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“Print is fast 
becoming an 
archival, or 
alternate, means 
of delivery, and 
the quantity of 
requested print 
copies continues 
to decline.”

Kevin Pirkey
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D igital printing is an exciting development within the journal publishing industry. This 
rapidly evolving technology o� ers many new options that change the way publishers, 
authors, and editors interact with each other and with the media through which they 
distribute content. The basis of scholarly publishing has 

migrated from one of widespread “full issue” distribution in print to 
rapid, online, article-based distribution. Print is fast becoming an 
archival, or alternate, means of delivery, and the quantity of 
requested print copies continues to decline. With o� set 
printing, this scenario o� ers signi� cant challenges in 
maintaining a cost-e� ective print product. Digital 
print o� ers a new � scal model and enables publishers 
to provide both electronic and printed products side 
by side according to the needs and requirements of 
each subscriber.

What Is Digital Printing and When 
Should It Be Used?
At its most basic level, digital printing is a process 
that uses electronic digital imaging, then transfers 
that image directly from an electronic � le onto plain 
paper without the need for traditional � lm or plates.

The process has very low setup costs and can deliver a 
completed book from the end of the digital press. This 
scenario o� ers an extremely cost-e� ective production 
model at low quantities. Digital printing has a modest � rst-
copy setup cost, with a level unit cost for each additional 
copy. O� set printing has a very high � rst-copy setup cost, with 
the unit cost for each additional copy falling rapidly as the print 
quantity rises. This di� erence in the processes creates a crossover 
point around which either digital o� ers an advantage over o� set or 
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Do you remember the first time you 
heard people say that eventually journals 
and other printed publications would 
stop appearing in print and would only 
be available online? Since I first heard 
that statement I’ve seen publications 
that launched, were “born digital,” and 
have never been regularly printed. But 
as I contemplate our feature article in 
this issue, a recap of the Best Practices 
Seminar presentation “Drawing a New 
Plan for Print: Going Digital,” I think it 
is safe to say the future is not a school 
marm trying to keep us politely in a 
line—we are not limited to either print 
or online. There is a very obvious reason 
science fiction tales dealing with the 
strictest limits on personal choice are 
some of the most terrifying stories. I 
doubt the publishing community will be 

the character everyone is screaming at 
in the theatre, saying “Don’t open that 
door!” because a monster waits on 
the opposite side. Rather, I expect 
the publishing community will 
follow in the footsteps of those 
who realized that ringtones 
for phones were something 
a large subset of the 
population was willing 
to pay for even though 
historically consumers 
tended to buy records, 
cassette tapes, and 
compact discs.

In this issue we also recap two additional 
sessions from our Best Practices Seminar: 
a useful “tips and tricks” presentation 
aimed at those who are planning annual 

meetings and 
a presentation 

dealing with 
what organizations 

can do not only 
to maintain their 

current membership, 
but to promote growth. Our 

Technovations article in this issue 
deals with translating technology—and 
not into English, which we’ve also often 
needed. I anticipate this topic will be 
something we see more and more of in 
the years to come, both in printed matter 
and online.  

from the editor Anna Jester, Marketing

Forecasting Change

FrontMatter is printed by Allen Press on 
Opus Matte, 70lb. text paper to minimize 
the environmental impact. It is a house-
stock paper also available to customers for 
use in the printing of their publications. The 
paper is manufactured using mixed sources 
from well-managed forests, controlled 
sources, and recycled wood or � ber. 

Products with an FSC (Forest Stewardship 
Council) label support reuse of forest 
resources and are created in accordance 
with FSC standards using postconsumer 
recycled wood or � ber. FSC is an 
international, nonpro� t association whose 
membership comprises environmental 
and social groups and progressive 
forestry and wood retail companies 
working in partnership to improve forest 
management worldwide.

810 E 10th Street  |  Lawrence, Kansas 66044  |  800/627-0326  |  www.allenpress.com

© 2008 Allen Press, Inc.   All rights reserved.

The contents of this newsletter are licensed under the Creative Commons Attribution-Noncommercial-No Derivative Works 3.0 License. 
Attribution: You must give the original author and FrontMatter credit. To view a copy of this license, visit http://creativecommons.org/
licenses/by-nc-nd/3.0/ or send a letter to Creative Commons, 171 Second St., Suite 300, San Francisco, CA  94105, USA.

Partnering with organizations to promote their interests and to achieve their goals.

