was obtained through a scaling system designed to capture subjective judgements on resources by members of the content review team. 

The content review utilised a Likert Scale which is a unidimensional scaling method based on a semantic interval scale (in this case, a scale of 1 to 5). It consisted of 'additive' items in equally appearing intervals where the data is rank-ordered and the scale is implicitly balanced and without bias.

The midpoint interval (such as 'neither', 'nor' or 'uncertain') was removed to minimise social desirability bias.

The Likert Scale was chosen as it is widely used in market research and has been the subject of extensive testing (in both marketing and social science literature).

There had been some concern among the team members with relation to this approach towards gaining subjective data which developed into a test case scenario explained in the ‘Educational Value of a Resource’ (see Section 2.3.2) of this report. As a result of this process, it was agreed that a rating of 3 or more was deemed to be an acceptable subjective grading in terms of defining useful resources.

2.3 Resource Criteria

2.3.1 

Suitability of Resource

The focus of the review was upon virtual resources (such as websites or online resources such as PDF. files) that were deemed to have "educational value". The term "educational value" is a subjective term relating to the quality of information within the particular resource: the resource may not necessarily be flagged as a resource produced by or relating to educational establishments or bodies. The subjective scale for denoting "educational value" is explained in the ‘Qualitative data’ section of this report (see 2.2.2.1).

2.3.2 

Educational Value of a Resource

The decision on the "educational value" of the individual resource was at the discretion of the individual content developer. 

This decision was the result of a process of discussion and consultation within the team which led to the undertaking of a trial of the subjective system of scoring resources on a fixed scale (of 1 to 5) which was used to obtain qualitative data. 

A representative selection of 10 weblinks were given to team members, along with the appropriate qualitative questions (Control Group Test Questions - see Appendix B) and the results were collated and analysed by team members in order to validate this process of obtaining data. The results of the trial were presented in a report (Content Review Subjective Questions Control Group Report) which is appended to this document (Appendix A).
2.3.3 

Definition of an Individual Resource

A section of information from a virtual resource was deemed to be a single resource rather than an individual asset (for example - an aggregation of 4 pages containing pictures is classified as a single resource).

In the case of the review of Hospitality and Catering materials, it was agreed (after discussion within the Learning Bank team) that the content reviewers would consider individual recipes as a valid resource if the recipe contained information in general terms about the area which is being reviewed. Individual recipes that did not contain this information were disregarded.

A resource was classified as valid (for the purposes of the review) regardless of any attendant copyright issues.

2.4 Search Criteria

2.4.1

Search Process

The content review data gathering stage was based on a process of undertaking searches for relevant resources. The search process was structured into 2 tiers, with searches being conducted from:

· RDN (http://www.rdn.ac.uk/)

· The Web

2.4.1.1 

Altis (http://altis.ac.uk/) and SOSIG (http://www.sosig.ac.uk/ ) provide hub facilities for the RDN (Resource Discovery Network) and also operate as  gateways to internet resources. The content review utilised a search within the resources provided by Altis (Catering and Hospitality) and SOSIG (Marketing) in order to extract data in relation to the availability and suitability of resources for content creation within particular curriculum areas (specifically at subject level).

Content reviewers downloaded the Google toolbar, which was used to search the sites accessed through the RDN hubs.

In order to provide effective management of temporal resources, a list of links pertinent to the particular subject areas was created by the content review team. This list of links was used as a template for searches of resources within the RDN hubs.

2.4.1.2 

The Web searches were undertaken on key words taken from the Review Framework document (see Appendix E) pertaining to each individual area. The search string was written within inverted commas (an example of which would be "Steaming Chicken'") in order to search for the relevant phrase. If results were not forthcoming after this search, the content reviewer could alter the syntax of the search key words (for example: "How to steam chicken").

2.4.1.3 

Additional Resources (sites) were obtained from other content reviewers during the review process in the form of virtual resources: it was intended that these resources were primarily related to the task of creating new content. Content reviewers bookmarked any virtual resources which they felt may have been of value to their colleagues on the content review, and compiled a list of General Links. The list of virtual resources was available to access by other members of the team and was emailed to the relevant content reviewer at the end of each working day.
2.4.2

Volume of Results

The review intended to find 20 resource results for each search term: a total of 10 resource results for each of the following areas:

· the RDN search

· the Web search

2.4.3

Time Management

In order to limit wastage of resources and to promote effective time management, it was agreed (after discussion within the content review team) that there was an 'upper ceiling' of time expended on each individual search, at the discretion of the individual content reviewer.

If 10 resource results had not been found within this time frame, the content reviewer moved on to the next individual search area.

This was then documented on the Resource Index document (see Appendix G), so that it was taken into account during the analysis period.

2.5 Note on Accessibility

2.5.1

The content review team agreed to utilise the Bobby tool (www.bobby.org) to provide an automated function for assessing websites in terms of accessibility.

It should be noted that the team is aware that the Bobby tool only tests certain parameters in relation to accessibility (Section 508 and the W3C's WCAG) and that results returned may have been limited due to the automated functionality. However, the Bobby tool was chosen for its automated functions to facilitate effective data gathering and also because it is a recommended tool by the RNIB (Royal National Institute of the Blind).

It should also be noted that the focus of the review was not on accessibility and the team felt after discussion that the Bobby tool would provide the necessary data.

2.6 Working Method

2.6.1

Allocation of Workload

Allocation of work package elements was agreed through discussions within the Learning Bank team. Content reviewers were allocated an equal portion of unit elements from within each individual unit (mapping onto the NVQ/SVQ qualification structure of units and unit elements). The content reviewers completed research on each individual unit element, and then progressed to the next individual unit when the previous unit workload was completed.

2.6.2

Sharing of Resources

Additional Resources (such as weblinks) were obtained from other content reviewers during the review process in the form of virtual resources.  Any virtual resources found by content review team members that are relevant to another content reviewer’s workload will be emailed to them at the close of the working day. 

2.7 Review Documentation
2.7.1 

Documentation

Documentation for the Content Review was subject to a number of revisions. Research and discussion within the team resulted in a strategy where data was captured using digital means (a database) and supported by a variety of paper-based documents, which include:

· Review Framework (Appendix E)

· Review Data Input (Appendix F)

· Resource Index (Appendix G)

2.7.1.1 

The Content Review Database

The database was constructed in order to capture data about individual resources located during the content review. The database was created using Microsoft Access 2000 software, and was structured as a single table (referred to as a 'flat' database) where data was stored. Input and viewing of information was facilitated by a series of forms (a graphical user interface) created in Microsoft Access 2000 which allow for input of data through text entry boxes, pull-down menus and multiple choice options.

The content review team had access to the database through the shared 'Groups' area on the computer network. Each review member downloaded an individual copy of the database to their own hard drive to facilitate the entry of data: at the end of this process, all data was migrated to a centralised copy of the database. 

2.7.1.2 

The Review Framework document provided a framework for the review, allowing the content reviewer to have a detailed breakdown of individual searches mapped to the curriculum requirements. The convention was based upon information groupings under the following headings:

· Unit Number 

· Key Area 

· Sub Area 

· Heading 

· Subheading 

· Keywords 

· Level 

· Learning Outcomes 

These headings were also used as the basis for file-naming conventions used within the team.

A version of the document was produced by the individual content reviewer for each area they managed: the necessary information was found within the documentation relating to the specific area.

An example of the Content Review Framework document is attached to this document (see Appendix E).

2.7.1.3

The Review Data Input document was used as a paper-based backup for the Content Review database. The Data Input Document provided a means of recording information about the contents of the review (for each individual virtual resource) which mirrored the information entered into the database: in the event that the database was corrupted, the review team could use the paper-based form as a means of capturing data. Any information contained in these documents was used during the analysis stage of the content review in order to meet the deliverables of the review.

