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“ 2D tags allow
companies and
publications
to connect
interactively with
customers in new
ways.”

Every Picture Tells
a Story: Using 2D
Tags in Science

M

ade possible by the convenient technology of smartphones and mobile
devices, the proliferation of 2D tags in marketing and advertising is evident
everywhere in the commercial space today. Also known as 2D barcodes,
matrix barcodes, or snap tags, 2D tags allow companies and publications to
connect interactively with customers in new ways.
A Microsoft Tag on the cover of Food & Wine provides access to the behind-the-scenes Best
New Chef videos, and the tag in a Pillsbury® ad connects consumers to meal ideas and
coupons. A strategically placed quick-response (QR) tag
in a restaurant window in New Jersey allows
customers to learn more about
Ethiopian coffee, and a tag in
another links to a
menu
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from the editor

Joanna Gillette, Marketing

Hungry for Convenience
I’m a bit of an amateur gourmet. Don’t
get me wrong, the emphasis is definitely
on the word amateur, but I have been
known to serve soup in a hollowed-out
pumpkin shell, so I think that qualifies
me as a dabbler in the kitchen arts. I’m
fortunate to have an excellent local grocer
with a wide selection of produce, and I
can usually find even the more unusual
ingredients without too much trouble, but
last week, I simply couldn’t find any leeks.
Despite the grocer’s assurance that there
would be fresh leeks in the morning, three
trips to the store yielded the same, emptyhanded result. (It seems there was a “leak”
in the supply chain!) I made-do, but Leek
and Pancetta Risotto seemed somewhat
lacking without the main ingredient.
My culinary calamity got me thinking
about the expectation of convenience. It
2

seems we live in a culture of convenience,
and our audiences in the STM market
are not immune. Readers, authors, and
publishers are all seeking ways to make
our interactions more convenient.
Our feature article details a possible
convenience for readers—the use of 2D
tags as a way to easily connect to a variety
of information via smartphone.
In our Technovations article, you’ll read
about a movement to standardize the
format for author information. The ability
to maintain a single form for use with
multiple journals would prove to be a
definite convenience for authors.
In most cases a little convenience is a
good thing. I quite like the idea of not
having to grow my own vegetables;

and small
conveniences
in the
publishing
world can
make all our
lives a little
easier, leaving
room for the
worthy pursuit
of science or,
in my case, the
perfect risotto.
Hungry for
something
else? We’re always interested in your
feedback about the newsletter and
ideas you have for future articles. Please
e-mail comments, suggestions or ideas to
frontmatter@allenpress.com. 
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or review by a local food critic. QR tags next
to paintings in the Smithsonian American Art
Museum augment the visitor experience, and a
photo exhibit in the Adler Planetarium presents
50 astronomical images, each displaying a
Microsoft Tag. A WineInfoTag™ on a bottle of
cabernet sauvignon delivers tasting notes, food
pairings, and ratings; and scanning a tag on a
sign at the Rosewood Park Zoo in Illinois gives
children the opportunity to collect a grizzly bear
stamp for their electronic passports—collect
10 stamps and get a free ride on the wildlife
carousel.
The technology behind 2D tags is sophisticated,
but the concept itself is fairly simple. A 2D tag is a
printed barcode that contains rows and columns
of encoded information. It’s called a twodimensional barcode because the information is
arrayed on both an X axis and a Y axis, unlike a
traditional barcode that runs horizontally in one
dimension. When a tag is scanned with a mobile
device or smartphone that uses a built-in camera,
an Internet connection, and the appropriate tagreader app, the user is directed to a specific URL
target or provided with relevant information.
The first 2D Tags—QR tags—were introduced
in 1994 by the Toyota subsidiary Denso-Wave
to track auto parts. The technology was soon
adopted by the commercial sector and became
popular in Japan. Now that the idea has caught
on in Europe and the United States, new
competitors have appeared, including,
most prominently, Microsoft Tag.
In a QR tag, data are stored in
square pixels; the
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tag can vary in size, depending on the amount of
data contained in it. A Microsoft Tag comprises
triangles and colors. Rather than store the data in
the tag, as a QR tag does, the shapes and colors
store a unique ID that is sent to a server where
reference data are stored.
What can this commercial marketing technology
possibly have to do with the publication of
science? With some imagination, it’s easy to see
that the concept of 2D tags does have some
application. At Allen Press, for example, we’ve
introduced the idea as another way to add value
to print in a multichannel world. Placing tags in
the print version of a journal can help to develop
a richer reader experience, create synergy
between the print and online presence, provide
faster access to online information, and boost the
value of advertising in the publication.
A tag can direct readers to a preprint, the online
version of an article, more information about the
article or its authors, the journal hosting website
landing page, books and other publications for
sale, open-access or pay-per-view content, and
post-publication comments. A tag might also
link out to supplementary data, appendixes,
or multimedia content not available in the
print journal. For journals that print in black
and white, a tag can connect to an online color
version. To facilitate society business, a tag could
navigate to a society membership application or
membership renewal site. Other uses might
include errata, promotions, program and
abstract books, reprint
ordering, access
tokens for online
articles, and online
surveys. For annual
meetings, tags could
be generated and used
in poster sessions or in exhibits
to provide contact information or
additional data.
Launching online supplementary data from a
print article may not always be as exciting as a
free ride on the wildlife carousel at the zoo, but
2D tags clearly provide some tangible benefits
for augmenting and linking content in the realm
of science. 
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“To facilitate
society business, a
tag could navigate
to a society
membership
application or
membership
renewal site.”
generated at BeQRious.com

