Slide 1:  Introduce myself and session
Hello.  Welcome to the Digital Collections workshop.  My name is Mary Grenci.  I'm currently Interim Head of Metadata Services and Digital Collections at the University of Oregon.  I will be co-presenting this session with Kate Ball, UO's Digital Projects Librarian.

In the first part of today's presentation, I'll cover things you should take into consideration when you're deciding on the topic of a new digital collection.  Kate will follow this with a presentation on the creation of public interfaces for digital collections.  Then I'll finish up with what you can do to market your collections.

Slide 2:  What should you build?
It's easy for an institution to get involved with a project almost by accident.  One example of this is when you decide to latch on to a larger, consortium project – just because it's there.  It may not be what your institution would choose to do on its own, but since someone else is doing it and looking for participants you decide to jump on the bandwagon.

This type of decision can be very useful for getting a new institution involved in digital collection building.  It allows the institution to make use of the expertise of others to learn what they need to know to build a digital collections program.

But once you have an established in-house digital program, you need to be more careful about the types of projects you take on, and consider the criteria on this slide, in the order they're listed.

Slide 3:  Institutional priorities
Institutional priorities are the first thing you should take into account when you're thinking about any type of project.  In the best of all possible worlds, institutional priorities should be based on strategic planning and local user needs.  They should complement the priorities or strategic directions of your parent institution, if you have one.  For digital collection building, it's best when institutional priorities are reflected in the strengths of your print collection, but of course this doesn't necessarily happen.

The point here is to not get involved with a high-profile, possibly expensive digital project that has no place within your instititon's goals, directions or priorities.  As I said before, there may be a place for this type of project if you've never been involved with a digital project before.  

But, once you have some experience under your belt, institutional priorities must come to the forefront.  Institutional priorities are more important even than attracting outside monies.  Decide the priorities first, the audience you want to attract second, the specific project topic third -- AND ONLY THEN go out looking for the money if you need to.

Slide 4:  Know your audience
There are many different possible audiences for a digital collection and it's important that you understand which audience you're building it for BEFORE you begin.  The audiences I've chosen to highlight here are pulled from ones UO has geared collections toward, although in some cases I've tried to make it broader by using the word "community" instead of "academic program" or "class."  Libraries not affiliated with a school will have a better idea of who their audiences are than I do and may want to add to the list during Q&A.  For those of you who care about such things, these are not given in order according to when the collections were created.  They're in order according to which audience I believe should be served first, second, etc.  Others may disagree with that, though.

Collections tied to specific classes
As far as I'm concerned, first in importance for a college or university would be a collection tied to a specific class or classes.  At UO, the UO Office of the President collection is one example, although it's now expanded beyond the original class goal and, in fact, the class is no longer taught but the collection is still growing.

Originally this collection was created for an Honors College colloquium course.  Students selected items from the library's Special Collections & Archives, we digitized them and made them available via CONTENTdm.  Students wrote papers for the colloquium and added them to Scholars' Bank, UO's digital institutional repository.   That brought the whole thing full circle, going from original manuscripts and archives all the way through to original research available in Scholars' Bank.

This was done for a few terms and then the class was no longer offered.  We're still building the collection, though, because there are a number of other classes interested in its contents.  At the moment it's big on civil rights material but we will be expanding it to include materials from other UO president archives.

Topical collections tied to specific communities
The collection shown under the the second bullet actually crosses the line between a collection tied to a specific class and a collection tied to a larger community, in this case the School of Architecture and Applied Arts.  The original Art & Architecture Image collection was built for an art history class, from slides the professor wanted to show in class.  After that initial experiment, the collection has grown in scope and is used by a number of faculty who wish to present images in their classes.  At the moment the majority of contents are purchased, rather than digitized in-house; however, the AAA library still works with faculty to digitize their own images and add them to the collection.

In other types of libraries you will of course have other types of user communities.  For instance, high school students studying Oregon history, genealogy buffs, researchers in a particular topic or department in a corporation, etc.

Slide 5:  Know your audience (cont.)
Collaborations with outside communities
Your user community, and thus the audience for your collection, may extend beyond its usual scope.  This is particularly true when you collaborate with other organizations.  Here's one place where you need to be careful to always remember your institution's priorities and goals.  Only take on collaborations that will tie-in well with those priorities. 

One of UO's earliest digital collections is a case in point.  Picturing the Cayuse, Walla Walla and Umatilla Tribes is a collaboration between 5 organizations.  The audience extends beyond the usual UO community and web surfers looking for Native American images or history, to include members of all the collaborating communities.  The topic of the collection ties in with UO's goal to provide broad access to materials falling under the range of headings considered to be diversity related.  At the same time, it makes extensive use of a large and strong image collection housed in Special Collections.

The Percent for Art collection is also a collaboration, this time with the Oregon Arts Commission.  UO is digitizing materials housed at the OAC and making them available through the CONTENTdm interface.  The audience is expected to be the OAC itself, regional arts commissions, artists and students of art history.