The Review Data Input document recorded information on areas outlined in the project plan such as:

· Curriculum map of project

· Format of content and user end requirements

· Media mix of content

· Accessibility elements of content

· Granularity of content 

· Copyright restrictions of content

An example of the Review Data Input document is attached to this document (see Appendix F).

2.7.1.4 

The Resource Index provided a means of recording the 10 search results for each individual unit element and acted as a personal management tool for the individual content reviewer by tracking volumes of resources and allowing the entry of textual comments in relation to an individual resource. It also provided a means of crosschecking and reference during later stages of the Learning Bank project. An example of the Resource Index is attached to this document (see Appendix G).

2.8 Analysis Phase

2.8.1

Overview of Analysis Phase

At the end of the content review data gathering phase, the collected data was subject to an analysis phase in order to extrapolate findings for the review deliverables. 

Resources were evaluated primarily in 2 ways:

· Statistical analysis (within information areas and across areas)

· Classification of categories to collate data for qualitative analysis (such as the suitability of a resource dependant on (i) level (ii) copyright (iii) elements of content (iv) any bias)

The results of the analysis were collated into a report which forms part of the deliverables for the content review. 

2.8.2

SQL Queries for Database Interrogation

The data collected in the database was analysed using SQL queries. The queries focused on the curriculum areas of the review, Hospitality and Catering and Marketing and the key areas surrounding the content as outlined in the Project Plan and Review Data Input document (see Appendix F).

Key areas:

· Curriculum map of project

· Format of content and user end requirements

· Media mix of content

· Accessibility elements of content

· Granularity of content 

· Copyright restrictions of content

Some of these key areas were combined for more meaningful results and analysis. Additional queries on each of the key areas were also be conducted for the RDN hubs and web searches, to collate and analyse results pertaining to these specific areas (see Section 3 - Results). 
2.8.3

Subjective Grading of Resources

After some concern relating to the subjectivity of using the fixed scale (of 1 to 5) to obtain qualitative data, a test case scenario was developed (Appendix A - Content Review Subjective Questions Control Group Report). As a result of this analysis and discussion within the team, it was agreed that a rating of 3 or more was deemed to be an acceptable subjective grading in terms of defining useful resources. This agreed grading for suitability was used in the process of gathering results and analysis for areas using the fixed scale.

2.8.4

Report Structure

The report is to be structured according to the key areas as identified in the Project Plan and Data Input document (see Appendix F). Each key area has analysis of the total results (Hospitality and Catering and Marketing combined), each subject area (Hospitality and Catering and Marketing) and then any additional analysis are presented (such as RDN hub/web searches).
3. Review Results

These are the statistical results for the review of freely accessible material for Catering and Marketing. An analysis of these results is conducted in the next section: 3. Findings and Conclusions.

3.1 CURRICULUM MAPPING

3.1.1 Curriculum Level Recommendations

Total

· 2.2% of Total that have a recommended level

·  22 out of 998

Marketing

· 9.24% of the total Marketing resources that have a recommended level
·  22 out of 236
· 63.6 % of the Marketing resources have a recommended level of 3 or above

·  14 out of 22

Catering

· 0% of Catering that have a recommended level

·  0 out of 762

· 0% of Catering that have a recommended level of over 3 +

·  0 out of 0

RDN 

· 7.5% of the Marketing resources from the RDN that have a recommended level

· 7 out of 93 

· 71.4% of the Marketing resources from the RDN that have a recommended level of over 3 + 

· 5 out of 7

· 0% of RDN Catering that have a recommended level

· 0 out of 270

· 0%  of RDN Catering that have a recommended level of over 3 +

·  0 out of 270

Web 

· 10.5% of the Marketing resources from the web that have a recommended level

· 15 out of 143

· 60% of the Marketing resources from the web that have a recommended level of over 3 + 

·  9 out 15

· 0% of Web Catering that have a recommended level

·  0 out of 492

· 0%  of Web Catering that have a recommended level of over 3 +

·  0 out of 492

3.1.2 Curriculum Qualification Recommendations

Total

· 2.2% of Total that have a recommended qualification

·  22 out of 998

Marketing

· 9.24% of the total Marketing resources that have a recommended qualification
·  22 out of 236
· 0%  of the Marketing resources have a recommended qualification of over 3 + 

·  0 out of 236

· 50% the total Marketing resources indicated that the resource information was suitable for same sort of qualification we are looking at.

· 11 out of 22

Catering

· 0% of Catering that have a recommended qualification

·  0 out of 762

· 0% of Catering that have a recommended qualification of over 3 +

·  0 out of 762

RDN 

· 7.5% of the Marketing resources from the RDN that have a recommended qualification

· 7 out of 93 

· 0% of the Marketing resources from the RDN that have a recommended qualification of over 3 + 

· 0 out of 93

· 0% of RDN Catering that have a recommended qualification

· 0 out of 270

· 0%  of RDN Catering that have a recommended qualification of over 3 +

·  0 out of 270

Web 

· 10.5% of the Marketing resources from the web that have a recommended qualification

· 15 out of 143

· 0% of the Marketing resources from the RDN that have a recommended qualification of over 3 + 

·  0 out 143

· 0% of Web Catering that have a recommended qualification

·  0 out of 492

· 0%  of Web Catering that have a recommended qualification of over 3 +

·  0 out of 492

3.1.3 Curriculum Mapping

Total

· 0.5% of Total that are mapped to a particular curriculum area or module
· 54 out of 998
Marketing

· 22.7% of the Marketing resources that are mapped to a particular curriculum area or module
·  54 out of 236 
Catering

· 0% of Catering that are mapped to a particular curriculum area or module
· 0 out of 762 

RDN

· 28% of the RDN Marketing resources that are mapped to a particular curriculum area or module 

·  26 out of 93 

· 0% RDN Catering that are mapped to a particular curriculum area or module

· 0 out of 762 

Web

· 19.6% of the Web Marketing resources are mapped to a particular curriculum area or module

·  28 out of 143 

· 0% Web Catering that are mapped to a particular curriculum area or module

· 0 out of 492

3.2 FORMAT OF CONTENT AND END USER REQUIREMENTS

3.2.1 File Types

Total

· % of Total resources that are:

· 87.3% of HTML 

871 out of 998

· 2.2% of  Word 

22 out of 998 

· 5.5% of  PowerPoint 
55 out of 998 

· 0% of  Access 

0 out of 998  

· 0% of  Flash


0 out of 998 

· 0.1% of  Excel 

1 out of 998 

· 4.7% of  PDF files 

47 out of 998

Marketing

· % of Marketing that are:

· 58.8% of HTML 

140 out of 236 

· 7.1% of Word 

17 out of 236

· 22.3% of PowerPoint 
53 out of 236

· 0% of Access 

0 out of 236

· 0% of Flash 


0 out of 236

· 0% of Excel 


0 out of 236

· 10.5% of PDF files 

25 out of 236

· 0.42% of Other 

1 out of 236

Catering

· % of Hospitality & Catering resources that are:

· 95.7% of HTML 

729 out of 762

· 0.66% of Word 

5 out of 762

· 0.26% of PowerPoint 
2 out of 762

· 0% of Access 

0 out of 762

· 0% of Flash 


0 out of 762

· 0.13% of Excel 

1 out of 762

· 2.9% of PDF files 

22 out of 762 

3.2.2 Resource Origins Type of Search

Total

· 36.4% of total resources from the RDN
· 363 out of 998 

· 63.6% of total resources from the web

· 635 out of 998

Marketing

· 60.1% of the Marketing resources are from the Web.

· 143 out of 236 

· 39.1% of the Marketing resources are from the RDN.

· 93 out of 236 
Catering

· 35.6% of H & C resources from the RDN
· 271 out of 762 

· 64.3% of H & C resources from the web

· 490 out of 762

3.2.4 Resource Locations 

Total

· 60.8% of total resources from Global source.