QR (Quick Response) Tag

Get the free mobile app at

http:/ / gettag.mobi

Microsoft Tags in
color and blackand-white
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paper trail

Mailing Service Pricing Increase Planned
For April 2011
The United States Postal Service
announced in January that it will
implement Mailing Service pricing
increases on April 17, 2011. The planned
increase will affect First-Class Mail®,
Standard Mail®, Periodicals, Package
Services and Extra Services. The increase,
which is based on the price cap calculated
by the Postal Regulatory Commission
(PRC) using the Consumer Price Index
(CPI), will bump up prices by an average of
1.741% across the affected Mailing Service
classes.
The annual CPI increase traditionally goes
into effect in May and is based on CPI data
through December. This year the increase
will occur in April based on numbers
through November. The USPS moved up

the increase by a month to take advantage
of a higher CPI (the December numbers
are expected to lower the CPI).
The new prices can be viewed online at
http://pe.usps.com/ under NEW April 17,
2011 Pricing Information. 

views and reviews

2010 Study of Subscription Prices for
Scholarly Society Journals
Society Journal Pricing Trends and
Industry Overview

Cross Pollination:
CrossRef Joins
ORCID Initiative
Name ambiguity in scholarly
publishing is a problem that has
been receiving a lot of attention
in the last three years. The ORCID
(Open Research & Contributor ID)
Initiative has been leading the
call to assign unique identifiers to
individual researchers, a sort of DOI
for people. ORCID first launched as
a non-profit organization in August
of 2010. In October of 2010, ORCID
held its first board of directors
meeting and approved 10 principles
to guide the initiative. The movement
has continued to grow and is now
joined by CrossRef, who announced
in January 2011 that it has folded
its unique researcher ID project,
ContributorID, in with the ORCID
Initiative.
Visit http://orcid.org/ to read more
about ORCID, including the initiative’s
10 principles and a complete list of
participating organizations.

Given the current economic climate and
the changing nature of the scholarly
publishing industry, reviewing historical
price trends can serve as a starting point
for establishing new, or revising existing,
subscription prices. As subscription
revenue from institutions is crucial for many
scholarly publishers, it is also important
to understand the current landscape. In
addition to a historical review of pricing,
this free study from Allen Press provides a valuable overview of the
widespread budget cuts at libraries and examines how these challenges will
impact scholarly publishers in the coming year.
Visit http://allenpress.com/resources/education/jps
to download a copy of the study, or snap the tag (left)
with your Smartphone using the free Microsoft Tag
Reader app at http://gettag.mobi. 
Get the free mobile app at