Slide 6:  Know your audience (cont.)
Hot topics in your community
Different communities have different topics that interest them.  What's very interesting to one group will be of no interest to another.  Like with all collection development, these interests should play a large part in decisions about what to include in a digital collection.

I've included links to 3 UO collections that cover topics with a high degree of interest at the University of Oregon.  The first two also meet the criteria of being topics of interest to donors, as you'll see on the next slide.  That makes them particularly promising, in that you have donor money and an almost guaranteed audience.  The UO Channel, which is a streaming video and streaming audio collection, is another fine example of a collection built on a topic of interest to the community.  It contains video and audio presentations of speeches, lectures and other programs given on campus.

Slide 7:   Projects of interest to donors
It's always good when you can interest donors in a project.  But again, remember that institutional priorities must come first.  Don't accept a project simply because there's someone who wants to pay for it.  Instead, think about projects you know will have a broad interest and that at the same time will further your library's goals in one or more areas.  

Here are a few collections that show this thinking at work at UO.  We already knew there was a large audience for each of these before putting them forward to donors as gift opportunities.  Our library Development Office helps choose which projects would be presented to which donors, based on what they know of the donor's interests.  But we only offer choices that meet our library goals and priorities.

Slide 8:  Grant funding
I don't know much about getting grants except that it's a full workshop topic all on its own.  For today, I simply wanted to mention it so I could put it in context with other considerations.

I think all libraries know and love grant monies.  Grants bring many projects to fruition that otherwise would not get off the ground.  There's always a danger, though.  It's easy to apply for a grant just because it happens to be available, without fulling thinking through the usefulness of the end result to your user community or the extent of in-kind contributions you will be expected to make.  

So, the availability of grant funding should be the last think you think about when deciding what type of digital collection to create.  In fact, first decide on the topic or type of collection based on previously mentioned criteria, and only then go out to see if a grant is possible.

Slide 9:  Over to Kate!!
Slide 10:  How do you get them to come?
Now I want to talk briefly about a few ways to to draw people to your digital collections.  

Built in audiences

I'll start with the easiest one:  collections that have a build-in audience.  One example is a collection tied to a specific class.  You know the professor is going to direct the students to use the collection so you have an audience without further effort on your part.  Of course, you may want to attract other users as well.

Links between resources and collections
One way to market a collection is to build links between it and other resources.  This may include:

Providing links from catalog records to the digital collection  (and vice versa if you want to market your physical collections)

Linking between digital collections and collections or items in your institutional repository.  For instance, at UO we could provide links between the collections of Honors College papers based on our Office of the President collection and the digital collection itself.  We could also provide links based solely on the topic of the collection and the item(s) in the repository.

Also, some libraries are providing links from Wikipedia entries to their resources, particularly digital collections and finding aids.  

Indexing in Google
To get those general web surfers, you need to provide excellent metadata that makes your offerings show up near the top of Google or other search results.  At UO, we need to work on this.  Currently, only the top page of each CONTENTdm collection is indexed in Google.  We will be looking for ways to make the lower level and dynamic pages also index.

Slide 11:  How do you get them to come? (cont.)
Reference consultations
Many of our digital collection users come to us via reference consultations, particularly ones within Special Collections & University Archives.  There are certain topics where SCUA librarians always have patrons begin with a digital collection.  Civil rights in the 60s, UO athletic history, etc.  Then, if the patron needs something not yet digitized, that is often used as a basis for deciding what to digitize next.  So, we're tieing the growth of digital collections in directly with user needs.

Exhibits
Exhibits are a way you can highlight a collection.  These could be on-site exhibits or virtual, online exhibits.  Our old virtual exhibits are perhaps the primary mechanism that people use to find out about our digital collections.  This can be unfortunate if the exhibit is old and low quality, but it can still get them interested in what else we offer online.  We keep all of our virtual exhibits stored, and searchable, online.

Finding aids
Although we have not yet done this, creation of an online finding aid can provide another avenue for entrance into a digital collection.  This could be particularly useful when only the collection homepage is indexed by search engines.

Publicity and Outreach
Finally, there's general publicity and outreach.  The type of publicity you do may be at least partially dependent on where the idea and funds for the collection came from.  For instance, when a donor finances all or part of a collection we do a lot of publicity in alumni and other donor publications.  For Percent for Art, we will need to market it to the Regional Arts Commissions and possibly for schools and colleges that have good arts programs.  The E-Asia collection is marketed to both our own asian programs and others.

I've brought a selection of UO publications with either feature articles or advertisements for digital collections.  For the last few years we've had a Director of Library Communications who works with librarians and staff to write up publicity announcements, articles for library publications, advertisements in these publications and through email lists and snail mail, etc.  If you're interested in hearing more about this, his contact information is on the final slide.

