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EDU699 introduce me to many of the tools, approaches, and methods that are useful for a teacher to be successful with facilitating an online class. This class is a required production module, only four weeks in duration. 

Special emphasis was intended with the following learning outcomes in mind, (1) describe a rationale for facilitated e-learning using appropriate theories and models (2) integrate appropriate facilitation strategies into a course plan, and (3) demonstrate best practices in online facilitation.

     I have selected assignment 3.1 Grading Student Papers to demonstrate the amount of knowledge with regard to Online Teacher. This essay was a combine group effort performed online, between Al Mckoy, David Powell, and myself. We were instructed to perform a team Rubric, and utilize this Rubric in helping each teacher grade a paper. A great deal of online interaction took place, thereby aiding our teaching abilities with online teaching. We graded, interacted, and actually instructed each other throughout this four-week course of study. 

Assignment 3.1:Grading Student Papers


	GRADING RUBRICS SCORE CARD

Assignment 1B: Assess the Impact of Technology Convergence

	
	Specific Comments
	Possible Points
	Points Scored

	Ideas & Content
	Good Ideas
	20
	19

	Organization
	Needs additional work
	20
	14

	Word Choice
	Too personal,

 think academic
	20
	15

	Sentence Fluency
	Very good, needs a little refinement
	20
	17

	Writing Grammar
	Good, please edit before submitting
	20
	17

	Total
	
	100
	82




Assignment 1B: Assess the Impact of Technology Convergence
As Michael Borrus and Francois Bar state in “The Future of Networking” article: Is this a quote?= “The “all-singing, all-dancing” infrastructure vision leads to three central questions which dominate alike policy and the planning of network providers: Who will build the information pipe? (usually Telcos or CATV); what will fill the pipe? (usually entertainment video); who will pay? (usually not granny). Too personal for an academic paper=I believe that these are the questions that every telecommunications company in the world needs to be asking if they are going to survive.  Again, too personal=I will use the Brown Telephone Company, or more commonly known as Sprint today, as an example of a company that needed to change as a result of these questions. =There is no reference for your quote
Convergence can broadly be defined as a transition or migration from old, or outdated ways, of doing business to new, or updated ways, of doing business =A reference should be included for this type of definition. By doing business, I again=I mean delivering communications (voice, data, video) to customers in a more efficient and timely manner.  As we learned from the class reading digitization =Reference, the process of transforming analog data to digital data,=Wrong use of a comma is at the center of this convergence.


Again Personal So how do I =I again think technology convergence affected Sprint?  Well, =Slang usage Sprint was a small company that needed to keep up with all of the advanced of modern technology to stay competitive=This is an unsubstantiated statement, it needs a reference.  With the rapid advancements and changes in the Telecommunications industry they would probably need to find a partner, or several partners to do that.  Convergence shaped Sprint into the company they are today by allowing them to build on the infrastructure they had in place and move towards the more technologically advanced digital and fiber optic network =Run-on sentence. 


The game plan that I=I again would put together for Sprint would be to move away from the analog environment and proceed towards digital.  They should accomplish this by investing the necessary money into the infrastructure of their network.  They can do this either alone or take on partners and/or form joint ventures with other companies that specialize in convergent technology.  In order to upgrade and expand the network a lot of cash will be needed.  Sprint may want to find network suppliers and partner with them to accomplish the upgrade.  Their end goal should be one digital/fiber network capable of delivering voice, video and high-speed data at a cost-effective price. 

Sprint started as a small company that wanted to give rural folks the same POTS (plain old telephone service) that city folks had.  So in 1900 they hooked up their first long distance circuit.  During the next 40 years they acquired a number of smaller companies that were in the same business of providing telephony.  During this time not much attention was paid to technology but rather to getting bigger.  Then in 1946, United Telephone & Electric, as it was then named, started to move towards modernizing old equipment and building new plant facilities rather than pursuing acquisitions.  Obviously, it was apparent that new technologies were being developed by Bell companies and if they wanted to compete with them they were going to have to turn their attention to technological advances as well=this sectional should be referenced, and might have worked well toward the beginning of this paper.  