http:/ / gettag.mobi
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Strength in Numbers: Leverage Your Investment with Cooperative Marketing
It is essential for publishers to reach
librarians and other buyers with
information about their titles, but going
it alone can be a costly venture. Whether
you are looking for U.S. or international
exposure, joining forces with a partner
who can represent your publications
can help you stretch your marketing
dollars further. Increasing visibility and
revenue has never been easier with Allen
Press’ newest service, the Journal Display
Program, an extension of the Allen Press
Buyer’s Guide to Scientific, Medical, and
Scholarly Journals. Below is a list of key
U.S. and international meetings where
librarians and other content purchasers
are in attendance. The Journal Display
Program offers publishers the opportunity
to promote their titles at these meetings
economically and conveniently.

Key U.S. and International
Meetings
U.S. Meetings
• Association of College and Research
Libraries (ACRL) National Conference
More than 3,000 academic and research
librarians attend ACRL’s National
Conference. 94% recommend or select
specific products or services for their
libraries and 50% of attendees have a
purchasing budget of $1 MILLION or more.
• North American Serials Interest Group

(NASIG) Annual Conference
Nearly 400 serials librarians, electronic
resources librarians, and acquisition
librarians attend this annual conference.
75% are from university, college,
community college and medical libraries.
• Special Libraries Association (SLA)
Annual Conference and INFO-EXPO
3500 SLA members and librarians attend
the INFO-EXPO, the largest information
and knowledge management exposition
in North America. 89% of attendees
have the authority to approve, specify,
or recommend products and services for
purchase.
• Charleston Conference
More than 1,000 collection development,
acquisitions, and electronic resources
professionals from around the country
and internationally attend the Vendor
Showcase.

International Meetings
• Frankfurt Book Fair
The Frankfurt Book Fair is the most
important marketplace for books, media,
rights and licenses worldwide. More than
7,300 exhibitors from 100 countries,
and 299,000 visitors attend. 80% of the
trade visitors are authorized to make
purchasing and procurement decisions.
10.5% of visitors are librarians; 70% are
from Europe and 13% are from Asia.
• London Online Information

Online Information is the meeting place
for the global information industry, with
visitors from over 69 countries. More
than 800 senior delegates, international
buyers, and specifiers of information
content and information management
solutions visit the exhibition.
The Journal Display Program offers many
benefits to publishers. Additional revenue
can be generated by directly targeting
librarians and other content purchasers at
conferences who interact regularly with
the users and requestors of your content
within their institutions. These are buyers
with the power to subscribe. Publishers
will also gain maximum visibility for their
titles by promoting their publications
at core industry meetings where buyers
have a hands-on experience and access
to materials they can share with others at
their institutions.
Promoting titles at all four U.S. meetings
alone can cost upwards of $10,000 for a
single publisher exhibiting independently.
Through the power of cooperative
marketing, publishers can be represented
at a fraction of the cost, allowing them to
make the most of their marketing budget.
Contact information gathered from
interested attendees will allow publishers
to economically build a list for future
marking campaigns. 

All Allen Press Buyer’s Guide advertisers are invited to
join our Journal Display Program. Participants receive:
• Display of their title(s) and marketing
materials at the Allen Press booth.
• A pre-meeting e-mail to all attendees
inviting them to visit the booth and view
the title(s).
• Staff at the meetings to provide direction
about subscribing or becoming a member.
• A post-meeting e-mail thanking those that
visit the booth for stopping by, with a link
to the online Buyer’s Guide where they
can find pricing information about the
publication(s).

• A report of individuals, with contact
information, who expressed interest in
the title(s).
• Shipping of the title(s) and marketing
materials to each meeting and back.
• Storage of materials for the program
calendar year.
For more information, or to advertise in the
Allen Press Buyer’s Guide and participate in the
Journal Display Program, visit http://allenpress.
com/services/buyersguide.