FrontMatter In front of publication issues that matter

from the editor
Forecasting Change
Anna Jester, Marketing
http://www.geocities.com/gmonster_gossamer/gossamer3a.jpg



2008 no. 6  3 

feature cont. Drawing a New Plan for Print: Going Digital

o� set has an advantage over digital. Depending 
on page count, trim size, and the amount of color, 
digital printing o� ers a crossover advantage over 
o� set somewhere between 250 and 1,000 copies. 
Digital printing o� ers a cost advantage below 
the crossover point, whereas o� set o� ers an 
advantage beyond the crossover point.

Digital Printing Advances
There have been signi� cant advances in digital 
printing technologies in recent years. New 
dry toners, such as EA Toner from Xerox, have 
increased both the resolution and quality 
consistency of dry toner digital presses. This toner 
is much smaller and more consistent in size, and 
in turn allows the digital reproduction of high-
quality halftones at 1200 dpi. Color digital presses 
now make use of an electromagnetic liquid toner 
that rivals o� set-quality four-color printing. 
These presses can accurately simulate most PMS 
(Pantone Matching System) colors using four-
color process printing or can print with a custom 
PMS color ink. Today's digital presses continue to 
advance rapidly, with faster production speeds 
and work� ow automation. Over time the cost-
e� ective range of digital printing will increase, 
o� ering even more � exibility to journal publishers.

Advantages of Digital Journal Printing
Book publishers were the � rst to enjoy the 
bene� ts of digital printing. Using digital print 
methods to keep backlist titles in print or to 
launch ultra-specialized monographs became 
a standard part of book publishing through the 
1990s. Almost all book publishers have found that 
digital print enables them to maintain a limited 
inventory of slow-selling titles or to migrate to 
a true “single copy” print-on-demand solution. 
Either of these models allows the publisher to 
align the timing of print costs with actual sales 
so that expensive inventory and storage costs are 
minimized.

Journal publishers have now discovered these 
same bene� ts for their publications. Although 
journals have a known subscription list, 
publishers have historically overprinted and 
stored many copies for future use “just in case.” 
The o� set overrun cost is low; however, many of 
these journals are stored for decades before being 
deemed obsolete or becoming damaged and 

then destroyed. The cost of originally producing 
those copies and storing them for many years is 
seldom considered in the total production cost 
calculation. A major initiative is now underway to 
limit overrun copies to the quantity expected to 
sell in 6 to 12 months. If a particular issue sells at 
a higher rate than expected, additional copies are 
printed digitally when needed “just in time.” This 
approach not only makes sense from a long-term 
� nancial standpoint, but it also o� ers one of the 
most meaningful environmental positions you 
can take. If we don't print what we don’t need, 
our environment is relieved of the carbon output 
caused by harvesting trees, making excess paper, 
production-oriented energy use, the impact of 
distribution, and the eventual space taken in 
land� lls.

Ultrashort Run Journal Production
Digital print journal production also enables 
publishers to cost-e� ectively produce journals 
in very small quantities. These digitally printed 
journals include high-quality halftones 
and full-color illustrations, and they can be 
indistinguishable from an o� set-printed journal. 
Many journal publishers that counted their 
subscribers in the thousands three to � ve years 
ago are now using digital print to meet the 
demands of several hundred subscribers. Whether 
individual subscribers are migrating to online 
delivery or institutional subscribers are canceling 
due to budget cuts, it is a fact that many print runs 

“The decision to 
o� er print or online 

doesn’t have to 
be an either/or 

question—both 
can exist side 

by side.”

Cost advantages for digital vs. off set printing.
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are continuing to decline.  Many publications 
that started out online a few years ago are also 
� nding that the digital model o� ers easy entry 
into print as an additional revenue source. The 
decision to o� er print or online doesn’t have to 
be an either/or question —both can exist side 
by side.

Custom Publications and Special 
Collections
New revenue sources can be found from 
within your current content archive. Custom 
publications and special collections can be 
easily assembled and produced for use in the 
classroom or by sponsoring organizations. From 
your PDF content � les, articles can be assembled 
from one journal published by a society or from 
a collection of journals within a speci� c subject 
area. These specialized publications can then be 
produced on demand for use in higher education, 
or simply sold as a specialized collection of the 
available articles on any given subject.

Unexpected Bene� ts
Beyond the publishing business model 
advantages, digital journal production o� ers 
several unexpected production bene� ts for 
journal publishers. Because digital printing 
makes use of four-color process to simulate 
PMS colors most of the time, there is little if 
any additional cost to make use of that color 
capability in your cover design. A cover that 
was originally composed of black and one PMS 
color could now make use of a full-color design, 
or a four-color illustration could be simply 
added. Light color usage in the text of your 
journal could also become an a� ordable reality. 
While o� set requires careful color placement 
and an awareness of signatures, you can add a 
few pages of digital color to your journal very 
easily. As the amount of color increases, the 
crossover point with o� set falls to lower 
quantities; however, with light color use 
and low quantities, digital print provides 
a very clear advantage.