In the early 1960s, Untied Utilities started a process to convert all system exchanges to dial operation,= a comma instead of – a conversion already being done by Bell companies.  By 1963 the dial conversion was completed and they began to offer additional services in WATS, data transmission and high speed teletype.  In the late 60s United began to enter the CATV (Community Antenna Television), computer time sharing, as well as telecommunication equipment manufacturing and sales.  Most of these areas were in an effort to keep pace with consumer demand and competition reference required.


In 1972 the name was changed to United Telecommunications Inc. or United Telecom.  With a new “high-tech” name under their belt they laid the first fiber optic cable, in Pennsylvania, in 1978 and installed their first digital switch in 1979.  This Convergence allowed them to now offer their customer additional features such as call forwarding, call waiting and conference calling.  Additionally, this new digital technology used less than one-fifth of the amount of floor space at United’s central office.  The migration to digital was expanded and by 1983, United Telecom had fiber optic cables in 17 locations and digital switches controlling 710,000 lines reference requirement.


As the January 1984 breakup of AT&T was happening United was expanding into the videoconferencing arena and were announcing plans to build their own digital transmission network, using 23,000 miles of fiber optic cable to allow greater capacity and the ability to handle traffic requiring increased capacity.  By the end of 1985 United had more than 4,700 miles of fiber optic network in place, with lines in reach of 30% of the nation.  As the cost of the new fiber optic network began to have a negative impact on United Telecom net earnings, they went in search of a partner to share the burden with.  In 1986 a partnership was formed with GTE, who had just recently acquired a low-cost long distance provider by the name of Sprint.  At the end of 1986 the nations first coast-to-coast fiber optic transmission was completed.  By mid 1987, the new fiber optic network was carrying 74% of US Sprint’s calls, compared to 15% in 1986 reference requirement.


The conversion to fiber optics continued at an accelerated pace.  In early 1988 the largest cut over in the history of telecommunications took place when Sprint shifted 1.2 million circuits onto its fiber optic network.  By summer of 1988 100% of the company’s traffic was travelling =Misspelled word through the world’s most advanced fiber optic network. During this time US Sprint saw the majority of investments going their way, however, United Telecom still made significant strides in their local communications companies.  During 1988, United was able to convert 73% of its local telephone switches to digital technology as well.  The later part of the 80s saw a coming together of United Telecom and GTE Sprint, with Untied buying out GTE and assuming majority control of Sprint in 1989 reference requirement.


The early 1990s saw the newly created Sprint Corporation move into several other telecommunication processes.  Among them, Frame Relay, a form of high-speed data transmission that supports many networking applications in 1991.  In 1992, Sprint moved into the TCP/IP (Transmission Control Protocol/Internet Protocol) to help support Internet access.  In 1993 they installed and activated an Asynchronous Transfer Mode (ATM) switch in its public network.  This enabled Sprint to carry voice, video and data quickly and efficiently over shared transmission facilities.  In 1994 SONET technology was introduced and installed on its backbone fiber optic network.  They were also the first to provided 4-fiber, bi-directional, line-switched ring increasing network reliability.  Together ATM and SONET gave Sprint a competitive advantage by lowering operating costs, maximizing network reliability and increasing capacity.  The 1993 merger of Sprint and Centel Corporation brought with it a strong position in the wireless industry as well reference requirement.

In 1995 Sprint teamed up with TCI, Comcast and Cox Communications to package local telephone, long distance, wireless communications and entertainment services into a single offering.  In addition, the venture aggressively participated in the FCC’s auction for Personal Communications Services (PCS) licenses.  In addition to the wireless plan the joint venture called for Teleport Communications Group (TCG) to provide local access for long distance services.  Sprint also teamed up Deutsche Telekom and France Telecom to provide global telecommunications services reference requirement.


So how did I do? =Personal slang, unnecessary= Well, as you can see Sprint definitely formed several partnerships and joint ventures.  They have established themselves as a premier provider of telecommunication services.  They have a complete fiber network capable of delivering voice, video and data at a fast speed and in a cost-effective manner.


Getting back to our friends Borrus and Francois and answering the 3 questions posed about: Who will build the information pipe? (usually Telcos or CATV); semi-wrong usage what will fill the pipe? (usually entertainment video); wrong usage who will pay? (usually not granny).  I believe that these were all addressed by Sprint in some form of fashion over the years.  Who will build the information pipe?  Well, Sprint did with the help of several partners.  What will fill the pipe?  According to Sprint they are filling the pipe with voice, video and data.  Who will pay?  Sprint paid, their partners paid, and we all pay for access to the telecommunication services that we use on a daily basis =These answers should have additional data to support your statements, with specific references.

