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“According to the
2008 ALPSP report,
the publishing
world is, in spite
of all the mergers
and acquisitions,
still composed
of mostly small
publishers”

Encouraging Assessment
For Small Publishers
ALPSP Report Offers Insight into Publishing Trends
and Hope for Small Publishers

T

he Association of Learned and Professional Society Publishers (ALPSP) published
an updated Scholarly Publishing Practice research report in 2008. It was the third
report published, with the previous two completed in 2003 and 2005. The reports are
compilations of survey data intended to track changes in publishing practices as online
publishing technology has gained wider acceptance and use. Recent additions to the report include
areas on author rights and Web 2.0.
As a follow-up to the 2003 and 2005 reports, the 2008
publication displays trends pertaining to new journal
launches, closures and transfers, pricing strategies,
bundling policies, access models, and more. For
publishers seeking to understand industry
policy and practice trends, the ALPSP report
can be particularly useful. Other publishers
may be able to use the report to
clarify, support, or disprove
undocumented anecdotal
evidence. A few points from
the report are summarized
below.
Online submission and peer review Since 2005, publisher
use of online peer-review systems has increased. All of the
large publishers in the 2008 survey currently use an online
system. The percentage of small and medium-size publishers
currently using online systems has also increased since 2005. This trend
is expected to continue as publishers not currently using this technology seek
ways to remain competitive, simplify the process for authors, streamline management
of the submission and review process, and shorten review durations.
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from the editor

Anna Jester, Marketing

I Hear the Change a-Comin’
A new year has come, and 2009 promises
to be full of challenges and changes.
Some of the changes are groundbreaking,
but some of the challenges, especially
of a financial nature, seem daunting.
For the past seven years, Allen Press has
hosted our Emerging Trends seminar
for scholarly publishers to address what
is on the horizon and to identify the
challenges that lie ahead. This year, we are
all facing a challenge of a new kind that
has us focusing less on the cutting edge
and more on surviving today’s economic
challenges. For that reason, this year’s
seminar, A Publisher’s Survival
Guide: Best Practices for Survival
in Severe Economic Conditions, will
concentrate on sharing best practices for
not only surviving these challenges, but
also coming out ahead on the other side.
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Additional information and registration is
available at http://seminar.allenpress.com.
In this issue’s Best Practices, we discuss
planning for the future by mentoring high
school students, which ensures that future
contemporaries are aware of your society,
publications, and the job descriptions that
accompany all members of your society.
Our Research 2.0 piece investigates how
readers navigate to content and reminds
us that although searching practices
vary from generation to generation,
search engines should always
be taken into

consideration when planning your
website. Cited-by Linking, recently
renamed by CrossRef, is covered in our
Technovations section and is yet another
way readers may find your content.
Our feature examines a recent ALPSP
Scholarly Publishing Practice research
report that holds valuable insight
on trends, strategies, and policies
in the industry. The survey data can
be fascinating or cause for concern,
depending on your current and expected
future position.
We are always interested in hearing
your feedback about the newsletter and
any ideas you might have for future articles.
Please e-mail comments, suggestions, or
ideas to ajester@allenpress.com. 
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Online journal availability Online journal
presence continues to rise among scholarly
publishers. Online presence is strongest among
large publishers, but since 2005 online availability
has also grown considerably among mediumsize publishers. Aside from university press
publications, very few journals are presently
available only in print.
Pay-per-view The percentage of publishers
offering article pay-per-view capability has
steadily increased since 2003. Large publishers
were the early adopters of this revenuegenerating online tool that mimics the iTunes
concept of selling individual songs rather
than entire albums. Actual revenue captured
through this capability has fallen short of some
expectations, but survey respondents expressed
that revenue is growing. While there are differing
views regarding pay-per-view revenue potential,
it appears that a growing number of publishers
still see it as an effective way to disseminate
research articles.
Online back issues A significant question for
many publishers considering an online presence
is whether back issues should be digitized for
online availability. According to the ALPSP
report, online availability of back issues is
trending upward, with a number of publishers
now offering issues as far back as 1950,
and some going back prior to 1900.
Though there has been a trend toward
making back issues available online,
since 2005 there has been a move
away from offering access to these
back issues free of charge. More
recently, the trend has been to
include access to back issues
with a current subscription or
to charge an additional
fee for access to the
entire archive or
archive grouping.

