
Russ Buyse
Q = Skip Weeks(sp?)


A = Russ Buyse
(INAUDIBLE) = Areas that could not be heard due to background noise, tape/phone line quality, muffled speaking, etc.
Q: Hey Russ, this is Skip, how are you doing?
A: Good, how are you Skip?

Q: I’m doing great.  Is now a good time?

A: Now’s a great time.

Q: Great, thanks for letting me know what phone number I was s- to use.  I, I wasn’t getting an answer on the other one.

A: Sorry about that.  I’m working from home today so and I forgot to let you know about that.

Q: Not a problem.  Well, let’s dive into it.  Ah, as you know I’m working with Sandra(sp?) on ah, updating the website, trying to make it more functional for all of the constituents that we serve and wanted to get your perspective.  Ah, I just feel like you have a great grasp of kind of what’s needed on both sides of the house and would love to kind of get your perspective.

A: Well, I think you give me too much credit but I’m happy to contribute however I can.  Ah, I’ve been working in technology my whole career and was early into the web so I have some opinions even if I don’t have expertise.

Q: Well, I’m sure that all the people that come to our website are gonna, they have opinions too.

A: So here’s the the most important idea I have to share is that websites, corporate websites, are far too often designed for the corporations and not for the people who come to them.  So the, the way they’re organized, the terminologies used are very oriented toward people who already understand how a lot of these things fit together, or they have a paradigm that’s internal to the company that ends up reflected in the website.  But for someone who knows nothing about ah, Edustructure or Pearson in general, many times they’ll come into a site and they’re looking f- to answer a question and find out about something, but they can’t find it because it’s wrapped around ah, it’s organized in a way they don’t understand which is wrapped around terms that they don’t understand.
Q: Sure, I, I agree with you 100 percent.  Uhm, are, are there any other, any websites out there that you’ve seen that are particularly good examples of ah, the kind of presentation that you, that appeals to you?

A: Oh boy, that’s a good question and I can’t say that I’ve seen any that, other than pure consumer sites...

Q: Such as?

A: Th- well like ah, even amazon.com...

Q: Okay.

A: For example, those sites do a better job because they understand that people are coming there for a reason and what they do is they try to make it as accessible to that person’s purpose and also meeting some of the company’s needs so they’ll s- they’ll make it easy for you to find what you’re looking for but they’ll also suggest other things that you may be interested in based on ah, the keyword experience that they have with you as well or what what are bestsellers and things like that where they don’t know anything about you.

Q: Right.

A: That ah, that I actually think helps users the most.  It’s very hard though sometimes to take a commerce site and adapt its paradigms into one which is more ah, about marketing communications.  But to me the main thing is that we should orient the content and organization around the way customers think about what we do than we do around how we think of what we do.  So like the, in our Edustructure site which is, I would give it an above average grade among corporate websites that I’ve looked at, because it really has content right on the front door that fairly decently explains what we do...
Q: Mm-hmm.

A: Without using too much jargon and it ah, and but it still has the classic sort of set of menu options at the top.  I don't know if you’re familiar with what I’m talking (inaudible) but you have the classic products, services, supports, sales...
Q: Right.

A: Kind of stuff.

Q: Yep, very familiar with it.

A: And if you’re an end-user who is a customer, you don’t necessarily know what you’re looking for.  You don’t know which category of what you’re looking for it’s gonna be in.

Q: Right.

A: If you’re a prospect or you’re say a district that’s trying to figure out about SIF (inaudible) and Edustructure’s name, and then you’re trying to find out about you know what, what solutions these guys offer, you’re still doing a little bit of a hunting to try to figure out what you’re looking for.

Q: Yeah.

A: And I will say again ours is above average.  It it’s easy to see where things are than they are for many other sites.  I’ve been in some sites where I had something very specific that I was looking for that I knew was there and I for the life of me couldn’t find it because it was ah, everything was so ah, smeared out and organized in a way that made sense to the marketing people but not to anybody else.