·  607 out of 998

· 39.2% of total resources from UK source. 

· 391 out of 998

· 66.3% of total resources from Global source from RDN

· 241 out of 363

· 33.8% of total resources from UK source from RDN 

· 123 out of 363 

· 56.3% of total resources from Global source from Web

· 358 out of 635 

· 42.3% of total resources from UK source from Web 

· 269 out of 635 

Marketing

· 38.5% of Marketing resources from Global source. 

· 91 out of 236 

· 61.4% of Marketing resources from UK source. 

· 145 out of 236  

Catering

· 66.7% of Catering resources from Global source

·  508 out of 762

· 32.4% of Catering resources from UK source. 

· 247 out of 762 

RDN

· 50.5% of the Marketing resources from the RDN are from a Global source. 

· 47 out of 93 

· 49.5% of the Marketing resources from the RDN are from a UK source. 

· 46 out of 93 

· 71.8% of Catering resources that are from the RDN that come from a Global source

· 194 out 270

· 28.5% of Catering resources that are from the RDN that come from a UK source

· 77 out of 270

Web

· 30.8% of Marketing resources that are from a WEB search that come from a Global source

· 44 out of 143

· 69.2% of Marketing resources that are from a WEB search that come from a UK source

· 99 out of 143

· 34.6% of Catering resources that are from a WEB search that come from a UK source

· 170 out of 492

· 63.8% of Catering resources that are from a WEB search that come from a Global source

· 314 out of 492

3.2.5 Bias

Total

· 41.1% of Total resources that had a bias rating of 'yes'

· 410 out of 998

Marketing

· 2.9% of Marketing resources that had a bias rating of 'yes'

· 7 out of 236

Catering

· 52.9% of Total resources that had a bias rating of 'yes'

· 403 out of 762

RDN

· 5.4% of the Marketing resources from the RDN have a 'bias' rating of 'yes'

· 5 out of 93

· 61.1% of Catering resources that come from the RDN that have a bias rating of 'yes'

· 165 out of 270

Web

· 1.4%  of the Marketing resources from the Web have a 'bias' rating of 'yes'

· 2 out of 143

· 48.4% of Catering resources that come from the Web that have a bias rating of 'yes'

· 238 out of 492

3.2.6 Metadata

Total

· 40.1% of total that have metadata attached to the content

· 405 out of 998 

· 4.3% of Total where metadata = yes that have a metadata rating of 3+

· 43 out of 998 

Marketing

· 29.8% of the Marketing resources have metadata attached to the content. 

· 71 out of 236

· 25.3% of the Marketing resources where metadata = yes that have a metadata rating of 3+

· 18 out of 71

Catering

· 43.8% of H&C that have metadata attached to the content

· 334 out of 762 

· 3.3% of H&C where metadata = yes that have a metadata rating of 3+

· 25 out of 762

RDN

· 19.3% of the Marketing resources from the RDN have metadata attached to the content. 

· 18 out of 93

· 44.4% of the Marketing resources from the RDN have metadata rated at 3+ attached to the content.

· 8 out of 18

· 28.5% of Catering resources that are from RDN that have metadata

· 77 out of 270

· 5.2% of Catering resources from RDN that have metadata rating of 3+

· 14 out of 270

Web

· 37% of the Marketing resources from the Web have metadata attached to the content.

·  53 out of 143

· 18.8% of the Marketing from Web that have metadata rating of 3+

· 10 out of 53

· 51.8% of Catering resources that are from Web that have metadata

· 255 out of 492

· 2.2% of Catering resources from Web that have metadata rating of 3+

· 11 out of 492

3.3 MEDIA MIX OF CONTENT

3.3.1 Elements of Content

Total

· 63.6% of Total that have Text = 'yes' only

·  635 out of 998

· 4.1% of Total that have "rich media" a 'yes' for either Animation, Video and Audio

· 41 out of 998

· 8.1% of total that have illustrations Image = 'yes'

· 280 out of 998

· 4.1% of Total that have "rich media" a 'yes' for either Animation, Video and Audio and suitability rating of 3+

· 41 out of 998

Marketing

· 77% of the Marketing resources are constructed purely from text. 

· 184 out of 236

· Only 0.85% also contained elements that are "media rich" such as animation, video & audio. 

· 2 out of 236

· 7.2% of the Marketing resources contained illustrations 

· 17 out of 236

· 0.85% of Marketing that have "rich media" a 'yes' for either Animation, Video and Audio and suitability rating of 3+

· 2 out of 236

Catering

· 59.1% of the H&C resources are constructed purely from text.

where text=yes and other elements=no

· 451 out of 762

· 5.1% of H&C that have "rich media" a 'yes' for either Animation, Video and Audio

· 39 out of 762

· 34.5% of H&C that have illustrations Image = 'yes'

· 263 out of 762

· 5.1% of Catering that have "rich media" a 'yes' for either Animation, Video and Audio and suitability rating of 3+

· 39 out of 762

3.4 ACCESSIBILITY ELEMENTS OF CONTENT

3.4.1 Accessibility

Total

· 20.9% of Total that passed the Bobby Test 

· 209 out of 998

· 19.5% of Total that passed the Bobby Test at level 1

· 195 out of 998

· 1.3% of Total that passed the Bobby Test at level 2

· 13 out of 998

· 0.1% of Total that passed the Bobby Test at level 3

· 1 out of 998 

· 60% of Total resources that returned 'failed' on Bobby Test

· 599 out of 998 

· 18.9% of Total resources that returned 'Incomplete' on Bobby Test to denote that it hadn't worked or that our system was down

· 189 out of 998 

· 125 out of 998 = 12.5% - MS or PDFs

Marketing

· 11.9% of the Marketing resources passed the Bobby Test,

· 28 out of 236

· 10.6% passing at Level 1 

· 25 out of 236

· 1.3% passing at Level 2

· 3 out of 236

· 0% passing at Level 3

· 0 out of 236

· 41.5% of the Marketing resources returned a 'Failed' rating on the Bobby test. 

· 98 out of 236

· 46.6% of the Marketing resources returned an 'Incomplete' rating on the Bobby Test. 

· 110 out of 236

Catering

· 23.8% of H&C that passed the Bobby Test

· 181 out of 762

· 22.3% of H&C that passed the Bobby Test at level 1

· 170 out of 762 

· 1.3% of H&C that passed the Bobby Test at level 2

· 10 out of 762

· 0.13% of H&C that passed the Bobby Test at level 3

· 1 out of 762 

· 65.7% of H&C resources that returned 'failed' on Bobby Test

· 501 out of 762 

· 10.5% of H&C resources that returned 'Incomplete' on Bobby Test to denote that it hadn't worked or that our system was down

· 80 out of 762

RDN

· 12.9% of the Marketing resources from the RDN passed the Bobby Test. 

· 12 out of 93

· 38.7% of the Marketing resources from the RDN returned a 'Failed' score on the Bobby Test. 

· 36 out of 93

· 48.4% of the Marketing resources from the RDN returned an 'Incomplete' score on the Bobby Test. 

· 45 out of 93

· 37.8% of RDN Catering resources that passed the Bobby Test 

· 102 out of 270

· 52.2% of RDN Catering resources that returned 'failed' on Bobby Test

· 141 out of 270

· 14.4% of RDN Catering resources that returned 'Incomplete' on Bobby Test
to denote that it hadn't worked or that our system was down

· 39 out of 270 

Web

· 11.2% of the Marketing resources from the Web passed the Bobby Test. 

· 16 out of 143

· 43.4% of the Marketing resources from the Web returned a 'Failed' score on the Bobby Test. 

· 62 out of 143

· 45.5% of the Marketing resources from the Web returned an 'Incomplete' score on the Bobby Test. 