Encouraging Assessment for Small Publishers

publishers of open-access journals use an author
pay model for the bulk of their funding, whereas
more than 1/3 of the funding for not-for-profit
publishers comes from subsidies, grants, and
other similar funding.
Encouraging Assessment for Small Publishers
It’s no secret that electronic publishing has
forever altered both the landscape and the
climate of the scholarly publishing world in
which we live. The electronic age has enabled
organizations to disperse research data faster
than ever and to places never before reached.
For publishers, the advancing technology has
spawned numerous dilemmas and opportunities.
Determining a course of action may seem
daunting and gaining a foothold perilous when
surveying the muddy path through issues of
open access, changing revenue models, and
the Google® generation. Fueled in part by the
evolving technology, news of mergers and
acquisitions has dominated our industry in
recent years. Is there hope for small and mediumsize publishers?

“Aside from
university press
publications, very
few journals are
presently available
only in print.”

According to the 2008 ALPSP report, the
publishing world is, in spite of all the mergers
and acquisitions, still composed of mostly small
publishers. Of those surveyed by ALPSP in 2008,
55% published five or fewer
journals. The

Open access Roughly
25% of the publishers
surveyed in 2008 publish at least one openaccess journal. The report also indicated there
were nearly four times more open-access
journals in 2008 than in 2005. Most commercial
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“The report also
indicated there
were nearly four
times more openaccess journals in
2008 than in 2005.”

Encouraging Assessment for Small Publishers

report presents some interesting trends regarding
both the growth in the number of new journals
launched and the rates of journal closures.
During the last five years, large publishers
showed significant growth in the number of
new journals launched. During this same period,
the average number of new journal launches
for both small and medium-size publishers
remained steady. The number of new journal
launches by large publishers had negligible
impact on the number of new journals launched
by their smaller counterparts.
As for title closures, large publishers on average
closed nearly twice as many titles in 2008 than
in 2005. Conversely, both small and medium-size
publishers closed slightly fewer titles in 2008

than in 2005. No doubt there are a number of
factors contributing to these diverging trends,
but one takeaway from this data is that small
and medium-size publishers have demonstrated
unwavering patience and steadiness during
unstable times.
This information from the ALPSP report is
encouraging news for small and medium-size
publishers. It offers evidence that small publishers
can coexist with their larger competitors, and it
sheds light on a powerful differentiator that has
been key to their success. 
The online version of the report is free to ALPSP
members but is available for purchase by nonmembers.
To purchase a copy of the report or become a member
of ALPSP visit http://www.alpsp.org.

paper trail

Dustin Young, Lead List Manager

USPS Changes, Volume Declines, Price Increases
The volume of mail sent via the United
States Postal Service (USPS) has continued
to decline, with 91.7 billion pieces sent
First Class Mail in 2008, down 4.6 billion
pieces, or 4.8%, compared to 2007. In
addition, 99.1 billion pieces of Standard
Mail were sent in the same timeframe,
down 4.4 billion pieces, or 4.3%. USPS
anticipates an additional 8
billion–piece decline in 2009
and has even contemplated
moving to only five days of
delivery service.
Express Mail, Priority
Mail, Global Express
Guaranteed, Express
Mail International,
and Priority Mail
International, among
others, saw price
increases January 18,
2009. On a bright
note, the USPS still
does not impose
fuel surcharges
or surcharges for
4