Q: Yeah, that’s frustrating, isn’t it?  Or even ah, makes sense to the technical people.

A: Yeah.  Yeah, I I’ve seen those and they’re they’re just as awful.

Q: Yep.

A: It’s just awful in a different way.

Q: Yeah.

A: Ah, what’s really clean is that like I would probably not lead with products.  That would not be my first choice because the people who are coming here are probably not looking to see what are the products.  The products is a, that’s a second or third level answer.
Q: Yeah.

A: The first answer is, they have a problem to solve.

Q: Yeah.

A: What are they trying to do, right?  

Q: Yeah.

A: So just focus on the core message that shows up on the website and say, we’re about connecting education systems together.

Q: Yeah.

A: And so what they want to see is like what are the kinds of things you can connect together and how do you connect them together, or what are some people who’ve been successful with this.

Q: And how do you make it easy and affordable.

A: Right.

Q: Yeah.

A: And if you’re an existing customer you’re probably looking for some specific information, it may be product specific but it’s more, more likely to be, well I’ve got a new application and now I need to add it to the mix, how do I get it in there?

Q: Yeah.

A: Th- they’re looking for more solutions oriented information than you are about, oh, I know I need to contact the Services group for this one but the Support group for this one.

Q: Right.

A: They they don’t think like that.  They’re gonna think I’ve got a problem and I need this company to help me.

Q: Exactly.  Okay.

A: I- a very current in mind example for me is, I bought some appliances at Sears...

Q: Okay.

A: Why did I go with Sears?  They had a big selection, ah, they have the reputation for service, and I know if if they if they mess up, I can hold them accountable and they will take care of the problem.

Q: Yeah.

A: But once you finish with the transaction part of things, then I’m trying to figure out are they gonna deliver today like they promised they would.  I look on the number on the receipt that I have which the salesman didn’t give me but I found it there, for delivery.  I called delivery and after 10 minutes of being on hold and being shuffled around and talking to someone in India, I find out that because I’m not just having them deliver, I’m actually having them installed, there’s a whole other number to call.  If if that once again is the kind of this painful experience that ah, makes it very hard for me to find what I’m looking for.

Q: Yeah.

A: They end up calli- they connect me to someone else and then that someone else tells me well it’s actually being done by an outside contractor and then they give me the number for that group.  So, I would try to even though we’re not talking about a delivery mechanism here, I’m trying to think in terms of customer terms about what information they’re looking for on our site.

Q: Yeah, it’s a similar experience no matter who you’re in- interacting with as a, as a vendor.

A: And it maybe that my feedback is too high level but...

Q: No, not (inaudible).

A: (Inaudible) on this.

Q: We’re we’re actually on exactly the same page so I’m I’m glad to hear your perspective and have that confirmation.

A: So about 12 years ago I worked at a company called Zenad(sp?) which was a a content management system vendor.

Q: Huh.

A: And our customers were folks that were building websites and they used our products and services to get them going.  And so we saw this in spades...
Q: Sure.

A: That ah, most of the folks that we were working with did not know much about web design and ah, or they knew the mechanics of how to construct a website but they really didn’t know how to communicate...

Q: Right.

A: And how to organize the information in a way that customers could understand.  And that was about the dawn of this m- motion of compartmentalizing ah, parts of the website in the way that the company is compartmentalized.  But I just don’t think that that’s the right paradigm for for outsiders to use.

Q: Right.  I agree.  Uhm, can you think of any other ah, for example, let’s talk about competitors’ sites for both Edustructure and NTC, how, how are our competitors doing in in that regard?  Are there any of them that are doing ah, a good job who we could learn from?
A: I admit complete ignorance here.

Q: Okay.

A: Because I’ve not really checked out competitive websites...

Q: Okay.

A: To see if they’re any better.  Ah, I just since y- you’ve asked that question I just looked at cpsi.com which is of course our major stiff competitor...

Q: Right.

A: And it looks like they’ve got some of the same compartmentalization, actually that’s not the right CPSI.  That’s a different one.