Areas to Look Out For in 
Evaluating Digital Printing
Though we have outlined 
many advantages for journal 

publishers, there are certainly potential 
disadvantages.

Subscription growth If your journal is going 
against the market trend and experiencing 
subscription growth, it is certainly possible that 
you will outgrow digital production. Given the 
level additional-unit cost of digital printing, 
there is a point where o� set makes greater 
sense. If you � nd yourself in this situation, it 
is important that you select a printer who can 
grow with you or provide o� set capabilities 
when required.

Color matching PMS color matching can be a 
concern with certain colors. This isn’t a limitation 
of digital printing, but a limitation in matching 
all PMS colors with four-color process printing. 
The “color space” that can be seen with the 
human eye spans millions of colors. This span 
of color is � rst constrained by what can be 
recreated on a computer monitor (which uses 
the RGB color model). This span is further 

“If you keep the 
'appropriate 
technology' mind-
set, digital print 
and the related 
online tools can 
signi� cantly 
contribute to your 
journal publishing 
program.”

Kevin Pirkey
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constrained by special mix PMS color inks, 
and then constrained the most by four-color 
process (which uses the CMYK color model). This 
constraint is most evident in deep blues, greens, 
and light pastel or � uorescent-like colors.

Paper stock Digital printing also has some 
limitations as to the text and cover stocks that 
can be used. Though you may be accustomed to 
a wide variety of paper options by grade, color 
shade, etc., digital printers generally operate 
from a smaller group of options. The digital 
printing presses are very sensitive to variations 
in paper, so it is common to be faced with one 
option of 60# gloss, or one option for a 10pt 
C1S cover stock. Digital printers must � nd a 
stock that will run through the machine well, 
accept the application of toner, handle the heat 
of the process, and properly bond with a variety 
of cover coatings. In our particular business we 
have pledged to use FSC-certi� ed stocks with 
recycled content whenever possible.

It Really Isn’t About Printing Anymore
As journal publishers move forward with digital 
print solutions, it quickly becomes apparent 
that digital journal printing really isn't all about 
printing. Print is clearly the � nal product, but 
it is the impact on the work� ow processes and 
your overall society's well-being as well. The 
online support and e-commerce systems that 
are available today greatly enhance the bene� ts 
that I’ve detailed in this article. I frequently refer 
to these systems as our application of the most 
appropriate technology. We don’t encourage 
the use of technology just for technology’s sake, 

but rather to 
pick and 

choose 

online tools that enhance your organization. 
Those that don’t improve your capability should 
be set aside until there is a clear bene� t.

Inventory control and ful� llment The � rst level 
of system automation is to use online tools 
to manage the submission and ordering of 
complete issue inventory replenishment and 
ful� llment. These systems enable the publisher 
to upload each issue for production and then 
provide easy access for ordering additional copies 
as they are needed. These systems also provide 
ful� llment modules that can be integrated with 
your customer service area to submit single- or 
multiple-copy orders and have them shipped 
directly to your content consumers.

Subscriptions and back issue sales The next level 
of automation integrates e-commerce, back-end 
production, and ful� llment with your society 
website or online journal host. These systems 
o� er subscriptions and single-copy sales.

Article reprints and author billing The most 
advanced integration o� ers a complete solution 
for article reprint sales and author billing of 
publishing, color, and alteration charges. These 
systems integrate with your current electronic 
page proof work� ow, online journal host, 
or a personalized URL, or PURL. Authors are 
presented with a PURL through which they 
access a publisher-branded system. Depending 
on con� guration, this system can manage 
printed author reprints, ePDF reprints, author 
billing, subscriptions, and back issue sales.

Conclusion
The capabilities of digital printing and new 
journal publishing workflows will continue 
to evolve and expand in the coming years. 
Each journal and subject discipline responds 
differently to these tools. If you keep the 
“appropriate technology” mind-set, digital 

print and the related online tools can 
significantly contribute to your journal 

publishing program. As we all navigate 
a challenging and rapidly changing 

journal arketplace, these tools offer 
another option to consider as you 

plan for the future.  

Kevin Pirkey earned his 
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University’s School of Visual 
Communication in 1986 with 
a specialization in computer 
science and graphic design. 