residential or Saturday delivery. This is the
first time prices for USPS shipping services
have changed in January and have been
separated from the mailing services price
increases coming in May.
USPS announced the price change for
mailing services in February, including
stamp prices, with the overall increase
being 3.8%. New USPS prices become
effective May 11, 2009. Annual increases
will be implemented every May, and
though USPS is required to give notice
45 days before increases, they plan to
give 90 days notice. Additional regulation
modifications affect new addressing
standards for flat mail, changes to self
mailer design, and implementation of the
Intelligent Mail Barcode.
Standard mailings must meet the new Move
Update Requirement. Mailing lists are run
through software such as National Change
of Address (NCOA) Link, which checks
addresses, updates addresses that have
had change-of-address forms completed,
and uses the newly updated list for mailing.

At Allen Press, we send a list of all updated
addresses back to the customer to help
ensure everyone has updated records.
Labels on flat items are also changing in
May 2009; now the mailing label must be
on the top half. Interestingly, the top half
is defined as the top of the mail piece with
the bound edge or spine on the right.
Allen Press has conducted successful tests
with the new Intelligent Mail® Barcode
(IMB), which will have Basic and Full
service options, depending on if the IMB
is on a mail piece only or also includes
electronic documentation allowing
seamless acceptance. The IMB goes live
on May 11, 2009, and in November fullservice IMB will offer a postage discount.
The IMB will replace the POSTNET™
barcode, which is the current barcode
you see on your mail. In November, USPS
will still accept the POSTNET barcode,
but it will not qualify for the same level
of discount as the full-service IMB. The
POSTNET barcode will be sunsetted if all
goes as planned in May 2011. 
FrontMatter
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Valerie Pierce, Publishing

Hutton Junior Fisheries Biology Program
Each year, 35% of college freshmen drop
out. Why is it so difficult for some students
to make the transition from high school to
college? According to a study conducted
by the University of Michigan, many
high school students are given unclear
goals. They are expected to get good
grades, have lots of friends, be involved in
numerous extracurricular activities, and
get high scores on standardized tests so
that they can go to college. Acceptance
into a university is a wonderful
objective—but what next? After packing
belongings and arriving on campus, a
student may find that a high SAT score
or a 4.0 GPA in high school won’t help in
choosing a major, much less a career.

analyses of fish to determine age and
growth.

One solution is to get high school
students involved in a mentoring program
in a reputable profession. The Hutton
Junior Fisheries Biology Program, from
the American Fisheries Society (AFS), is
an example of a successful mentoring
program. The society wanted to give
students who are from groups that
are underrepresented in the fisheries
profession (such as minorities and women)
an opportunity to immerse themselves
in the profession for eight weeks during
the summer. Students accepted into the
program are awarded $3,000 and are
given guidance from professionals in the
fisheries industry. Mentors are responsible
for creating projects that can involve the
field, the laboratory, or the office. Activities
that past Hutton Program students have
completed include stream sampling,
seining, electrofishing, fish tagging and
tracking, ecosystem restoration, public
education, angler surveys, and laboratory

High school sophomores, juniors, and
seniors are eligible for the Hutton
Program. The process is similar to applying
for college—students must provide a
personal statement, recommendations,
and an official high school transcript (the
official application can be found at http://
www.fisheries.org/afs/docs/hutton_stu.
doc). Students in all regions of the United
States are encouraged to apply, even if the
program has not been available in their
particular region in the past. If a student is
accepted to the program, the AFS will do
everything possible to find an appropriate
mentor in the area. Students are expected
to work for eight 5-day, 40-hour weeks
and must turn in a midsummer report. The
society also recommends that students be
physically fit, since several required tasks
may be arduous.

The AFS approved the program in
2000 and created the Robert F. Hutton
Endowment Fund to finance the
operation. The program is currently in its
ninth year and has engaged 292 students
and over 260 mentors so far. The program
continues to succeed and grow, thanks
in large part to generous donations and
partnering organizations. In 2001 the
AFS gave scholarships to 23 students.
In 2008 the society was able to grant 35
scholarships. Additionally, 63% of the
2008 alumni indicated that they plan to
study fisheries in college.