· 65 out of 143

· 18.3% of Web Catering resources that passed the Bobby Test

· 90 out of 492

· 72.9% of Web Catering resources that returned 'failed' on Bobby Test

· 359 out of 492

· 8.1% of Web Catering resources that returned 'Incomplete' on Bobby Test 
to denote that it hadn't worked or that our system was down

· 40 out of 492

3.5 GRANULARITY OF CONTENT AKA RE-PURPOSING CONTENT

3.5.1 Re-Purposing

Total

· 95.9% of Total that scored 3+ in Re-Purposing

· 958 out of 998

Marketing

· 98.3% of the Marketing resources scored a rating of 3+ in relation to ease of Re-Purposing. 

· 232 out of 236

Catering

· 95.4% of H&C that scored 3+ in Re-Purposing

· 727 out of 762 = 

RDN
· 97.8% of RDN Marketing resources that scored 3+ in Re-Purposing

· 91 out of 93

· 95.6% of RDN Catering resources that scored 3+ in Re-Purposing

· 258 out of 270 

Web
· 98.6% of Web Marketing resources that scored 3+ in Re-Purposing

· 141 out of 143

· 95.3% of Web Catering resources that scored 3+ in Re-Purposing

· 469 out of 492

3.5.2 Re-Aggregation

Total

· 88.5% of Total that scored 3+ in Re-Aggregation

· 883 out of 998

Marketing

· 66.1% of the Marketing resources scored a rating of 3+ for ease of re-aggregation

· 156 out of 236

Catering

· 95.4% of H&C that scored 3+ in Re-Aggregation

· 727 out of 762

RDN

· 72% of the Marketing resources from the RDN scored a rating of 3+ for ease of re-aggregation

· 67 out of 93

· 92.6% of RDN Catering resources that scored 3+ in Re-Aggregation

· 250 out of 270

Web

· 62.2% of the Marketing resources from the RDN scored a rating of 3+ for ease of re-aggregation 

· 89 out of 143

· 96.5% of Web Catering resources that scored 3+ in Re-Aggregation

· 475 out of 492

2.6 COPYRIGHT RESTRICTIONS OF CONTENT

2.6.1 Copyright

Total

· 76.7 Total that show a copyright notice

· 766 out of 998 

· 36% of Total showing copyright uses

· 359 out of 998 

· 0.5% of Total Freely available for re-use with no conditions

· 5 out of 998

· 27.9% of total resources are freely available if prior written permission has been obtained first from the copyright owner.
· 279 out of 998 
Marketing

· 77.5% of the Marketing resources displayed a copyright notice

· 183 out of 236

· 44.5% of the Marketing resources indicate restrictions and permissions regarding copyright uses

· 105 out of 236

Catering

· 76.1% of H&C that show a copyright notice

· 580 out of 762  

· 47.1% of H&C showing copyright uses

· 359 out of 762

RDN

· 92.5%  of the Marketing resources from the RDN display a copyright notice

· 86 out of 93

· 63% of the Marketing resources from the RDN indicate restrictions and permissions regarding copyright uses

· 59 out of 93

· 0% of the Marketing resources from the RDN are freely available for re-use with no conditions

· 0 out of 93

· 62.4% of the Marketing resources from the RDN are stated to be freely available for use if prior written permission has been obtained first from the copyright owner

· 58 out of 93

· 72.9% RDN Catering resources that show a copyright notice

· 197 out of 270

· 55.5% of RDN Catering resources showing copyright uses

· 150 out of 270

· 0.4% of RDN Catering resources Freely available for re-use with no conditions

· 1 out of 270

· 26.3% of RDN Catering resources Freely available if prior written permission has been obtained first from the copyright owner

· 71 out of 270 

Web

· 67.8% of the Marketing resources from the Web display a copyright notice

· 97 out of 143

· 30.1% of the Marketing resources from the Web indicate restrictions and permissions regarding copyright uses

· 43 out of 143

· 2.8% of the Marketing resources from the Web are freely available for re-use with no conditions

· 4 out of 143

· 25.2% of the Marketing resources from the Web are stated to be freely available for use if prior written permission has been obtained first from the copyright owner

· 36 out of 143

· 65% WEB Catering resources that show a copyright notice

· 320 out of 492

· 40.6% of WEB Catering resources showing copyright uses 

· 200 out of  492

· 0% of WEB Catering resources Freely available for re-use with no conditions

· 0 out of 492

· 23.2% of WEB Catering resources Freely available if prior written permission has been obtained first from the copyright owner

· 114 out of 492

3.7 GENERAL SUITABILITY OF RESOURCE

3.7.1 General Suitability of Resource

Total

· 77.8% of total resources that score 3 + in general suitability

· 777 out of 998 

· 66.6 % of total resources that are from the RDN that score 3 + in general suitability

· 242 out of 363 

· 84.2% of total resources that are from the Web that score 3 + in general suitability

· 535 out of 635 

Marketing

· 92.9% of total marketing resources scored 3+ in terms of general suitability

· 217 out of 236

· 89.25% of the Marketing resources from the RDN score 3 + in terms of general suitability a qualitative rating by the content review team. 

· 83 out of 93

· 93.7% of the Marketing resources from the Web score 3 + in terms of general suitability a qualitative rating by the content review team. 

· 134 out of 143

Catering

· 73.6% of H&C resources that score 3 + in general suitability

· 560 out 762

· 22.2% of H&C resources that are from the RDN that score 3 + in general suitability

· 160 out of 270

· 81.5% of H&C resources that are from the Web that score 3 + in general suitability

· 401 out of 492

3.7.2 Date Last Updated

Total

· 38.9% of Total resources which are current i.e. updated after 2000?

· 388 out of 998  

· 67.2% of Total resources which are current that scored 3+ in suitability rating

· 261 out of 388

Marketing

· 42.4% of the Marketing resources are deemed to be 'current' i.e. updated after 2000? 

· 100 out of 236

· 92% of the of the Marketing resources which are deemed to be 'current' also scored a rating of  3+ in terms of suitability

· 92 out of 100

Catering

· 39.5% of H&C resources which are current i.e. updated after 2000?

· 301 out of 762 

· 57.8% of H&C resources which are current that scored 3+ in suitability rating

· 174 out of 301 

RDN

· 44% of the Marketing resources from the RDN are deemed to be 'current' i.e. updated after 2000? 

· 41 out of 93

· 49.6% of RDN Catering resources which are current i.e. updated after 2000?

· 134 out of 270

· 92.6% of the Marketing resources from the RDN which are deemed to be 'current' also scored a rating of  3+ in terms of suitability 

· 38 out of 41

· 39.5% of RDN Catering resources which are current that scored 3+ in suitability rating 

· 53 out of 134

Web

· 41.3% of the Marketing resources from the Web are deemed to be 'current' i.e. updated after 2000?

· 59 out of 143

· 30.9% of Web Catering resources which are current i.e. updated after 2000?

· 152 out of 492  

· 91.5% of the Marketing resources from the Web which are deemed to be 'current' also scored a rating of  3+ in terms of suitability

· 54 out of 59

· 71% of Web Catering resources which are current that scored 3+ in suitability rating 

· 108 out of 152 

3.7.3 Quality Points of Resource

Total

· 96.2% of Total that scored 3+ in grammar   

· 960 out of 998

· 97.5% of Total that scored 3+ spelling

·  973 out of 998

· 93.6% of Total that scored 3+  1-3 in minimal use of jargon

· 934 out of 998 

· 98.4% of Total that scored 3+ high semantic density

· 982 out of 998

· 79.9% of Total that scored 3+ in suitability rating and grammar 

· 767 out of 960

· 79.4% of Total that scored 3+ in suitability rating and spelling 

· 773 out of 973

· 77% of Total that scored 3+ in suitability rating and minimal use of jargon

·  720 out of 934

· 78.3% of Total that scored 3+ in suitability rating and high semantic density 

· 769 out of 982

Marketing

· 100% of the Marketing resources scored a 3+ rating in terms of Grammar. 