Q: Actually the CPSI that we’re competing with actually does it very much like you’re proposing.  

A: Oh, does it?

Q: Mm-hmm.

A: Let’s see if I can find their website for real.  They are cpsilimited.com?
Q: Yeah, I think it is.

A: See if I can see what they look like.

Q: It’s kind of got a greenish color scheme.

A: Yes, I see that now.

Q: I, I think it’s kinda cool, actually.

A: Their website?

Q: Yeah.

A: Yeah, so they’ve got a nice Flash animation at the front...

Q: Yeah.

A: But I’m gonna shoot this thing down as well.  Because it’s visually more appealing because of the animations involved...

Q: Yeah.

A: But I don’t, when I look at this I can’t figure out like well, what am I really going for here.  I have to know what I’m looking for when I get to this page.

Q: Exactly.

A: You have, like they’ve got one box called ETL.  Now most business users who have a problem to solve, they’re not thinking, they don’t know what ETL even stands for.  They may have heard the term...

Q: Yeah.

A: But they also may not think it even applies to what they’re doing.

Q: Yeah, you’ve gotta know the jargon from the inside out and and what we’re talking about is is making it so that an idiot can easily get to their the solution to their problem...

A: Yeah.

Q: Regardless of (inaudible)...

A: (Inaudible) de-jargon it when we can.

Q: Yes.  Okay.

A: Ah, but and they’ve got some of the that top organizational stuff too.  They’re just in a slightly different order than we are.

Q: Yeah.

A: Other, but otherwise ah, that looks very similar.  They do have some information below the animation although I think is useful.  I mean they’ve got a nice concise, who we are, and then they’ve got two Solution statements for districts and states which I think is a nice clean thing.
Q: Yeah.

A: Ah, so I give them praise for that part of it.

Q: Okay, if, if you had a white sheet of paper ah, c- have you been able to think through what you’d like to see on the front page?

A: I have not thought that through, I will confess.

Q: Okay.  That’s fine.  Ah...

A: If I would talk to God I would say, let’s talk about solutions because that’s why I think people would come to our door.

Q: Mm-hmm.

A: They, they need to know what kinds of problems we solve.

Q: Yeah.

A: So I usually pose those as questions and answers.  Like ah, how do I connect my district data to the state?  How do I connect the applications within my district together?  How do I reduce, how do I improve the quality of the data that I have?  How do I do these things faster?  Those are the kinds of questions and then the solutions end up being answers to those questions.
Q: Right.  Okay ah, would you focus on the, on the how, or would you focus on the why?

A: I think you start with the motives which is the why.

Q: Right.

A: And, and the how is after the why.

Q: Yeah, that’s what I’m thinking too.

A: It’s the why and it’s the benefit that you get from those things, then you can talk about the how.

Q: Yeah.

A: You’ve gotta, you’ve gotta, I mean I really don’t wanna aim this at low level folks because they’ll they’ll go compartmentalized and find the specific data they’re looking for.  But I think we want to appeal to the budget holding decision makers when their IT people come to them at the district level and the state level and say we need to look at these guys and they say okay, where do I find out more and they send them the URL, they need to be able to understand very quickly what problems are we there to solve for them.

Q: And also have ah, a visually comfortable ah, place wh- where when they come there they feel instantly at home.

A: Yes.  And we actually in our presentation have some animations that people have created which I think really do help explain what we do.  Because fundamentally our products are pretty complicated.  

Q: Yeah.

A: And what they do is not visible and so it’s very hard to articulate kind of where the benefits of this this (inaudible) stuff are unless you...
Q: So...

A: Make it relevant in the context of those higher level questions.

Q: So are you aware of ah, where I might access any of those animations?

A: Yes.  Ah, do you know some of our sales folks like Gary Johnson(sp?) and such?

Q: Sure.

A: Ah, and even Steve Fletcher(sp?), those guys had put together, I’ve seen PowerPoint slides with animation in them that show how, they give you a little vi- visual representation of the movement of data within a district.  For example, when you have SIF...