Those who are interested in mentoring
also need to fill out an application that

details an appropriate summer project
for a high school student. Mentors are
encouraged not only to apply for the
program, but also to recruit students.
Promotional materials for this purpose
are available from AFS. Once AFS matches
a mentor with a student, the mentor
arranges a preliminary meeting with the
student to discuss all elements of the
project, allowing the student to plan
their summer accordingly. Each mentor
also completes a final report detailing a
student’s performance throughout the
summer, along with a recommendation
as to whether the student should
participate in the program the following
summer.
For more information on the Hutton Junior
Fisheries Biology Program, please visit the
society website at www.fisheries.org. 

After 38 years, Guy Dresser has retired from Allen Press, Inc. He was the face of Allen
Press to the industry for decades and will continue his association with Allen Press
in a number of ways, including serving on the Allen Press Industry Advisory Board
and public speaking. Guy, we wish you all the best!
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society membership

Classi Earns ASAE’s Prestigious CAE Credential
Christy Classi, CAE, an association
manager at Allen Press, Inc., was one of
104 association executives to recently
earn the Certified Association Executive
(CAE) credential from the CAE Commission
of the American Society of Association
Executives (ASAE), joining 3,500 industry
leaders worldwide. Less than five percent
of all association professionals have
achieved this mark of excellence.

who are able to achieve the designated
examination score earn the CAE credential.
Once earned, the certification must
be renewed every three years through
additional studies and leadership activities.

Since its inception in 1960, the CAE
program has served to elevate professional
standards, enhance individual performance,
and designate those who demonstrate
knowledge essential to the practice of
association management. To earn the CAE
credential, candidates must first submit
an application satisfying professional
experience and education requirements.

ASAE & The Center for Association
Leadership are two organizations linked
together by a common belief and
passion. They believe that associations
have the power to transform society
for the better. Their passion is to help
associations and association professionals
achieve previously unimaginable levels
of performance and reach even higher
goals. They accomplish this by fostering
a learning community of association
professionals, industry partners, outside
thought leaders, and other stakeholders
who embrace this vision.

Successful applicants must next pass a
challenging examination on all aspects
of association management. Candidates
undertake rigorous study sessions in
preparation for the exam, and only those

The American Society of Association
Executives is an individual membership
organization of more than 22,000
association executives and industry
partners representing more than 11,000

organizations. Its members manage
leading trade associations, individual
membership societies, and voluntary
organizations across the United States and
in 50 countries around the globe.
The Center for Association Leadership
is the premier provider of learning,
knowledge, and future-oriented research
for the association profession. The Center
delivers innovative learning experiences,
performance-enhancing resources, new
thinking and models for the profession,
opportunities for peer-to-peer collaboration,
and strategic tools and data designed to
advance the association profession.
Together, ASAE & The Center for
Association Leadership provide resources,
education, ideas, and advocacy to
enhance the power and performance of
the association community. 

research 2.0

How Readers Navigate to Scholarly Content
As technology changes at an alarming
speed, publishers strive to stay on top
of new innovations in the market and
stay competitive and accessible. In a
follow-up to a similar study in 2005
conducted by Scholarly Information
Strategy, Simon Inger and Tracy Gardner
revisited the impact on publisher
website design and function in their
32-page 2008 study “How Readers
Navigate to Scholarly Content,” available
online at http://www.sic.ox14.com/
howreadersnavigatetoscholarlycontent.pdf.
Publishers are increasingly supporting the
distribution of XML metadata catalogues
through a variety of online resources,
including RSS feeds, CrossRef, abstracters
and indexers, and more. This maximization
6