Pirkey began his career 
with The Sheridan Press 
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& Marketing of Allen Press. 
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A professional meeting planner can 
be of great bene� t to any society or 
association that is planning an annual 
conference. From dealing with vendors 
and negotiating contracts to running 
registration e�  ciently, a professional 
meeting planner has extensive expertise 
in handling all those little details that are 
easy to overlook. However, the reality is 
that many organizations just don’t have 
the budget to hire a professional. It often 
falls to volunteers to do the planning—
and if you’ve ever been one of the lucky 
people � lling that role, you know what a 
hefty and daunting task it can be. To help 
you out, here are a few of my favorite tips 
and tricks for running the best event you 
possibly can.

Organization
It is simply impossible to be too organized. 
This element is key to the success of your 
event. Keep electronic � les on your laptop 
or PC and keep backups on a � ash drive. 
The best and easiest way to access event 
information in a hurry, however, is to keep 
track of all your event documents in a 
three-ring binder, divided into sections 
such as Contacts, Schedule, Venue, Food 
& Beverage, Audio/Visual, Budget, and 
Contracts. When at the event, never let 
the binder out of your sight. If others in 
your group will need access to it, create a 
duplicate binder that can be checked out, 
so you’ll still have yours on hand when 
you need it. And, once your conference is 
over, you can easily hand o�  the binder 
and � ash drive to next year’s organizer—
they will most de� nitely thank you for 
keeping such detailed records for them.

Create a Task List and Timeline
Before you plan anything, come up 
with a task list that identi� es major 
categories (e.g., time, location, budget) 
and then break those down into tasks 
(e.g., identifying dates and length of the 
program, the city and venue, previous and 
anticipated revenue and expenditures). 
Once you’ve � nalized these and other 
categories, you’re ready to build your 
event timeline. Start by determining 
the order in which tasks need to be 
completed. Next, identify any important 

deadlines. This might 
include such things as 
getting the guarantees 
to the caterer, sending 
deposits to the venue, 
or submitting your 
program/abstract 
book to the printer. 
Identifying durations 
is the next step. If you 
know that it will take 
three weeks for your 
program book to be 
produced, calculate 
that time into your 
schedule, along with 
a little extra just for 
wiggle room. The � nal 
step is to put all of these items in order—
which is done by working backward from 
your event date. You’ll be surprised at 
how long it really takes to put a meeting 
together—in most cases, I’ve found that 
as soon as I get home from a client’s 
meeting, I have just a couple of weeks of 
downtime before I begin working on next 
year’s event.

Prepare a Budget
There are a few key aspects to budgeting 
e� ectively, the most important of which 
is having a strong and thorough task list. 
If you’ve listed everything that you need 
to do to prepare for the meeting, it’s easy 
to do a side-by-side comparison with your 
budget line items. Also, make sure to read 
all of your contracts carefully so that you 
are aware of any penalties (or discounts) 
that you may be subject to. I’d also 
recommend leaving a 10% bu� er in your 
budget, just to allow for any commonly 
forgotten charges such as service fees, 
sta�  tips, taxes, labor charges, and 
overtime charges. If you’re a not-for-pro� t 
group, make sure to apply for tax-exempt 
status in the state where you will be 
holding your conference—this small step 
can save you thousands of dollars.

Create a Request for Proposal
A well-written request for proposal 
(more commonly known as an RFP) is 
vital to obtaining accurate proposals 
from potential vendors. You should 

include general information about who 
your group is, the proposal submission 
deadline and decision dates, an overview 
of your past conference history, meeting 
space and sleeping room requirements, 
and anticipated audio/visual and food/
beverage needs. Also be sure to let 
them know what items are absolutely 
necessary in order for their proposal to 
be considered. This could include things 
such as attrition/slippage percentages and 
earned/comp room ratios, no rental fees 
for meeting space, complimentary suites 
for board members for the duration of the 
meeting, etc.

Managing Registration
Regardless of how you manage pre-
registration, it’s the on-site portion of 
the process that your delegates really 
see. To keep lines moving quickly, have 
a sta� -to-attendee ratio of 1:100 during 
peak registration times—if the space 
you’re using is small, make it 1:50, just to 
expedite the process. Many of my clients 
o� er free or reduced registration rates to 
students who volunteer at the registration 
desk. Also, if you assemble your materials 
before arriving on site, you’ll be able to 
focus your time and energy on important 
tasks that truly must be done at the venue.

Remember, you don’t have to do it alone! 
Armed with these tips, you'll be able to 
bring your event together more easily 
than you ever imagined.  