· 236 out of 236

· 100% of the Marketing resources scored a 3+ rating in terms of spelling. 

· 236 out of 236

· 87.3% of the Marketing resources scored a 1 -3 rating in terms of minimal use of jargon. 

· 206 out of 236

· 100% of the Marketing resources scored a 3+ rating in terms of high Semantic Density.

· 236 out of 236

· 91.9% of the Marketing resources scored a 3+ rating in terms of general suitability and Grammar. 

· 217 out of 236

· 91.9% of the Marketing resources scored a 3+ rating in terms of general suitability and spelling. 

· 217 out of 236

· 92.7%of the Marketing resources scored a 3+ rating in terms of general suitability and minimal use of jargon.

·  191 out of 206

· 90.7% of the Marketing resources scored a 3+ rating in terms of general suitability and high Semantic Density. 

· 214 out of 236

Catering

· 95% Catering that scored 3+ in grammar 

· 724 out of 762

· 96.7% Catering that scored 3+ in spelling 

· 737 out of 762

· 95.5% Catering that scored 3+ in 1-3 minimal use of jargon 

· 728 out of 762 

· 98.4% Catering that scored 3+ in high semantic density 

· 750 out of 762 

· 76.1% of Catering that scored 3+ in suitability rating and grammar 

· 551 out of 724

· 75.6% of Catering that scored 3+ in suitability rating and spelling

·  557 out of 737

· 72.7% of Catering that scored 3+ in suitability rating and minimal use of jargon 

· 529 out of 728

· 74.1% of Catering that scored 3+ in suitability rating and high semantic density 

· 556 out of 750

RDN

· 100% of the Marketing resources from the RDN scored a 3+ rating in terms of Grammar. 

· 93 out of 93

· 100% of the Marketing resources from the RDN scored a 3+ rating in terms of spelling. 

· 93 out of 93

· 72% of the Marketing resources from the RDN scored a 3+ rating in terms of minimal use of jargon.

·  67 out of 93

· 98.9% of the Marketing resources from the RDN scored a 3+ rating in terms of high Semantic Density. 

· 92 out of 93

· 87.7% RDN Catering that scored 3+ in grammar

·  237 out of 270

· 91.9% RDN Catering that scored 3+ in spelling

· 248 out of 270

· 10.7% RDN Catering that scored 3+ in minimal use of jargon 

· 29 out of 270 

· 99.3% RDN Catering that scored 3+ in high semantic density

· 268 out of 270 

Web

· 100% of the Marketing resources from the Web scored a 3+ rating in terms of Grammar. 

· 143 out of 143

· 100% of the Marketing resources from the Web scored a 3+ rating in terms of spelling.

·  143 out of 143

· 80.5% of the Marketing resources from the Web scored a 3+ rating in terms of minimal use of jargon. 

· 115 out of 143

· 98.6% of the Marketing resources from the Web scored a 3+ rating in terms of high Semantic Density. 

· 141 out of 143

· 98.9% WEB Catering that scored 3+ in grammar 

· 487 out of 492

· 99.4% WEB Catering that scored 3+ in spelling

· 489 out of 492

· 20.9% WEB Catering that scored 3+ in minimal use of jargon

· 103 out of 492

· 97.6% WEB Catering that scored 3+ in high semantic density

· 480 out of 492

4. Findings & Conclusions
These are the findings and conclusions for the review of freely accessible material for Catering and Marketing.

4.1 CURRICULUM MAPPING

The analysis of this area is important to provide a clearer picture of the extent to which curriculum mapping information is stated on web based resources for the areas of marketing and catering. Adequately mapping educational resources to curriculum areas and levels would help tutors to find more suitable resources easily.

It may be necessary to encourage a practice by educational establishments and other providers of educational resources, of explicitly supplying curriculum information within the actual resource and/or the metadata of each resource.

4.1.1 Curriculum Level Recommendations

A very small percentage of the total resources for both Marketing and Catering had a recommended curriculum level (2.2%).

This may be problematic for tutors wishing to find suitable materials for a particular educational level. The lack of information would mean tutors would have to analyse the material at source before making a choice about whether to utilise the material.

Of the resources which did have a level recommendation all came from the Marketing area. None of the Catering materials stated a level recommendation. In part, this may be due to the source of the returned resources, as the catering searches tended to return more personal or commercial websites than educational websites. 

This may also reflect the differing teaching methodologies between the two subject areas; catering materials tend to be less tied to a specific level. This is because tutors will often use the same materials across multiple levels but differentiate by suggesting to students that they go into more or less detail.

Of the few Marketing resources (9.24%) that were stated as being suitable for a particular curriculum level, more than half  (63.6 % ) were specifically indicated as suitable for Level 3 or above which is the target area for this project (MBA, MA, Undergraduate Courses, A-level, key stage 4). 

In terms of the Marketing links culled from the RDN hub SOSIG, the resources had a similarly low score (7.5%) for stating a recommended level. 

As the RDN resources are deemed to be suitable for educational use, it may be pertinent for the RDN to include curriculum level recommendations in their selection criteria. Currently the guidelines provided in the evaluation of resources by the RDN hubs do not emphasise curriculum level recommendations. In Altis (Hospitality and Catering) the only level criterion is post-16 education (http://altis.ac.uk/guidelines/scope/) and in SOSIG (Marketing), the guidelines only state, “The content of the resources should be at a level suitable for higher or further education.” (http://www.sosig.ac.uk/about_us/escope.html).

Few (10.5%) of the Marketing resources from web had curriculum level recommendations. However this figure was slightly higher than the RDN.
4.1.2 Curriculum Qualification Recommendations

A very small percentage of the total resources for both Marketing and Catering had a recommended qualification (2.2%).

This may be problematic for tutors wishing to find suitable materials for a particular qualification. The lack of information would mean tutors would have to analyse the material at source before making a choice about whether to utilise the material.

Of the resources which did have a recommended qualification, all came from the Marketing area. None of the Catering materials stated qualification.

In part, this may be due to the source of the returned resources, as the catering searches tended to return more personal or commercial websites than educational websites. 

Of the few Marketing resources (9.24%) that were stated as being suitable for a particular qualification, half (50%) indicated that the resource information was suitable for same sort of qualification targeted for this project (MA, MBA, undergraduate, A-level, key stage 4).

In terms of the Marketing links culled from the RDN hub SOSIG, the resources had a similarly low score (7.5%) for stating a recommended qualification. As the RDN resources are deemed to be suitable for educational use, it may be pertinent for the RDN to suggest that resource producers and reviewers reference curriculum qualifications, where possible. 

A small amount (10.5%) of resources for Marketing from the web had a recommended qualification. However this was more than the RDN Marketing resources.
4.1.3 Curriculum Area Recommendations

Very few (0.5%) of the total resources found were mapped to a particular curriculum area, topic, module, unit or outcome. Where resources were mapped, they tended to be mapped at topic level.  

More resources from Marketing (22.7%) than Catering (0%) were mapped to a curriculum area or module. Again this may be due in part to the fact that many resources are culled from non-academic sites (and more resources from the marketing area came from academic sites than catering).

Slightly less than third of the RDN Marketing resources (28%) were mapped to curriculum/module. Again, as the RDN is aimed at the educational community they could make suggestions to resource providers and reviewers to provide curriculum mapping information. 

4.2 FORMAT OF CONTENT AND END USER REQUIREMENTS

4.2.1 File Types

The most dominant file format across the total resources was clearly HTML (87.3%). This was also reflected within each individual area of Catering (95.7%) and Marketing (58%). This result is understandable by the nature of searching the web. 

