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	Project Name 
	Digital Learning at Harvard Portal


	Description 

	The digital Harvard site is a web portal to learning opportunities at Harvard (including on-campus, online, and hybrid experiences). This University-wide “front door” will aggregate and provide access to a range of free, for-credit, and degree-path learning opportunities as well as highlight modular learning objects and self-contained tools (akin to apps). In addition, the site will provide a visible proof point for Harvard as an educational innovator with a critical mass of history and volume in digital learning. 

(Note: there will be a parallel effort through with HarvardX and Academic Technologies to build a faculty-facing gateway for resources related to supporting technology-enabled teaching and learning and to highlight best practices, research, and progress.) 


	Sponsor(s)

	Executive sponsor: Alan Garber and leadership team
Business Owner: Perry Hewitt
Eventual Owner: TBD (MPR happy to chaperone until that is determined)


	Department/Affiliation

	HarvardX/Office of the Provost

	Budget:

	TBD

	Timing 
	Project Kickoff: July 2013
Estimated discovery phase: July - end September
Launch dates TBD in discovery, but ideally a series of iterative launches from January 2014

	Primary Objectives

	· Connect serious learners with learning opportunities in a variety of modalities  
· Reflect Harvard’s leadership in providing innovative and effective learning opportunities to learners of varying intention
· Highlight Harvard’s commitment to expanding global access to knowledge (with an emphasis on free, open resources)
· Highlight Presidential commitment to “One University” by bringing together resources from across the various schools and offering a consistent, coherent experience (repeated, it is a measure of success or an objective? Or both?)

	Success Measures i.e.– goals, metrics/criteria, tracking 

	· A user-centric site designed with the public/serious learners in mind 
· A larger audience for Harvard’s learning opportunities, measurable through enrollments and traffic driven
· An improved audience understanding of the breadth and depth of Harvard’s innovative learning opportunities, integrated through One University
· A stronger association of Harvard with innovative learning opportunities on campus, online, and beyond
· Integration of other executive education opportunities throughout Harvard
· Balance between on-campus, hybrid, and online experiences (GREAT!)
· Meeting priorities of Harvard’s schools and decanal leadership 

	Target Audience/Segmentation 
	Primary audiences
· Engaged learners from around the world (MOOCs via edX, fee-based via DCE & others)
· On-campus students (SPOCs, learning tools, hybrid and flipped courses)
· Alumni with an interest in Harvard lifelong learning engagement, both through general courses and through custom experiences (may also be crosslinks with alumni.harvard and will not likely be custom alumni learning experiences that we hope to build/create)
	
Secondary audiences
· Faculty & administrators from other higher ed institutions (per MDS – pushed to secondary so we can be successful)
· Harvard faculty (a way for them to highlight their own world-class teaching)
· The rest of higher education/those in the online learning space
· Alumni/donors
· Media

	Channels 


	Primarily digital through owned site with associated social presence via @Harvard main channels.

	Brand

	Harvard University, informed by identity guidelines, existing web presences, and aligned with HarvardX, DCE, and HBX presences. 

	Technology   





	TBD, but disconnected from edX or HarvardX or DCE platforms as dependencies.

	Infrastructure/Hosting /Security

	TBD

	Project team:
	· Beilenson
· Collins
· Earp
· Hewitt
· Kiczek
· Rutter
· Sharbaugh


	Next Steps 





	· Scope ten-week discovery phase to include:
Part 1
· Form project team and determine roles and responsibilities
· Develop high level principles for project approach, what learning content to include
· Graph internal stakeholders and interview as needed
· Conduct inventory of available assets: assets, fields, location


Part 2
· Develop information architecture 
· Draft wireframes
· Create a rough timeline for the project
· Identify resource requirements 

	DATE LAST UPDATED
	7/16/13 
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