Tips & Tricks for the Non-Professional Meeting Planner

best practices Kate Counter, Meeting Manager
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The International Society of Managing and 
Technical Editors (ISMTE) was launched in 
early 2008. Our mission is to connect the 
community of professionals committed 
to the peer review and publication of 
academic and professional journals. 
ISMTE provides peer-to-peer networking, 
education and training, research, 
and resources for best practices and 
development of journal policy.

The ISMTE � lls a valuable niche for an 
under-served community. Editorial o�  ce 
professionals have traditionally worked 
in isolation, with limited opportunities to 
meet and share ideas. Opportunities for 
training and updating current thinking 
have been sparse. Despite the dispersed 
nature of the community and di� erent 
experiences based on journal size and 
subject matter, many common goals and 
challenges exist between editorial o�  ces.

Across the industry editorial o�  ces are 
gradually undergoing a makeover, with 
many staying rooted to one location 
thanks to the possibilities of working 
remotely from editors and other 
colleagues through online submission 
and peer-review systems. Continuity of 
editorial o�  ce sta�  provides possibilities 
and bene� ts, and publishers are 
encouraging the emergence of a new 
class of professionals who are able to 
grasp best practice ideas, are better 
informed about ethical issues, and are 

able to perform a critical support role in 
journal development strategies. Indicating 
their belief that ISMTE can deliver 
enhanced professionalism to the editorial 
o�  ce, several publishers have invested in 
corporate memberships in the society.

ISMTE has begun development of a very 
rich and informative website (www.ismte.
org) that serves as both a virtual gathering 
place and a source of information. This is 
one of several bene� ts members enjoy. 
Most notably, they o� er a monthly online 
newsletter, EON (Editorial O�  ce News), 
that contains valuable instructional 
articles, tips and tricks, topical debates, 
and editorial o�  ce pro� les. 
Recent articles have included 
information on sophisticated 
methods of reviewer 
assignment, analyzing/
reporting peer-review 
data, handling publication 
ethics, and how to cope 
with increasing submission 
levels. They also o� er a lively 
discussion forum and are now 
starting to provide a suite of 
resources of practical use for 
enhancing journal peer review.

ISMTE held meetings in 
London, UK, in February 2008 
and Baltimore, MD, in March 
2008, and plans are already 
underway for meetings in 2009 

in Oxford, UK, and again in Baltimore. 
Keynote speakers at the August 25, 
2009, meeting in Oxford are Harvey 
Marcovitch, chairman of the Commission 
of Publication Ethics, and Prof. Roy 
Pounder, founding co-editor of the journal 
Alimentary Pharmacology & Therapeutics 
and editor in chief of GastroHep.com.

ISMTE looks forward to continued growth 
and new member bene� ts in 2009. For more 
information on membership and upcoming 
meetings, please visit our website (www.
ismte.org). If you would like to discuss 
the society further, please do contact 
journal@ahsnet.org.  

ISMTE: A New Society Connecting Editorial O�  ces

society membership  
Jason Roberts, President, International Society of 

Managing and Technical Editors

Dresser Honored

Years ago, Guy Dresser, a Kansas University graduate and long-time Allen Press, Inc., employee, gave Douglas 
County, KS, District Judge Jean Shepherd a ride back to the courthouse following a Kiwanis meeting at which 
Shepherd spoke. In time Dresser would be recruited by Shepherd to a� ect children’s and teens’ lives as a Citizen 
Review Board volunteer, a program started by Shepherd in 1986.

Dresser was recently awarded the Citizen Review Board Volunteer of the Year Award for 2008.

“I feel very honored and humbled by getting the award,” said Dresser.

As a Citizen Review Board volunteer, Dresser helps review "child in need of care" cases, in addition to helping 
them in school. More recently he also began reviewing juvenile o� ender cases.

Congratulations, Guy!
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              seeing green  Amanda Heather, Sales Administration

Green Lists and Spam
A less obvious way to save your society, company, or 
institution dollars is to “green” your mailing list. Green is the 
newest environmental initiative sweeping the world, leaving 
no hostages. A green mailing list has been carefully combed 
for address problems, such as missing suite or address 
numbers, incorrect zip codes, or duplicate addresses. Every 
industry, including the scienti� c, technical, and medical 
(STM) community, is critically evaluating where to update or 
change production procedures to trim excess environmental 
waste and, as an added bene� t, cut costs.

Allen Press, Inc., participated in “Manage Your List the Green 
Way,” a webinar presented by Target Marketing Group 
and Printing Impressions Group as part of the All About: 
Sustainability Webinar Series. The presentation by three 
marketing professionals discussed sustainable solutions for 
green mailing lists.