Q: Okay.

A: And they also show you, I think they even had a couple that showed some of the combinations of our products like they may have had one for National Transcript Center as well that showed kinda how things moved around.  We have these diagrams that are called Explain Plans.
Q: Right.

A: (Inaudible) and they’re as big as a placemat.  And they’re they’re static but they have a great visual clean representation that explain in a big picture with lots of words in places how things happen and what how things work.  And I...

Q: Yeah, I’m very familiar with those guys.  They do a nice job.

A: They do.  And if we sort of took that kind of a of an idea and then figured out how to make that dynamic in a website, I think that would be very compelling and useful.

Q: It would, wouldn’t it?

A: Yeah.

Q: Yeah, we’re actually...

A: But it it (inaudible) National Transcript Center that shows like a series of concentric rings on how users connect into our system and it passes through these layers and they get the transcripts and record information they need and if we could take that and turn that into an animation, it, I think it’d be amazingly compelling and we could even do special purpose animations that show things like how you get from one school to another...

Q: Yeah.

A: Or how you get from one school to the state and then to their workforce system and...

Q: Yeah.

A: Some of these more complicated scenarios that we’ve outlined with ah, with our state clients.

Q: Yeah, do you have the ah, the NTC Explain document that you could send me?

A: I sure do.  

Q: Could you just drop that in email for me?

A: I will do that.  I gotta find it but I will ah...

Q: That’d be great.

A: Real sure I’ve got a copy of it someplace.

Q: Cool.

A: If not I can physically mail you one.

Q: Oh, well either way.  That, that would be wonderful.  Ah, you’ve got my street address on my email.

A: Yes, I do.

Q: Or you could scan it or what you know, depending if you have that capability.  Okay uhm, what are the, can you share with me your your top five favorite websites?  Tell me why they’re your favorites?
A: Let me think about that for a second.  'Cause I want to think about things which are relevant...

Q: Yeah.

A: To what we’re doing.  I mentioned Amazon...

Q: Right.

A: And and I’ll say this knowing that that’s in some way the Amazon site is completely awful.

Q: Right.

A: And I I mean that in a flattering way.  Because it’s ugly, it’s hell.  Ah, i- I mean it’s organized for kind of a lowest common denominator browser so it has a lot of content, you have to kind of roll through pages of stuff which is unpleasant from a user experience standpoint.
Q: Yeah.

A: But it it it’s a stunningly effective thing in the end anyway.  Because they’ve managed to wrap all of the content around things that you want.  I mean if you’re looking at a product you can see customer ratings, you can see items like it, you can see what other items people like you looked at besides this one, you can write reviews, you can ah, of course you can order it, and there’s just a multitude of things that are helpful there.

Q: Yeah, they’re very good at the whole experience, aren’t they?

A: Yeah.  There was a site, gosh I’ve gotta try to remember what it was.  It was a corporate site of another company and it was like six months ago I looked at it and I thought this is really well organized 'cause I could, I could understand what the business did and understand how they could help me very quickly.  I gotta figure out who that is.  Ah, I gotta try to remember who that is.  Let’s see.  Hmm, I’ll probably have to follow up with you on that one.
Q: Okay, well, yeah, you’ve got my email and and I hope you will continue to noodle on this and ah, when you get brainstorms and flashes of light you know, shoot them over to me.

A: Yeah, unfortunately I could send you like a list of dozens that I hate, because they’re all organized in this very inside out kind of a way.

Q: Well I appreciate both actually.

A: Like, okay, so if you want an anti example, ibm.com is one of my favorites.

Q: Okay.

A: Try to figure out, try to find something in that site that you know about and see if you can get there.

Q: I know.  It’s ah, it’s amazing how, and then they’ve also somebody has decided that they’re gonna have this mini-footprint on their front page and so everything’s gotta be drilled down 10,000 levels because you...

A: Yeah.

