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practice in open and distance education, a multi-mode teaching model is proposed in this study. This
model adheres to achieving multilevel teaching objectives, integrating quality resources, and incorporating
various teaching elements. According to empirical studies, the model proves to be an effective solution
to conundrums in open education, such as conflicts between work and study, and diversified learning
needs, etc.
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Brand Building of the Open University of China: Social
Relationship, Growth Path and Strategic Choice

Liu zhaoyang

The Open University of China (OUC) and regional Radio and TV universities form an inseparable
whole, and brand building of OUC must put the latter into a unified planning rather than consider OUC
itself. Based on the organizational attribute of the OUC students, this paper explains anew the relation—
ship between OUC and social organizations, and screens the key variables affecting OUC brand build-
ing, describes the brand growth path, and proposes strategic choices for OUC brand building.

Keywords: The Open University of China (OUC); brand building; Organizational Man; growth path; strate—
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Interaction Equivalency in an OER, MOOCs and Informal Learning Era

Terumi Miyazoe, Terry Anderson

This theoretical paper attempts to clarify design issues that the field of education has encountered
in the context of OER (Open Educational Resources), Massive Open Online Courses (MOOCs) and in-—
creased emphasis on informal learning, as examined through the lens of the Interaction Equivalency The-
orem. An overview of the core concepts of the Interaction Equivalency Theorem (the EQuiv) is provided
and an explanation of how the EQuiv framework can be used to analyze interaction designs for online
and distance education. The paper applies EQuiv ideas to categorize three variants of MOOCs
(XMOOCs, sMOOCs and cMOOCSs), from the perspective of interaction design so as to elucidate the ma-
jor design differences. In conclusion, this paper explores the changing role of formal education in an era
of learning opportunity where online educational resources and opportunities are readily accessible and
in many cases completely free of cost to the learner.
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