According to the US Postal Service, direct mail accounts for 
2.4 percent of waste in our country’s land� lls. Though this 
is not a substantial amount, we have a responsibility to do 
what we can for the environment. The US Postal Service 
and well-known companies like Microsoft are banding 
together to follow green initiative programs and practices. 
“Environmental sustainability” is no longer a buzz phrase but 
a tangible practice in many companies and societies across 
the United States.

Now, what does this mean to the societies and associations 
of the STM community? Even though your mailings are not 
direct marketing in the traditional sense, they do involve 
a key similarity: the mailing list. Whether you are sending 
member dues notices, renewal reminders, or the society 
journal, keeping your mailing list up to date is essential for 
the environment and the society co� ers.

Je�  Zabin, research fellow from Aberdeen Group, cited the 
Green 15 initiative by the Direct Marketing Association (DMA) 
as inspiration. The Green 15 is a program for companies to 
use as a tool to outline their green goals and to communicate 
those goals to clients and prospects. They have provided 
companies with worksheets and ways to evaluate their goals 
so that they continue to keep an eye on the environment and 
the bottom line simultaneously. Mr. Zabin’s study showed 
increased customer retention and increased revenue 
from companies who diligently practiced the Green 15 
initiatives, especially a clean mailing list.

Mike Yapuncich, vice president of product development 
with Experian Marketing Services, addressed tips for 
success in green marketing. “Address hygiene,” duplicate 
identi� cation, suppression � les, and use of models to better 

target prospects were on his list of tips for companies 
wishing to green their marketing. Mr. Yapuncich’s address 
hygiene involves implementation of software that will check 
and apply zip + 4 and will check suite/apartment number 
corrections, forwarding addresses, potential for delivery 
issues, duplicate records, and more. The various software 
programs he suggested would cleanse your mailing list of 
duplicate addresses, add crucial information, and identify 
potential delivery risks.

Randy Erdahl, of Decision Intelligence, suggested developing 
a strict model for your mailings. Identifying factors such as 
your break-even point and the geographical audiences you 
want to target as well as using Web activity history to identify 
potential consumers who would prefer e-mail marketing are 
some of Mr. Erdahl’s tips for practicing green marketing. By 
using these factors, you can assess the best practices for your 
company or society when using direct mail.

For societies and associations in the STM community, green 
mailing boils down to knowing your audience and keeping 
your lists clean. Applying the principles above, here are some 
tips for societies:

 Give your members and subscribers an easy way to opt 
out of direct mailing or to update their information for 
future mailings.

 With so many resources available online, give subscribers 
an option of online-only subscriptions to cut down on 
material waste.

 Track your mailings and make sure to update bad 
addresses that are returned.

 Check with your printer or mailing provider to see what 
mailing software they use to correct or update addresses.

The cost of mailing is increasing every year, with new postal 
regulations in place. Checking your mailing practices and 
applying simple standards 
and outlines can save 
your society time 
and money, not 
to mention 
help sustain our 
environment. 
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Tear Down That Language Barrier
Trailing only the United States and Japan, Germany is 
the world’s third-largest source of scholarly manuscripts, 
according to a 2007 study.1 Therefore, many authors 
and reviewers may be delighted to hear Aries Systems 
Corporation recently developed a German language version 
of its online peer-review system, Editorial Manager.

As with many technological advances, knowing something is 
a good idea doesn’t make it easy. When translating a Web-
based publishing work� ow application, a sizeable challenge is 
supporting language-speci� c character sets, such as German 
diacritics, marks above or below a printed letter that indicate 
a change in the way it is to be pronounced or stressed.  
Full compatibility with the Unicode standard (ISO 10646) 
is essential. Many applications can be modi� ed to display 
pseudo-special characters, but truly Unicode-compliant 
systems can store, search, and retrieve specialized characters. 
Without this foundation, technology interface translation is 
of little value because users cannot access non-Roman and 
diacritic text characters in a standardized manner.

Another challenge is to appropriately translate colloquial 
publishing customs and practices. The translation of the 
Editorial Manager software was facilitated by Aries Systems' 
German o�  ce team, based in Langenfeld. Their localized 
understanding of German publishing culture and close 
relationship with local publishers ensured the interface text did 
not just translate accurately but truly communicated with users.

For more information on ISO 10646 see http://unicode.org/
faq/unicode_iso.html.  

1 Cited study available at: http://
www.thomsonreuters.com/
content/press_room/
sci/206286

Allen Press, Inc., Wins Four Awards in 21st 
Annual Gold Ink Awards Competition

Publishing Executive and Printing Impressions announced that Allen Press is the 
winner of four Gold Ink Awards recognizing the print quality of its journals and 

magazines.