Q: There’s no room on the front page for anything.

A: It’s the classic designed by committee or organized by committee and it really is a bunch of federated websites that really act very differently...

Q: Yeah.

A: Ah, and they’re they’re very very hard to understand.

Q: Yep.

A: I will tell you one of the ones I think is decent, is accenture.com.
Q: Okay, good.

A: Do you know of Accenture?

Q: Sure.

A: Okay (inaudible) never heard of them.  (Inaudible) the old Arthur Anderson Consulting I...

Q: Are you kidding?

A: No.

Q: No, I I get those guys.  They’re, they’re good.

A: So for them it’s they have they do have a very clean screen.  You know it’s designed for a smaller screen...

Q: Mm-hmm.

A: But it, along the top they don’t say products, services, and support.  Instead they talk about their practices.

Q: Yeah.

A: Consulting, Technology, Outsourcing, etc.

Q: Sure.

A: And then they have a nice visual indicator and a, a little picture to try to draw draw you in and they’ve got a crawler going and then they have some information below that.  But what they what they have out there is not gory detail.  Instead I’m looking at it right now...

Q: I’ll bring it up.

A: And they talk about on the left part of there a customer example.

A: Oh, that image is c- compelling, isn’t it?

A: Well, that’s the thing is that usually if you’ve got folks coming to the site, what they want to see are people like them.

A: Exactly.

A: Or, and so that’s well targeted in that way.

A: Sure.

A: Well how does Outsourcing help me and then they’ve got a couple links in which you will find out more.  And they’ve got looks like they’ve got a podcast they put here.

A: Mm-hmm.

A: And you know, I’ll bet that 99 percent of the people who come here and read that never look at, listen to the podcast, but even the  one sentence summary of that still sends a message and those who are interested will listen to it.
Q: You bet.

A: And then they’ve got ways to go find other stuff for those who ah, who need to find out information like industrial relation ah, that’s all kind of hidden down there.

Q: Right.  Yeah, it’s a nice clean site.

A: Yeah it, so it’s not overly cluttered and it’s (inaudible) in a fashion that makes sense to customers.
Q: Yeah.  Okay, that’s helpful.  Can you (inaudible)...

A: I mean I’ve ah, y- you’ve obviously worked with Edustructure long enough to know that you know we’ve been a plumbing company from the beginning.

Q: Sure.

A: And because I come from ah, the outside from a different angle, I have a slightly different orientation.  Part of it because our solution is oriented more toward end-users.  It has you know it’s mostly a user interface experience even though there’s a lot behind the scenes but we have plumbing and fixtures in the National Transcript Center, not just plumbing.  Most of the great stuff that Edustructure has is plumbing but you can’t see it.  It’s hard to understand the tangible value because you can’t demonstrate it and say, here’s information you can now see or use because you have this plumbing in place.  Instead you kind of have to explain that, like see you move from here to there, isn’t that great?  And you know you hear crickets chirping.
Q: Right.

A: But I’m trying to make a case...

Q: You’ve gotta focus on the benefits.

A: I’m trying to make a case that ah, I’ll pithily put it this way, see we have a bunch of products, we have SIFWorks ZIS products, we have the SLF the Student Locator Framework, there’s the e-transcript framework, there’s the vertical reporting framework, and we call them all by their three letter acronyms...
Q: Right.

A: And what I modestly suggested was that we strike the F word from our vocabulary.
Q: Yeah.

A: Get get rid of the word framework because we need to sell at a higher level of value than that.

Q: Yeah.

A: We don’t want to sell frameworks, we want to sell solutions that address a customer’s entire problem.

Q: Yeah.

A: In reality we do a lot of that already but we’re kinda not taking credit for it.  Ah, and at the bottom end of the market we’re finding our product’s being compared to commodity entities or even open source things that are sort of build it yourself ZIS toolkits.  Well, if you’re in that kind of space you get your margins squeezed and you get your solution commoditized...

Q: (Inaudible).