	GRADING RUBRICS SCORE CARD

Student C: Bc 360 Module 6 Infrastructures

	
	Specific Comments
	Possible Points
	Points Scored

	Ideas & Content
	Ideas were mentioned, but not brought out. 
	20
	15

	Organization
	Ideas and thoughts were very jumpy.
	20
	14

	Word Choice
	Not very academic, they were too casual.
	20
	16

	Sentence Fluency
	Too abrupt, did not go together well.
	20
	14

	Writing Grammar
	It was OK, but proof reading will help a lot.
	20
	15

	Total
	
	100
	74 points
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Infrastructures

Thanks 
to advances in global communication technologies a plant in Taiwan can send an inventory update to a home office in Detroit in seconds.  The growth of the telecom industry is fueled by the demand of global companies looking to sell and service their products to the far ends of the earth.  In fact it took 100 years to add the first 700 million phone lines across the globe, but it will only take 20 years to add the next 700 million.  Almost all governments are proposing or have proposed national information infrastructures to help promote the information age.  The purpose of this paper is to analyze two countries and their proposals.  While
 conducting my research I
 decided to skip over the United States and European committees.  Instead I wanted to focus on countries that were large producers of high-end technical equipment.  I chose Malaysia, the Philippines and the Asia-Pacific Economic Cooperation.  Included in this report you will find:

1) A statement of policies and goals 

2) Policy recommendations

3) A comparative assessment of strengths and weaknesses

Asia has long been an international hot bed for technical growth and development.  Malaysia is one of the leading technical countries in the region.  The Malaysian government has spelled out a clear-cut plan to, “leapfrog into the information age by providing intellectual and strategic leadership
”.  The government believes that encouraging innovation, helping companies both Malaysian and international companies by partnering global IT players.  Malaysia has gone as far to create a multimedia super corridor.  The super corridor will be centered in the Kuala Lumpur City Centre down south to Kuala Lumpur International Airport.  Phase 1 will create the multimedia super corridor, and it hopes to attract world class companies.
  Also, during phase 1 Malaysia hopes to create two states of the are cities Cyberjaya, and Putrajaya
.  Phase 2 will link the Malaysia super corridor to cybercitites in Malaysia and the world.  Phase 3 is expected to transform Malaysia into a knowledge-based society.  Malaysia is banking heavily on international investment to create and build their technical dream.  

While Malaysia is trying to tackle technical advances alone, other Asian countries have joined force to create the Asia-Pacific Economic Cooperation (APEC).  APEC is made up several Asian countries trying to promote the modernization of telecommunications and information technologies.  APEC views both telecom and information technologies as very vital to fostering regional collaborative initiatives and increased economic cooperation.  The working group hopes to enhance the provision of telecommunications services to all citizens, and APEC members, ensure regionally balanced development, encourage flows of information, encourage the applications of modern means of communication, emphasize human resource development, and encourage the flow of telecommunication goods, services, capital, and technology.  APEC also includes a  [You have a widow here that you need to fix] Seattle, WA office in order to incorporate the United States as closely as possible
. APEC’s
 also provides guidelines for and standards for electronic data interchange, standards, data surveys and HRD
, and telecommunications infrastructure development.  As with Malaysia, APEC understands the importance of digital economy.  


Both initiatives offer solid ideas, but Malaysia’s proposal focuses more on internal growth and development, while APEC’s
 is looking to broaden the entire Asian region.  A big concern that I have with Malaysia’s proposal is that it required a large government intervention
.  Malaysia tries to present a picture of benefiting the populace of Malaysia yet almost all of the proposal focuses on involving the government in one way or another.  APEC’s proposal tended
s to try and set 
offer encouragement towards a specific set of standards and policies while letting the market dictate the outcome.  Each initiative did have one thing in common though and that was the acknowledgement that the information age is the trend of the future.
 