In the scienti� c and technical category, a gold award was given for the quarterly 
Gems & Gemology. A silver award was given for The Mineralogical Record, which prints 

six times each year. Pewter awards were given for the magazines Gastronomica and 
GateHouse Magazine.

The Gold Ink Awards have earned a reputation for attracting the highest quality of work 
from printing professionals throughout North America. This year’s Gold Ink Award 

winners were chosen from 1,400 entries submitted within 46 di� erent categories.

Winning pieces surpassed their competitors based on print quality, technical 
di�  culty, and overall visual e� ect.

“The quality of our printing is what Allen Press has long been recognized for 
and what we remain committed to,” said Gerald Lillian, CEO of Allen Press. 
“As a partner to the clients we serve, Allen Press has set and surpassed the 
industry standards for many printing innovations. Our production sta�  
deserves the recognition that winning these awards brings them.”
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Member retention is a growing concern for societies in all 
disciplines. Large and small societies alike are experiencing 
decline in their numbers. In today’s changing environment, 
what can organizations do not only to maintain their current 
membership, but to promote growth? Jackie Williams, 
membership chair for the Radiation Research Society, and 
Cathy Johnson, director of membership and database services 
for the Newspaper Association of America, outlined some 
basic steps in their session “Curb Appeal: Member Retention 
and Marketing,” presented at the 2008 Best Practices Seminar 
hosted by Allen Press, Inc.

Radiation Research Society
The Radiation Research Society (RRS) was founded in 1952 
with 238 members. The society saw membership rise steadily 
through the 1970s to 1,400–1,500 members. At its height 
in 1993, membership was around 2,100. Unfortunately, 
membership has been in decline since then. In 2008, the 
estimated membership is less than 1,500.

Under Jackie Williams’ direction, the RRS membership 
committee identi� ed several reasons for the decline in 
membership in recent years. Finances, the declining meeting 
bene� t, competition from other societies, and the change in 
the scope of radiation research were the main factors.

Finances and the declining meeting bene� t Reduction in 
� nances has forced a decrease in the emphasis placed on 
meeting attendance. However, RRS has discovered a direct 
correlation between meeting attendance and society 
membership. Although many societies are focusing on new 
trends for social networking online, RRS has found that 
holding a successful annual meeting is still a membership 
boost. The converse is also true: members tend not to renew 
if they are unable or unlikely to attend the annual meeting. 
Furthermore, if a member misses a meeting because of its 
inconvenient location, for example, that member is not likely 

to renew even if the following year’s meeting will be held 
in a more favorable location. So when RRS loses members 
because a meeting had an o�  year, they are not gaining those 
members back.

Competition and the changing scope of radiation 
research Another key factor in member retention is 
competition from other societies. With multiple societies 
competing in the same � eld, scholars in all disciplines are 
able to choose which societies will earn their membership. 
RRS found that as the � eld of radiation research has evolved, 
the scope of the topic has changed. The demographic of the 
RRS membership base and that of potential members has 
become global. Topics covered in the RRS journal, Radiation 
Research, are broader than the focus of the society, and 50% 
of contributors to the journal are not members of RRS.

Best practices for association management RRS was able to 
identify some key groups on which to focus their e� orts. 
An obvious place to start is the 50% of journal contributors 
who are not members of RRS. Another population that was 
identi� ed is the Scholars in Training (SIT) members. This 
group, made up of students, is a very robust, active group. 
However, SIT members rarely become full members. RRS has 
recognized the need to advertise society bene� ts externally 
and internally and to assist in a transition from SIT to full 
membership. With the help of their Allen Press association 
manager, RRS is gathering helpful information for future 
membership endeavors by using their membership database 
to contact members who don’t renew.

Newspaper Association of America
The Newspaper Association of America (NAA) is a non-pro� t 
group that represents the $55 billion newspaper industry. 
Their membership base consists largely of corporate 
newspaper memberships, but they also have roughly 
4,300 individual federation members.

         views and reviews 

Curb Appeal: Member Retention and Marketing
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When Cathy Johnson began her work with NAA in 2005, 
membership projections were based largely on anecdotal 
information. Cathy found that they were overestimating 
their federation membership by as much as 10% and 
overestimating retention rates by 5% to 10%. They had 
no reliable baseline for comparison. Before they could 
even begin to work on member retention, NAA needed to 
gather reliable data regarding the current status of their 
membership.