A: And we need to up-level the whole thing so that way we’re not fighting over commodity prices.  Instead there’s, no one confuses a open source ZIS with the solutions that we provide.

Q: Right.

A: They- they’ll say well, okay, great, you can use open sourcing but I can’t get any of this stuff you know, this report and this availability and and all of dadadadadada, than I can with Edustructure.
Q: Well, not to mention the the hidden costs of dealing with an open source solution.

A: Right.  But I think I think you have to have both of those pieces of information when combating that.

Q: Right.

A: Ah, like the you know the real cost of operating on your own.  Do you want to be a do-it-yourselfer.

Q: Yeah.

A: (Inaudible) are sorely tempted by this and districts too because they have so little money.

Q: Yeah.

A: But they need to understand not only that it’s a free (inaudible) but also that there’s a lot of value they leave behind if they go th- go that way.

Q: Clearly, yeah.  Okay, ah, can you think of any other ah, favorite sites that you respect?

A: I’m gonna have to go do a little digging for you on that one.

Q: Okay.  What sites do you go to most often?

A: Corporate sites?

Q: Yeah.

A: I go to our the transcriptcenter.com site regularly which I will give sort of a B grade to.
Q: Yeah.

A: It’s ah, if I have to list five then I’m gonna use that one to fill one of the others.  Not because it’s especially brilliant but that we oriented it I think in roughly the correct way.  Ah, so if if I go look at www.transcriptcenter.com what we tried to do is to make it relevant for end-users.  So we (inaudible) the screen but we talk about (inaudible).  So there there’s basically three panels...
Q: Right.

A: Of a, are you K through 12, colleges university, or co-academic?  And then we have you know the usual news and events on the right side that a lot of them do, but there’s nothing here that says product, services, support...

Q: Right.

A: Stuff like that.  Instead it’s oriented toward what customers want.  It’s n- I’m not gonna try to say that ours is better, I didn’t create this site at all, but I like its orientation because it’s customer facing.

Q: Well, it’s mainly ah, constituency centric rather than ah, product or anything else.
A: Yes.  And that’s also that’s also somewhat consistent with what we do.  Like National Transcript Center is is a stable product, in a lot of ways it’s a service a hosted service so you don’t have to think about buying a license and adding options and installation complexity and stuff like that, but we also stay true to the way the customer tried to think about it where ah, we try to talk about the problems we solve for them rather than what products we offer assuming they know how they fit into the solutions the customers need.

Q: Right.  Ah, I’ve got a question for you.  As, as you are presenting these three constituencies ah, it seems to me that we’re missing a fourth which is the consumer.  And I know we have a separate site for that but what if somebody comes to this site and they want to buy a transcript?
A: Yeah, that is a very good point.  And that’s so, we now have the ability to handle transcript orders and what we need here and I think we have delayed this just because we knew this, the combination redesign was going to go on, we need a place for students and parents to go.
Q: Okay (inaudible) so we’re on, are you still there?

A: Yeah, yeah.

Q: Okay, we’re still on the s- we’re on the same beam then there because I that’s a huge gap to me particularly when we really want to foster that activity even though all of our SEO work and ah, SEM work might be driving customers directly to the consumer site, there are those that will Google to the National Transcript Center’s site directly and it seems to me that we need to provide ah, a direct link from here to go into that ah, end-user buying experience.
A: Absolutely.  There should be a link from here, a big prominent one that says, need to order a transcript, click here.

Q: Okay, good.  So, at least we’re on the same page there.  Ah, I’ve spoken to some people who weren’t in as high a level of agreement as you and I are on that.

A: Well, this is an old site.  This site really hasn’t changed in multiple years.  It was built out when NTC was launched and it’s been sort of only slightly updated but not in structure.  The structure’s still original...

Q: Okay.

A: Ah, and four years is kind of old for that especially given how much it’s evolved.

Q: Sure.

A: So, it does need ah, a serious update but its orientation I think is is more apt.  And if you look at the stuff up top you do at least get some high level information that gets your interest like okay, we have 25,000 plus institutions with over 14 million students served.