	GRADING RUBRICS SCORE CARD

Student B Assignment 3: Corporate Web Site Analysis

	
	Specific Comments
	Possible Points
	Points Scored

	Ideas & Content
	
	20
	

	Organization
	
	20
	

	Word Choice
	
	20
	

	Sentence Fluency
	
	20
	

	Writing Grammar
	
	20
	

	Total
	
	100
	B grade



Student B

Assignment 3: Corporate Web Site Analysis

December 18, 1999

The Virtual Vineyard of Wine.com


Wine.com is an online company that offers an experience in shopping for and purchasing fine wines. The company markets its products to customers who enjoy quality wines and the convenience of obtaining information about and purchasing them online. 

The purchase process at wine.com is very straightforward and easy to use. A first-time or repeat customer of wine.com would be able to navigate the site and make purchases without difficulty. Step-by-step ordering instructions are provided on the home page. Throughout the order, there are clear navigation choices and instructions. For example, there are instructions on filling out the order form on the same page as the form. This is helpful for first-time customers because they do not need to switch to another page for help. Yet, the instructions are positioned along the right hand side of the page so that they are not intrusive to repeat customers. Another important feature is that first-time customers and repeat customers who aren’t sure what they want can browse using a variety of menu options while those who know exactly what they want can log directly into a personal account and begin shopping. 

Wine.com also makes good use of the Internet’s commerce capabilities. The first step to purchasing wine at wine.com is to choose a shipping destination. The menu offers all states in the U.S. as well as several foreign countries to choose from. Customers whose destination is not listed are instructed to e-mail customer service. Wine.com suggests that customers choose their destination prior to shopping because they will only be shown products that are available for their area. This is helpful because customers will not have to spend time shopping only to find out they cannot actually get the products they want, thus forcing them to start all over with their shopping or causing them to be frustrated enough to leave wine.com and shop somewhere else. Pre-determining the shipping destination also provides accurate shipping prices and tax costs to the customer. When they are ready, customers may purchase their products online using a credit card, but they are also given the choice to call in or fax in their orders. 

Wine.com offers information about the company, its policies on privacy, and ordering instructions. However, there is no clear information on its return policy. It simply states that if a customer is not satisfied, they should contact wine.com and the company will do “whatever they can to make it right”.  This “guarantee” as they call it, is also a bit difficult to find. It is not available as a link on the home page with the rest of the links to related information such as shipping and ordering.  It can only be found as a link on the “About wine.com” page. 

The privacy statement is written clearly and with a sincere, professional tone. It states several times that wine.com will not sell the customer’s information to other vendors and even tells who their partners are and explains their commitment to customer privacy. They explain the purpose of creating an account with wine.com and explains what they do with the information in this account as well as any information given in customer surveys. The site also states that wine.com is a Certified Merchant of AOL and offers a link to the privacy policy of AOL. By showing a partnership with a big name company that customers may be aware of or involved with, the customers may feel more comfortable about doing business with wine.com.  As an additional feature to further assure the customer of the site’s security, they will offer reimbursement of up to $50 if unauthorized charges appear on a customer’s credit card and the credit card provider holds the customer liable as a result of a transaction at wine.com. They do not provide technical information or specifications about how they make their site secure, but the average person using wine.com may not understand or be concerned about that anyway. 

The experience on wine.com is a pleasant one and there are several features to keep customers interested in their products and to entice them to return to wine.com.  Those who sign up for a free account with wine.com can receive an e-mail newsletter including information such as product specials, features, or discounts. The site currently features a section on holiday wines as well as an area to enter a contest. This is not only interesting for the customer but by offering this seasonal type feature and a contest with an entry deadline, it indicates that the site probably is updated frequently with new information or offers. Yet another feature is that wine.com offers $10 discounts on future orders for customers who refer their friends to wine.com.

The information itself on wine.com is a highlight for customers.  In a “brick and mortar” store, the customer would have to ask a salesperson to help them select a particular wine and that salesperson may not necessarily be knowledgeable about the variety. Each wine offered at wine.com includes a graph that evaluates the wine on a variety of qualities including intensity, dryness, body, and acidity and provides a brief explanation of the vineyard that made it.

There are a few items or features that could enhance a customer’s experience at wine.com. There is a section entitled “Learn About Wine” that could be more informative than it is, especially the section about pairing food and wine. Advice such as why one should match flavors of equal intensity is offered, but many customers would probably appreciate a few suggestions, such as which type of wine often compliments steak well, or which type of wine compliments pasta well. This information could even be provided on a separate page so those who do not want that detailed of advice would not have to read it. Wine.com does explain why they do not offer that type of detail, so at least the customer knows their reasoning for not offering that.