The Marketing resources had a greater format mix with PowerPoint (22.3) and PDF files (10.5%) also being quite popular. This may have been due to the popularity of these formats with the educational community.

The Catering resources were mainly made up of HTML, with some (2.9%) PDF files.

The use of PDF and some Microsoft formats has implications as to whether users can use or view the resources. There may be a requirement to download additional browser plug-ins (acrobat reader) or the latest version of such a plug-in. This is especially problematic on networked systems where users may not be granted sufficient administrative rights to actually download and install such software. Additionally, a user may not own a license to the correct programmes (MS Office) or have the correct version (Office 2000, Office 97 etc) installed on their machines. On the whole, HTML resources can be thought of as being largely accessible to most users. However, issues with cross-browser, cross-platform and legacy browsers incompatibilities can still render resources unavailable to some users. 

There were no resources found that were of the Flash file format. This could imply there is a lack of freely accessible interactive resources available on the web- which may need to be improved in a bid to engage the user. This may limit the appeal of resources for some users that respond more effectively to a greater variety of media.

It is worth noting that if an individual or an institution has spent the time and effort to develop rich media (flash) materials they are more likely to only make these resources available to fee paying learners. As a consequence these resources would be kept in a password protected area and would not come under our remit of freely accessible materials. 

4.2.2 Resource Origins (Type of Search)

The majority of the total resources are from the Web (63.6% compared to 36.4% from the RDN). This means there were fewer resources available from the RDN, as the search criteria for both the RDN and web was identical (10 results for each section). 

This spread was reflected in the percentages within the Catering resources and the Marketing resources. The majority of the Catering resources were from the Web (64.3% compared to 35.6% from the RDN) and the majority of Marketing resources were also from the Web (61% compared to 39.1% from the RDN).

The difference in number could also be due to the relative size of the web compared to the RDN hubs. 

4.2.4 Resource Locations 

Over a third of the total resources were from a UK source (39.2%) and the majority of the total resources were from a global source (60.8%).

It may be suggested that extra care may need to be taken when using resources, as those from a global source may not specifically meet the requirements of the UK academic and vocational curriculum descriptors. 

It is also worth noting that there is clear distinction in terms of UK and global resources in the two curriculum areas. The marketing resources had a majority of UK resources (61.4%) but the Catering area had mainly Global resources (66.7%).

Of the total RDN resources most were from a Global source (66.3%).

Of the total web resources there seemed to be an almost equal distribution of UK (42.3%) and global (56.3%) resources. 

In terms of the individual areas, as stated previously Marketing resources were mainly from a UK source (61.4%). 

The marketing resource from the RDN were generally equally distributed between global (50.5%) and UK (49.5%) resources, however the web resources from the UK were slightly higher (69.2% than the global (30.8%).

The Catering resources were mainly from a global source (66.7%). In terms of RDN resources for catering there was also large proportion of resources from a global source (71.8%). 

4.2.5 Bias

Less than half (41.1%) of total amount of resources were deemed to exhibit bias.

Very few of the Marketing resources were rated as having a 'yes' score in relation to 'bias' (only 2.9%). This may be due to the materials being very specific to the marketing field and not tied to particular concepts which may result in an accusation of bias. 

There was a higher amount of bias (5.4%) in the RDN resources as opposed to the Web resources (1.4%).

However, when looking at the catering resources it was noted that 52.9% were seen to exhibit a bias. This percentage was also reflected in the catering resources from the RDN (where 61.1% were seen to have a bias rating of 'yes'). 

4.2.6 Metadata

Less than half (40.1%) of the total resources have metadata attached, and of those resources only 4.3% of the total were seen to have 'good' metadata (rating of 3+).

For the total resources it would seem metadata is rarely attached to resources, and when it is it is usually of poor quality. The community should be encouraged to add metadata to resources and to ensure that the metadata is of good quality (which we define as meeting the basic requirements or the mandatory elements of the UK LOM). 

Nearly a third of the total Marketing resources had any metadata attached (only 29.8%), and of the resources that did contain metadata only few (25.3%) scored a rating of 3+ (which is deemed to be a suitable level for metadata).

Very few of the RDN Marketing resources had any metadata attached (19.3%) and of these less than half (44.4%) had metadata deemed as ‘quality’ (3+). 

More of the web Marketing resources had metadata attached (37%) than the RDN resources, but the amount of quality (3+) metadata is considerably lower than the RDN resources (18.8%). 

Less than half (43.8%) of the catering resources had metadata attached. This is much higher than the Marketing resources. However, the actual quality of the metadata is much lower (3.3%) than the Marketing resources.

Almost a third (28.5%) of the RDN Catering materials had metadata attached, of those that did very few (5.2%) were deemed to be suitable.

It should be suggested that metadata and particularly good practice in metadata tagging should be given a higher profile in this area.

4.3 MEDIA MIX OF CONTENT

4.3.1 Elements of Content

More than half (63.6%) of the total resources consisted only of text without images or 'rich media' (such as animation, video and audio). Only a very small percentage of total resources contained any rich media (4.1%) or illustrations (8.1%).

Text-based resources may suit academic needs but there may also be a need for more engaging and interactive design when providing materials over the web. For example, in Catering visual/ interactive resources would be more helpful to a learner than purely text-based materials, when demonstrating certain tasks (such as skinning a chicken). Also, higher end resources are less likely to be available on the internet because of the skills required and the cost of producing them. 

The larger majority (77%) of the Marketing resources were also constructed purely from text. There were very few resources that contained elements of rich media (0.85%) or illustrations (7.2%).

In Catering just over half the resources were constructed purely of text (59.1%). There were slightly more resources in the Catering area with media rich elements (5.1%) and illustrations (34.5%) than in the marketing area.

This may be due to Catering being more of a creative area that does require more visual demonstration, whereas Marketing can be more formulaic.

4.4 ACCESSIBILITY ELEMENTS OF CONTENT

4.4.1 Accessibility

Only 20.9% of the total resources passed the Bobby test at any level, with the majority of these resources passing at level 1 (19.5%). Only one resource from the total marketing and catering resources passed the Bobby test at the top level 3. A considerable amount of resources failed the test completely (60%). 

A significant percentage (18.9%) of tests were classed as 'Incomplete', this was where either the Bobby test itself had not worked, the internal systems of the content review team were experiencing technical difficulties, or the main reason was due to incompatible file formats (MS Office, PDF) that could not be tested by Bobby. Of the total resources 12.5% were of MS Office formats or PDFs, this would account for a large majority of the incomplete results.

It is clear from these results that resource providers should do more to address accessibility issues. However, as we have stated earlier, the focus of this report is not on accessibility and this issue falls outside of the scope of our research. The issue may well warrant further in-depth study as a dedicated project.

The larger majority (41.5%) of Marketing resources failed the Bobby Test for accessibility, with only 11.9% passing at any level. Of those that did pass, the majority (10.6%) did so at Level 1.

These findings may be slightly affected by the fact that a considerable percentage (46.6%) of the resources were subject to an 'Incomplete' rating (as explained above, to denote technical difficulties 6.3% or incompatible file formats 40.3%). 

Of the RDN Marketing resources, only 12.9% passed the Bobby Test at any level (compared to 11.2% of the Web resources), with 38.7% failing.

As gesture of promoting best practice, the RDN should endeavour to move towards greater accessibility.

The majority of the Catering resources failed the Bobby test (65.7%). Of those that passed (23.8%), most only passed at level 1 (22.3%). The number of incomplete results (10.5%) was small compared to the marketing resources.

Of the RDN Catering resources, 37.8% passed the Bobby Test at any level (compared to 18.3% of the Web resources), with 52% of RDN Catering resources failing. 

The RDN does not specify any accessibility requirements in their guidelines for inclusion in their gateways. This could be reconsidered in the light of legislation requirements in the future.