Q: Yeah, yeah.

A: And if you look at the upper right you have a place where you can go put in your tracking number and see where your transcript went.  Those parts are good.

Q: Absolutely.

A: And there’s no cost savings calculated there and I’m not sure if anybody has ever run that or not.  Probably they have.  But that’s those are things which are oriented toward the customer.
Q: Okay, let me ask you another question.  Ah, in in the ah, in an effort to make the customer experience a little easier, do we do we really want to ah, separate out the seven statewide contracts and take them to separate pages or do we just want to sense where they are and take them to the appropriate content?

A: Yes, that’s a terrible part of that site.  Those things should not be on the front door like that.  Ah, I don’t think that they’re, I’m not sure exactly where to organize that.  There are project specific sites for each of those states that are accessible to the outside world and should be.  But it’s probably not front door material.
Q: Yeah, that’s kinda what I’m wondering.

A: Yeah, I mean I’d, it’s, I think it’s handy but if if anything, what I would do is, this information is usually accessed by student information system vendors in those states and the districts that are in those states.

Q: Sure.

A: But what you could do is essentially create an option that says ah, you know, have NTC, click here, and then they can select their state from there, something along those lines, something which gives them kind of a cattle chute to go in...

Q: Right.

A: And kinda listing all the states there.

Q: Or even allow them to create a login and then have a cookie that takes them automatically after that too.  Ah...

A: Eventually.

Q: I I guess ah part of the problem that I’m struggling with is from a marketing standpoint.  It seems to me that what we’re publishing on the front page here is that we have ah, 43 states we’re not doing business with.
A: Yes.  I mean of course what some vendors do is they they give you a map and let you click on your state.

Q: Right.

A: There’s advantages and disadvantages to doing that.  Ah, I think it’s more interesting to orient it toward what kind of information you’re trying to give them.

Q: Sure.  Ah, well, and we’re also talking about are you a consumer of this information or are you a provider of this information.

A: Yes, yes.  And that those would be different chutes.

Q: Yeah.

A: (Inaudible).  So you take them down and you’ve got a path for vendors to go down.  You have a path for districts and states to go down.

Q: Wh- what kind of ah, options do I have today with NTC if I live in Nevada?

A: Right.  Yeah, you can’t tell that from the site, can you?

Q: Well, I I don’t even know that there is an answer.  I mean I’m sure that there, it’s either a yes-no but I don't know that right now.

A: Well, of course in the current paradigm you would be, you would identify yourself as like a PK through 12 school or as a college or university and then follow the link accordingly.  And so it and there you get a nice little summary of benefits and membership abilities and it tells you about the standard membership and the premium membership and then a number to call to get more information.

Q: But what, so are you saying that we can’t help a school or a student or a parent in Nevada right now?
A: I’m saying, yeah, I’m, right now we have no no contract in Nevada, but what I’m saying is that I think we can take what we have and improve it to where other than just saying here’s what membership can do for you and who to call, if we do have a contract then we should be able to give them information about who else in Nevada is using the solution.  Or or that you know, you’re covered, you’re here, right your state is one of our customers.

Q: Yeah.

A: And so here’s a link on how to get to get active.

Q: Well well is there a way for us to interface with competitors that do have Nevada for example?

A: Right now we do not have a way to do that.

Q: Okay so (inaudible)...

A: That’s mostly because the vendors are reluctant to hook their systems up.

Q: Sure.

A: I actually favor it because I think we have the most to gain and I think ah, I know our number one competitor, Docufide is very ah, reluctant to do that.

Q: Okay.

A: I think they’ll feel that they’re solution becomes commoditized but I use the network argument which is the value of the network goes up the more places that are connected.

Q: Absolutely.

A: Even if I had a one-way connection where I could only hand off data to them, I would take it because that allows me to reach more places electronically.

Q: Yeah.  And it provides value to y- your customers that that wanna that need a an end-user solution.