When a customer chooses a wine, suggestions of other wines are offered, however they are not necessarily based on that choice. An enhancement would be to offer the customer additional choices based on their first preference. For example, if a customer chose a very dry white zinfandel, a link may offer, “If you like this wine, you may also enjoy these.” Then, the customer could link to a list and descriptions of similar wines. This could also be kept with the customer’s account profile so that when they returned to wine.com, they could choose these wines in their next order. This may also entice the customer to choose something different than or in addition to their original purchase. 

A return policy would be another enhancement to wine.com. Other than a vague statement that wine.com will do whatever they can for customer satisfaction, many customers would appreciate further details about whether or not they can return a wine as well as the process of doing so. What if the bottle is defective upon receipt?  What if the wine has gone bad? What if the customer simply does not like the wine? If any of these situations occur, can the customer return or exchange it, or is the customer stuck with the unsatisfactory product? 

A step could be eliminated from the purchasing process by offering a direct link from a wine description to the order process. Currently, the only choice is to add the wine to the customer’s cart or list of purchases being saved by the site. After doing so, the customer can see the price and choose whether to continue shopping or whether to purchase the wine. A direct link would be useful for customers who know the exact wine that they want. They could simply click “Buy It Now” and begin the ordering process. 

A final enhancement to the site would be providing an additional method to delete an item from the customer’s cart. (the remainder of this sentence is not necessary would be useful to add to wine.com.)  Currently, when viewing the order, there are columns titled “purchase”, “qty”, “del”, “price/item”, and “total”. (“Del”, the only option to delete an item, could be missed by the customer. This complete sentence needs to be rewritten as follows)  The customer could miss “Del,” the only option to delete an item.  Underneath the order, there are menu items that easily stand out including “Empty Cart”, “Continue Shopping”, and “Check-out”. It would be convenient and would stand out better if there were a “Delete an Item” option beside the “Empty Cart” choice.  

Grading Rubric Definitions





A = Exceptional


Ideas and Content


The paper is logical, focused, and engaging. It seizes the reader's attention. The writer’s thoughts are novel and innovative.


Organization


The sequence makes sense and is straightforward in understanding. The paper includes a successful lead and conclusion. The views are linked with transitions.


Word Choice


The writing generates a mental image for the reader. The language is natural for this type of assignment.


Sentence Fluency


The paper has an undemanding flow and sequence. Deviation in sentence structure and length adds interest to the text.


Writing Grammar


The paragraphing is obvious and makes the paper easy to read. The writer uses correct grammar that makes it easy for the reader to understand what is written. Capitalization is correct, and punctuation is smooth and helps the reader move from idea to idea without thinking about it. Spelling is correct, even on difficult words.  























B = Good


Ideas and Content


The paper is rather clear and focused. It holds the reader's concentration the majority of the time. It includes some information to support the main idea. The main idea may not be obvious.


Organization


The paper moves from position to position without too much disorder. The paper includes a lead and a conclusion. Some thoughts are connected with a transition that may be unconvincing.


Word Choice


The language is well designed, but it is hard for the reader to get a good mental picture. The writer uses everyday language well, but may us clichés and slang too much. The writer may replicate or misuse some words.


Sentence Fluency


The writing moves along well, but lacks rhythm and refinement. It may sound too mechanical instead of pleasant and pleasing.


Writing Grammar


There are several mistakes, but the reader can figure out what is meant by reading some parts of the paper more than once. Mistakes are not too often, but are distracting to the reader. Some editing is required before turning the paper in as a final draft.





C = Fair


Ideas and Content


There is not very much information or it is not apparent. The writer duplicates the same information. Everything is as significant as everything else; there is no clear main inspiration.


Organization


There is no beginning to the paper. There is no recognizable pattern of ideas. They seem to be a list of opinions that mystify the reader. There are no transitions among ideas. The reader gets confused easily. There is no conclusion.  


Word Choice


The language is not accurate, or specific. The message is tricky for the reader to picture in his/her mind. The writer relies on the same words. Clichés and slang are used. 