of metadata distribution is making
searching for scholarly content as easy as
a few key strokes.
An alarming trend illustrates that users
are more likely to begin their online
journey from a search engine, or gateway,
eventually navigating to the journal or
society website at the article or abstract
level. This data concurs with the data
from the similar study in 2005, in that
searchers are bypassing the homepage of
the society or journal website, essentially
eliminating the need to provide intricate
functionality on the society website if it
goes largely unused.
Coming in at a deeper level can cause
the user difficulty navigating the website

and can impair the carefully designed
functionality. As everyone knows from
personal experience with online searches, a
website has precious moments to catch our
attention. If it fails to garner interest, a user
will move on to easier avenues to access
the needed information. This creates a few
issues for society website design.
The finding of this study puts societies
in a difficult position when considering
their website design. Taking into account
the results of this study and the trends in
journal and society websites, in the future
we will most likely see a delicate balance
between the functionality offerings of
society websites and a possible increase
in functionality on search engines and
preferred gateways. 
FrontMatter
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Amanda Heather, Sales Administration

Academic Library Marketing
In 2008, the Association of American
University Presses (AAUP) conducted
a nonscientific survey of academic
librarians to discover the major trends in
book acquisition at academic libraries.
The survey focused on studying and
understanding the complex relationship
that exists between academic libraries and
university publishers.

Before publishers despair, they should
consider that academic libraries may seem
like the perfect audience for university
book publishers, but in truth they only
account for about 8 percent of sales, or
approximately $21 million. The silver
lining on this storm cloud is there are still
ways to get the attention of the elusive
academic librarians and purchasers.

Unfortunately, the results show that
academic libraries are not generally
swayed by publisher marketing. Academic
institutions report that they primarily
rely on third-party distributors for their
purchasing selections. This becomes more
understandable when considering there
are more than 170,000 titles to wade
through annually. With such a saturated
market, the professionals surveyed claim
that they do not pay attention to the
annual catalogs and publisher marketing
materials that fill their in-boxes each year.
Instead they largely prefer to make use of
third-party distributors, preferring online
resources when available.

Also, keep in mind that the study focused
on books—journals and reference
materials are another story completely.
This study was largely skewed toward
book publishers and didn’t take into
account that a large share of scholarly
communication is focused on journals
and reference material. Journal publishers
and reference publishers are much better
connected to the universities through
the very nature of their business and
through their authors. Unfortunately,
book publishers have had to focus on
relationships apart from universities to
sustain their revenue over time.

Whether a publisher is marketing
books, journals, or references, the key
to success will be to follow the trends
continually evolving in the scholarly
market. Publishers can concentrate
on examining several areas of their
marketing strategy to impact this
tightening market:
 Keep bibliographic data up to date,
easy to find, and easy to read. This data
originates from the publisher, so it is the
publisher’s responsibility.
 Profile the approval programs your
titles are part of, and make sure they are
being represented appropriately.
 Reach out to academic faculty, not
the librarians. This will work better at
institutions with larger budgets and
with good communication between
the professors and the acquisitions
department.
 Target the right audience; make sure that
materials are sent to the correct entity/
person buying for that discipline. 

As distributors like Amazon.com gain in
popularity, more than just students are
buying their books from these online
vendors. Instead of dolling out large
amounts of money on expensive catalogs,
which are often tossed aside like junk mail
and recycled, publishers should focus on
spending time and money on available
Internet resources.

technovations

Cited-by Linking
Imagine if you could be notified every time someone quoted you or referenced a presentation they
saw you give. If you could, would you go online and see a list of every mention made of you? Would
you prefer being able to defend yourself when misquoted or misconstrued? CrossRef Cited-by
Linking (formerly Forward Linking) allows publications and readers to ascertain when and by whom
your content is being cited. As with a number of scholarly initiatives, uptake by the community has varied across disciplines.
For additional information, including live examples of Cited-by Linking and a list of participating, publishers see http://www.
crossref.org/02publishers/citedby_linking.html. 
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