A: Yeah, it’d be like ordering a cell phone that lets you talk to only cell phones of the same ah, wireless carrier.

Q: Right.  So this is kind of a philosophical issue that ah, you and Pearson and Mark(sp?) have decided to to not go down that path or...
A: I think that we’ve tried to get them interested in it but I don’t think the other guys are interested.

Q: Okay.  So they’ve got...
A: (Inaudible) hearing it.

Q: I I’m sorry?

A: I think Steve would need some convincing...

Q: Okay.

A: But I think that overall that it would be ah, a benefit.

Q: All right.  So how many states are uncommitted to Docufide or NTC or others right now?

A: Probably 30.

Q: Oh, wow.

A: Maybe 25.  There are some states that are never going to acquire a statewide solution because they’re just not organized that way.  But there are a lot of states that still will and we still have the bulk of the market in front of us.
Q: Great.  Okay.  So, sounds like one of the biggest things we need to do is sell those 30 states and then ah...

A: Right.

Q: And then provide all of their schools with an easy way to get transcripts whenever they need them.

A: Yes.  That’s my opinion.

Q: So those are kind of two high level deals.  We’ve gotta, we’ve gotta sell...

A: (Inaudible).

Q: The people that own the data...

A: Yeah.

Q: To play and...

A: That’s where these ah, stimulus funds that are going actually (inaudible) grants they should get a lot more states on our systems.

Q: Yeah.  Yeah, there’s a benefit for everybody to do it.

A: Exactly.

Q: Okay ah, anything else we should keep in mind as we move forward on this ah, redesign then that’s kind of important to you?

A: Not that I can think of.

Q: Okay.

A: Not that I can think of.  I think it would be, it might be very beneficial to to allow customers, (clears throat) excuse me, to log support cases directly from the support website or support part of the lift site.  They may be able to do that now.  I actually have not tried it.  Ah, in fact they can so it brings up Salesforce directly.
Q: Good.  Yeah (inaudible)...

A: That’s, that’s a great thing.  I think that’s actually really really useful.  There’s nothing more (inaudible) than trying to find support information and not being able to get there from the corporate site.

Q: Yeah.  Okay Russ, well you’ve provided some great insight as as I expected you would.  I really appreciate it and if you’ll just keep thinking about it, if you run across ah, things that you’d really like to avoid and things that you’d like to include, if you’d just shoot them over to me and then if you can find that Explain deal and get that over to me that’d be awesome too.
A: Yeah, I found the Explain and I’ll send it to you right after this call and ah, and oracle.com is another wonderful i- website that is an anti example.  It’s...

Q: Okay, good.

A: Like the IBM website in the way of you’ve got this bric-a-brac of different products and services and you have to know what category you’re in.
Q: Right.

A: The Dell site is like that too.  It drives you crazy...

Q: Yeah.

A: To try to find something there 'cause the first thing you have to choose is, are you Dell at home or Dell for the office.

Q: I know, isn’t that annoying?

A: Are you a small and medium business customer or are you a large enterprise.  I don’t, those people don’t identify themselves that way.

Q: Yeah, they don’t.

A: That that’s an inside-out label and that’s m- that’s a terrible way to try to put yourself forward.

Q: Yeah.

A: If you’ve ever tr- I mean the Dell site has gotten worse and worse about if you even know the exact part number you’re looking for, it’s still hard to find it.

Q: Yeah.  Yeah, I bought a, I’ve got a, my my computer on my big screen TV is a Dell and I had some issues with them over that too, so, I I...
A: So...

Q: I feel your pain.

A: Yeah, it can be pretty awful...

Q: Yeah.

A: Pretty awful.

Q: Okay, Russ, always good to talk with you.  I appreciate your time.

A: Okay, thanks for setting it up.  I appreciate it...

Q: Thank you and...

A: (Inaudible) anything further let me know.

Q: All right we’ll talk to you soon, thanks, bye bye.

A: All right, bye bye.
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