Sentence Fluency


The writing is hard to follow. Many sentences are incomplete or are run-ons.


Writing Grammar


Numerous mistakes distract the reader and make the writing hard to read. The mistakes are so acute that they may cause the reader to have difficulty in considering the writers meaning.





D/F = No Credit


The writing does not meet minimum requirements. Paper lacks organization to the extent a reader cannot follow along. Ideas are poorly included and or are not supportable. 





Instructors General Thoughts


Although you listed a great many supporting details, they were not referenced properly, or did they flow with regard to the specific questions that needed answering. There were only a few grammar errors, which did not overtly reflect your grade. However, I would have liked to see a better effort with regard to your text layout, always remember to have a beginning, middle and ending text. The text demonstrated a great deal of knowledge on the subject, however, it got lost with the personal jargon, and poor layout. I think you should have considered your layout a lot more, and focused on answering the questions of this report. Grade B.


Hank Kraychir 











Instructors General Thoughts


This is a well-written paper with few grammatical/mechanical errors.  I have made some changes and/or corrections/edits within your paper using a red font.  There is some content      redundancy, and the paper should have references; however, the paper is clear, consistent, and convincing.  Great job student B.  I am grading this paper an A.





Instructors General Thoughts


You did ok, and the subject that you chose was very intriguing.  However, many of the points were very underdeveloped, the language was too casual, and the ideas were not brought out and supported very well. Grade C





  





A=Exemplary:  The paper meets or exceeds all assignment objectives.  It is well organized, well written and contains very few grammatical errors.  The paper is clear, consistent and convincing.  It demonstrates a solid understanding of the subject and is well supported with specific and relevant examples.


B=Good:  The paper meets all the assignment objectives.  It is clearly organized, clearly written, and contains few grammatical errors.  The vocabulary is adequate, but not outstanding.  Ideas are well presented and reasonably supported, but not at a clear, consistent, and convincing level.


C=Fair:  The paper meets most of the assignment objectives, but may require some additional work.  It contains numerous mechanical errors and a problematic vocabulary.  The paper is not clear, consistent and convincing in its structure or the presentation of ideas.  Some revision is needed.


D/F=No Credit:  The paper does not meet the minimum requirements of the assignment objectives.  The paper lacks organization and clarity.  It is limited, unclear and/or insufficient.  Ideas are poorly formulated and inadequately supported.  Major revision is required.











�PAGE \# "'Page: '#'�'"  ��Title, Name, Class, and Date should be included on their own page, centered in the middle.


�PAGE \# "'Page: '#'�'"  ��Headings are a useful tool to help the readers navigate and read through the different parts of the report.  This section could be called the “Abstract” or “Introduction.”


�PAGE \# "'Page: '#'�'"  ��You may want to start a new paragraph here, because you starting a new idea.  


�PAGE \# "'Page: '#'�'"  ��Don’t use I when writing an academic type paper.  If you want to refer to yourself , its best to say “This researcher” 


�PAGE \# "'Page: '#'�'"  ��There is no need to bold your bullets.  Also, the bullets shouldn’t be numbered unless they are relevant to the study.  In APA, they don’t like bullets at all, just turn them into sentences and include them inside the paragraph.


�PAGE \# "'Page: '#'�'"  ��You need to reference who you are quoting.  Where did you get this information from?


�PAGE \# "'Page: '#'�'"  ��Awkward, change the conjunction to which or get rid of “it”


�PAGE \# "'Page: '#'�'"  ��This is very awekward.  What are you trying to say?  This need to be re-written.


�PAGE \# "'Page: '#'�'"  ��Please consider re-writing this, it doesn’t make any sense.


�PAGE \# "'Page: '#'�'"  ��Omit


�PAGE \# "'Page: '#'�'"  ��What is HRD???


�PAGE \# "'Page: '#'�'"  ��Omit


�PAGE \# "'Page: '#'�'"  ��Be careful when offering your opinion, use the fact and the date that you found to support your findings.  The wording here is a little too opinionated.  


�PAGE \# "'Page: '#'�'"  ��Omit


�PAGE \# "'Page: '#'�'"  ��Omit or reword sentence


�PAGE \# "'Page: '#'�'"  ��This is ok, but you need to make sure that you conclude re-addressing/stating the issues that you set forth in the beginning.