4.5 GRANULARITY OF CONTENT (AKA RE-PURPOSING CONTENT)

4.5.1 Re-Purposing

The total resources scored highly in terms of re-purposing with a very high percentage (95.9%) of the resources scoring 3+ (meaning the ease with which a material can be re-purposed in an educational context, taken out of its current context and used for a different purpose). 

This figure is reflected in the scoring for the Catering resources (95.4%) and the Marketing resources (98.3%).

Both the RDN and Web Catering resources scored highly.

The RDN Marketing (97.8%) and Catering (95.6%) resources also scored highly in terms of repurposing.

This would suggest that there is a wealth of resources available that are easy to re-purpose in terms of its intended educational use.

Note: Although the results for the re-purposing of existing content for educational purposes are promising, there are implications concerning copyright, as very few of the resources found could be used without complication within the community. 

4.5.2 Re-Aggregation

A large majority (88.5%) of the total resources scored highly (3+) for ease of re-aggregation (the ability to take apart materials and put them together again in a different context/format).

A majority (66.1%) of the Marketing resources scored 3+ in terms of re-aggregation. This figure was echoed in the RDN materials (72% at 3+).

A large majority (95.4%) of the total catering resources scored 3+ for ease of re-aggregation, with most (92.6%) of the RDN catering resources scoring 3+ also.

In general, the catering resources scored higher marks than the Marketing resources. This may be due to the nature of the resources - many of the catering resources are recipes which can be easily disaggregated and re-aggregated, whereas the marketing resources deal with concepts which may be harder to 'chunk'.

For the wider community of content developers (and those interested in the area), this is positive news: the percentages suggest that the ease of re-developing existing materials is high.

Note: Although the results for the re-aggregation of existing content for educational purposes are promising, there are implications concerning copyright, as very few of the resources found could be used without complication within the community. 

4.6 COPYRIGHT RESTRICTIONS OF CONTENT

4.6.1 Copyright

A large majority (78.8%) of the total resources show a copyright notice. However, only about a third of total resources (36%) gave further information about any uses, restrictions and permissions. This may present a problem to potential users (and re-users) as it is hard to ascertain actual details relating to the copyright notice.

Of the total resources a very small amount (0.5%) clearly indicated that the resource could be freely re-used without conditions. This has implications for the re-use and re-aggregation of existing content for educational purposes, as very few of the resources found could be used immediately within the community. 

Just under a third (27.9%) of the resources required prior written permission from the copyright holder for re-use. 

A large majority (77.5%) of the total of Marketing resources displayed a copyright notice. However, less than half (44.5%) indicated any uses, restrictions and permissions related to the content. Of the RDN Marketing resources a large majority (92.5%) displayed a copyright notice, but just over half (63%) indicated any uses, restrictions and permissions.

The majority (76.5%) of the Catering resources displayed a copyright notice and only a small amount (29.5%) of the resources actually specified a use. Of the RDN Catering resources a large majority (72.9%) displayed a copyright notice, but only just over half (55.5%) indicated any uses, restrictions and permissions.

In both areas it would seem that although copyright notices are often displayed, very little information about uses, permissions and restrictions is displayed. This means it would be difficult to ascertain actual details relating to the copyright notice which may present a problem to potential users (and re-users).

Acquiring written permission is time consuming and unreliable, so this suggests that more development work needs to be done on processes for clearing copyright for the repurposing of resources.

4.7 GENERAL SUITABILITY OF RESOURCE

4.7.1 General Suitability of Resource

Note: The methodology of the report outlined a score of 3+ from our content developers as denoting a resource that is suitable for use, this is therefore a subjective assessment (for details, see Methodology Section: 2.2.2.1 Qualitative data of this report).

Out of the total resources, most (77.8%) were deemed to be of a suitable standard (scored 3+ in terms of general suitability). 

The overall resources found from the web were more suitable (84.2%) than those from the RDN (66.6%). However, the difference in number could be due to the size of the web compared to the RDN. 

A sizeable body of the total Marketing resources scored 3+ in terms of general suitability (92.9%).

A large amount of catering resources was also found to be suitable (73.6%). It is worth noting here that only 22.2% of RDN resources were found to be suitable. 

The fact that more Marketing resources were found to be suitable than Catering may be due in part, to the source of the returned resources, as the Catering searches tended to return more personal or commercial websites than educational websites.

4.7.2 Date Last Updated

Out of those resources that specified a date for when they were last updated, only 38.9% of the total resources were found to be current (that is, updated since 2000). This could be an issue in that there does not seem to be a great currency of information – but it should be noted that many (% how many not state date?) resources did not display this information.  

These findings show the problem with maintaining up to date online resources. This may be a problem as it may be suggested that there is a perception by users that information from the web is always up to date.

However, of those resources that were found to be current the larger majority of these resources also scored well (3+) in terms of suitability (67.2%). This would suggest that there is a link between suitability and currency of information. 

Less than half (42.4%) of the Marketing resources were deemed to be 'current'. This may have implications for Marketing resources, as users would have to check that materials are in line with current trends and schools of thought. 

It may be suggested that resource providers make sure they update more frequently and display this information clearly (on the resource or in the metadata).

Of the total Marketing resources that were found to be current, most (92%) were also found to score well (3+) in terms of suitability. This was also reflected in the RDN Marketing results with less than half (44%) being current, but of those most were suitable (92.6%). Therefore reinforcing the correlation between currency of resource and suitability score. 

However, it may be suggested that RDN should perhaps encourage the owners of web resources to update their resources on a regular basis as less than half (44%) of the results were current. 

Less than half the Catering resources were found to have current resources (39.5%), however more than half (57.85) of those that were current were also found to be suitable. Again a correlation can be made between suitability and currency of information.

In terms of RDN catering less than half (49.6%) of the resources were current, and but a significant amount (39.5%) of those resources were also found to be suitable.

By comparing the Marketing and catering results we may conclude that although there does seem to be a correlation between suitability of content and currency of information this is more apparent in the Marketing resources opposed to the catering. This may be due to the changing concepts and ideas in Marketing and the relatively static materials for catering.

4.7.3 Quality Points of Resource

In general, the total resources scored consistently highly (3+) in terms of grammar (96.2%), spelling (97.5%), semantic density (98.4%) and use of jargon (93.6%).

Most of the resources that scored highly in terms of general suitability (3+) also scored highly in terms of grammar (79.9%), spelling (79.4%), semantic density (78.3%) and Jargon(77%%). These findings suggest that there is a correlation between the suitability of the resource and the quality of the other elements such as grammar, spelling, semantic density and jargon).

The total Marketing resources scored consistently highly (at a 3+ basic rating) in terms of grammar, spelling and semantic density with all areas having a 100% mark rate. This high score (just over 90% in all areas) was also reflected when looking at the scores for these areas and their suitability ratings. The same types of results were also reflected in the Marketing RDN resources.

In general, the Catering resources scored highly for grammar (95%), spelling (96.7%) semantic density (98.4%) and Jargon (95.5%). Most (over 70% for all areas) were also found to be of a good (3+) general suitability. The same types of results were also reflected in the Catering RDN resources.

4.8 SEARCH PROCESS ISSUES


4.8.1 Search Process Issues


Overall the search process produced 998 valid resources that were then reviewed. This was out of a potential 2010 results according to the mapping of the Marketing and Catering curriculum frameworks (see Appendix E: Example of Review Framework document).

Of the two subject areas, Marketing was found to have more relevant and suitable resources. This may have been due to the nature of the source of information, as most resources were culled from academic or commercial educational websites.

On the whole the resources for Marketing consisted of more specific and relevant information to the key words and areas that were used for our search (e.g. “Sales Orientation”, see Appendix D: Marketing Curriculum Map).