Standard member evaluation With Cathy’s guidance, NAA 
conducted a standard evaluation of their members. Ms. 
Johnson noted that while the question “How many members 
do we have?” seems like a simple one, it is not easy to answer. 
Membership numbers are constantly in � ux, and NAA found 
that it was best to hold weekly evaluations of the data to 
keep the information current and to allow for spotting 
trends.

Renewal e� orts An accurate head count is not enough 
information. In order to make the most of their renewal 
e� orts, NAA veri� ed every name and address in the database 
and conducted a test renewal run. NAA created custom 
invoices and lists and an extensive grid to manage the 
renewal schedule. The schedule includes e-mails, paper 
notices, and inserts in a member’s last issue.

Collecting response data Conducting a membership survey 
creates an incredible amount of data to process. NAA 
tracked member response methods to determine how many 
members responded to the � rst renewal notice as opposed 
to the second or third, how many members responded 
via e-mail or mail, and how members tended to pay for 
their subscriptions. They also paid attention to some of 
the anecdotal information they already had on hand. For 
example, there was a feeling that � rst-year members often 
didn’t renew, so they used market codes to segment � rst-
year members from previous renewers during the batch-
renewal process.

Reporting NAA developed a Crystal query that is linked to the 
membership database to evaluate orders created through the 
monthly batch-renewal process. The query tracks renewal and 
cancel rates by product, expiration month, and � rst-year vs. 
previous renewers. It also tracks response data based on which 
renewal e� ort elicited a response and the response method. 
In addition, the query identi� es non-renewers so that NAA can 
follow up with them to track their reasons for not renewing. 
NAA runs weekly renewal reports to summarize the results 
and to keep their attention focused on renewal e� orts.

Changes NAA discovered that 54% of renewers pay from the 
� rst invoice, so they have started their December retention 
process sooner in order to get those � rst-response renewals 
processed sooner. Because 25% of NAA’s memberships are 
outside their traditional December renewal base, they have 
modi� ed business rules so that memberships expire on 
an anniversary cycle, not just in December. NAA has also 
developed a mid-year retention process to address this 
group of members. Tracking payment method revealed that 
75% of NAA members mail in checks, so NAA changed the 
renewal schedule to allow plenty of time for checks to be 
processed. By tracking � rst-year members separately, NAA 
learned that though 75% of previous renewers continue 
their membership, only 50% of � rst-year members do so. As 
a result, NAA initiated more outreach to � rst-year members, 
including customer care calls to ensure that members are 
aware of their bene� ts. The research that NAA has employed 
is de� nitely paying o� , as it allows them to create more 
targeted marketing e� orts.

Although each society faces speci� c challenges regarding 
member retention, there is still much to learn from the 
methods that RRS and NAA have employed. It is essential 
to collect reliable data regarding your society’s current 
membership in order to make changes to your member 
management process that can help increase member 
retention.  

  Joanna Gillette, Account Management
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Acronym Soup
Acronyms abound in the printing and publishing industry. Here we de� ne some online-associated 
acronyms you may have heard, used, or planned for.

CMYK, which stands for cyan-magenta-yellow-black, is the standard color model used in o� set 
printing for full-color documents. In this model, all colors are described as a mixture of these 
four process colors. Because such printing uses inks of these four basic colors, it is often 
called four-color printing. CMYK is the model used in color printing at Allen Press.

PDF, or portable document format, is a � le format developed by Adobe Systems. 
PDF captures formatting information from a wide assortment of desktop publishing 
applications, allowing you to send a formatted document and have it appear on the 
recipient’s monitor exactly as intended. As a general rule, fonts should be embedded in 
PDF � les during creation to ensure that recipients see the � le accurately.

PMS, which stands for Pantone Matching System, is a standardized color-reproduction 
system. Di� erent manufacturers in di� erent locations, or even machines in di� erent 
departments of one organization, can produce slightly di� erent versions of the same color. 
PMS provides a color standard so di� erent machines can match to the same color. 

RGB, which stands for red-green-blue, is the color model used for display devices such as 
computer monitors. In this model, all colors are described as a mixture of these three process 
colors. Color matching, a process by which RGB colors are converted into CMYK colors so that what 
is printed looks the same as what appears on a monitor, is one of the most time-consuming aspects of 
color desktop publishing. Color matching is done using a color management system.  

society membership
ISMTE

best practices
Tips and Tricks for the Non-
Professional Meeting Planner

seeing green
Green Lists and Spam

Additional online-only content available at 
             frontmatter.allenpress.com:

   • Allen Press Welcomes Dee Ann Berry,  
Don McClain & Kevin Pirkey   

   • Allen Press Wins Certifi cate of Merit in 
2008 Premier Print Awards Program