However in Catering fewer relevant resources were found as there were problems with the types of resources our searches returned. The nature of the content required for the Catering search was in itself problematic, as information about complex methods of cooking in the context of recipes was required to fulfil the subject objectives (see Appendix C: Hospitality & Catering Curriculum Map). There were minimal academic websites relevant to the area of catering we were researching. Almost all of the RDN searches and the general web searches returned results for commercial or personal websites with recipes.

Some of the more specific areas within Catering were found to be problematic as very few resources could be found using our search technique. The main issue was that the technique of using keywords from a finely detailed curriculum map to find specific resources was not always effective. For example, where “Grilling Chicken” was quite straightforward and returned many results, finding resources on the quality of texture for a specific chicken dish was more problematic. 

However it is unclear what alternative methods of resource discovery would ameliorate the effectiveness of the searching process. It also reinforces the pivotal role of the subject expert in the resource discovery activity.

The following areas in Catering were found to be particularly problematic and returned few or no search results: 

	Catering

	Unit 3FPC8 Prepare, cook and finish complex meat and poultry dishes

	Complex Poultry/ White Meat
	
	

	Chicken / Turkey/ Veal
	Using
	

	
	Quality
	· Texture

· Flavour

· Appearance

· Consistency

· Aroma

	
	Dish
	

	
	Problems
	· Equipment Failure

· Availability / Quality of Ingredients


5. Recommendations

5.1 RESOURCE DEVELOPERS/ PROVIDERS

Authors and developers of resources, including educational sites, commercial and personal websites.

5.1.1

More suitable and quality freely accessible resources are needed in our research areas of Marketing and specifically Catering to meet the needs of the academic community in these areas. 

5.1.1.1

In terms of our research area in Hospitality and Catering, more resources are needed that are relevant and specifically mapped to the curriculum level and area in an educational context. There are very few freely accessible catering websites that contain material targeted at the educational catering community (4.1 Curriculum Mapping, 4.8.1 Search Process Issues).

5.1.1.2

More media rich and interactive resources would be constructive to engage users and improve the variety of materials freely accessible to the educational community (4.2.1 File Types, 4.3.1 Elements of Content). 

5.1.1.3

Resources need to be kept up to date, particularly marketing resources as there are constantly changing concepts and theories (4.7.2 Date Last Updated).

5.1.1.4

Continued good practice in the general quality (grammar, spelling, jargon and semantic density) of materials should be encouraged and maintained in future resource development (4.7.3 Quality Points of Resource).

5.1.2

The inclusion of quality metadata on educational resources is imperative and needs to be given a higher profile in this area. The metadata should aim to meet the basic requirements (mandatory fields) of the guidelines provided by the UK LOM (4.2.6 Metadata). A key field that should be recommended is curriculum mapping information (qualification, level, course, area). This would greatly aid the process of searching for relevant resources (4.1 Curriculum Mapping, 4.8.1 Search Process Issues).

Another issue is where this metadata should reside. There are further issues with concern to this, such as where metadata should reside for file formats other (PDF) than html. These issues partly relate to CETIS’ E-Learning Framework initiative (http://www.cetis.ac.uk/) which is attempting to create an open standard to enable true interoperability between the components and services which make up Managed Learning Environments, E-Learning applications, portals and other user agents. 
In more general terms the issue is about whether metadata should be person or machine writeable and readable.
5.1.3

Resource providers and developers need to state information relating to copyright uses, permissions and restrictions more clearly in freely accessible materials. This would aid the community to easily identify the ways in which they can reuse materials (4.6.1 Copyright).

5.1.4

Providers of freely accessible resources need to do more to facilitate issues of accessibility. This can be done by adhering to the Web Accessibility Initiative (WAI) Guidelines developed by Web Accessibility Initiative (http://www.w3.org/WAI/) (4.4.1 Accessibility).

5.2 RESOURCE GATEWAYS/ HUBS/ REPOSITORIES 

RDN Hubs: including Altis and SOSIG, JISC Repositories

5.2.1

More suitable freely accessible resources are needed from the RDN subject hubs for Marketing (SOSIG) and particularly Catering (Altis) to meet the needs of the academic community in these areas (4.7.1 General Suitability of Resource). 

5.2.1.1

In terms of Catering, Altis needs more relevant resources to the educational community. There are very few educational catering websites that contain material targeted at the catering community from Altis (4.1 Curriculum Mapping, 4.8.1 Search Process Issues).

5.2.1.2

Altis and SOSIG may also want to include more detailed curriculum information in there resource selection criteria or organisation of resources. This would aid users to find more relevant resources to their curriculum qualification, level or topic (4.1 Curriculum Mapping, 4.8.1 Search Process Issues).

5.2.1.3

The RDN (and other gateways, hubs and repositories) may want to be careful when including resources from global sources, as they may not specifically meet the requirements of the UK academic and vocational curriculum descriptors (4.2.4 Resource Locations).

5.2.2

All resource providers, including gateways, hubs and repositories, should encourage the inclusion of quality metadata to resources (which we define as meeting the basic requirements of UK LOM). Good practice in metadata tagging should be given a high profile, as this would also aid the search process within educational hubs and repositories (4.2.6 Metadata).
5.2.3

Issues of accessibility should also be promoted. Gateways, hubs and repositories may want to highlight this area in their resource selection criteria (4.4.1 Accessibility).

5.3 RESOURCE SEARCHERS 

Those wanting to locate resources for repurposing and reuse, including tutors, content developers, librarians, ILT champions

5.3.1

Those wanting to search for freely accessible resources using the internet should be aware of the time and commitment involved in undertaking the search process.

5.3.1.1

A clear methodology (2.1 Review Methodology) should be developed to aid the process of resource discovery and minimise the time and work involved in finding suitable and freely accessible resources from the vast amount of information available from the web. The searcher should be aware of the time and effort required to find a single relevant and suitable resource amongst a wealth of unsuitable materials available from the web.

5.3.1.2

When searching, the curriculum area should be broken down into specific searchable key terms. More generic terms will provide more results which may be less suitable and unnecessary time will need to be spent searching through resources for relevance (Appendix E: Example of Review Framework document).

5.3.2

The searcher should have a clear understanding and knowledge of the criteria a suitable resource should be based on. Although content reviewers and non-subject specialists can undertake the resource discovery process, it is clear that more of an understanding of curriculum issues, as well as teaching methodology, is required to ensure the search does not provide unsuitable resources and therefore waste valuable time.  This reinforces the need for subject experts to play a pivotal role in resource discovery alongside their teaching and learning activities (4.8.1 Search Process Issues).

5.3.3

Searchers should be aware that other approaches towards finding content are also available and a combination can be used. 

5.3.3.1

The general internet search (e.g. using Google) is only advised if searchers are willing to commit a great deal of time to assessing the suitability of a wealth of results which may or may not be relevant.

5.3.3.2

The RDN hubs (Altis and SOSIG) are very useful for the resource discovery activity as many relevant resources can be found and catalogued in one place. However a process of assessing suitability and relevance still needs to be applied.

5.3.4

Copyright information needs to be taken into consideration when finding freely accessible resources. A resource that can be accessed for free on the internet may not necessarily be available to reuse or repurpose freely. Information about copyright uses, permissions and restrictions should be sought but can often be difficult to ascertain (4.6.1 Copyright).

5.4 GOVERNMENT BODIES 

Policy makers, guideline producers (Jisc, Becta, NLN etc)

5.4.1

Government bodies such as JISC should continue to promote and encourage the use of quality metadata (meeting the basic requirements of UK LOM). It should be suggested that the benefits and good practice of using quality metadata should be given a high profile (4.2.6 Metadata).
5.4.2

Government bodies should continue to encourage resource developers and providers to improve issues surrounding accessibility (4.4.1 Accessibility).
5.4.3

Government bodies should continue to develop work on the processes for clearing copyright for the repurposing of resources (4.6.1 Copyright).
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