© Frankfurt Book Fair
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Joanna Gillette, Marketing

Platform Wars: Google and Apple Face Off
On February 15, Apple® announced a
new subscription service available to
publishers of content-based apps sold in
the App StoreSM. The new service offering
has generated a significant wave of
criticism in the publishing community.
No doubt anticipating some of the likely
concerns, Steve Jobs, Apple CEO, summed
the policy up this way:
“Our philosophy is simple—when
Apple brings a new subscriber to the
app, Apple earns a 30% share; when
the publisher brings an existing or new
subscriber to the app, the publisher
keeps 100% and Apple earns nothing.
All we require is that, if a publisher is
making a subscription offer outside of
the app, the same (or better) offer be
made inside the app, so that customers
can easily subscribe with one-click right
in the app. We believe that
this innovative subscription
service will provide
publishers with a brand
new opportunity
to expand digital
access to their
content onto the iPad,
iPod touch, and iPhone,
delighting both new and
existing subscribers.”
Apple’s 30% share may
have caused some
initial sticker shock,
but in the aftermath
of the announcement, the consensus
seems to be that Apple’s cut (the
same share they take for other In-App
Purchases [IAPs]) is not the main source
of publisher frustration, but rather
Apple’s pricing restrictions and their
opt-in approach to sharing consumer
information.
Requiring that the IAP price be the same
or lower than the price of purchasing the
content via the publisher’s website keeps
publishers from encouraging users to
purchase content directly by hiking up
the IAP price. Similarly, while Apple will
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continue to allow purchase outside of the
app, they will no longer allow the app to
contain a link to purchase the content or
subscription on the publisher’s website.
The pricing restriction coupled with the
prohibition on out-of-app purchase
links make it unlikely that even
renewing subscribers will
bother to deal
directly with
the publisher,
meaning Apple
will be taking
a 30% bite out
of the vast
majority of
subscriptions
sold.

Apple’s
policy further
removes
publishers from
the transaction
by requiring that
customers opt-in to
share their information
with the publisher.
Publishers depend on
customer information to woo
advertisers as well as market their
own products. Again, although Apple
allows for information sharing, the user
isn’t likely to opt-in.
It seems that Apple’s reputation for
maintaining a user-centric model is
holding, and it is this commitment that
gives Apple the edge to be able to dictate
such terms to publishers—the company
seems to be banking on the idea that
publishers can’t afford not to make their
content easily available to the everexpanding base of iFans.
Google™ announced its new service,
Google One Pass©, on February 16; just
one day after Apple announced their

new subscription service. Google, it
seems, has come out of the gate ready
for a fight, touting Google One Pass as
“a service that lets publishers set their
own prices and terms for their digital
content.”
Google One Pass appears to be an
obvious favorite for publishers.
The fact that Google’s cut
is only 10% as opposed to
Apple’s 30% take is only
one reason publishers
have thus far been more
eager to accept Google’s
terms. Google’s offering
also grants publishers
the freedom to set their
own pricing models and sell
their content through various
channels. Perhaps most attractive to
publishers is Google’s promise that the
publisher will maintain control over their
customer relationship. Google plans
to share subscriber information with
the publisher. The subscriber will have
the option to opt-out of sharing their
information, but the expectation is that
many users will not do so.
Google One Pass makes content available
across a range of mobile devices (no
Apple devices, of course), making the
potential market for subscriptions
through Google One Pass pretty sizeable.
This is mixed news for publishers.
Although it means that the Google
platform is a viable option, the market is
so divided that choosing either option
over the other will cut out a significant
market share.
In the end, no matter which product you
prefer, platform wars are problematic for
publishers. Those who can afford to will
likely use both Apple Subscriptions and
Google One Pass (many large commercial
publishers have already signed up for
both). Not many of us in the STM industry
are so fortunate. Without the resources
to support two platforms, STM publishers
face a difficult decision. 
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Pamela Miller, The New England Journal of Medicine

Full Disclosure
In late July 2010, the International Committee of
Medical Journal Editors (ICMJE, authors of the Uniform
Requirements for Submission to Biomedical Journals)
announced that its members had developed a single
standard form for authors’ disclosure of potential conflicts
of interest (COI), that the ICMJE journals were adopting the
form, and that other journals were welcome to use it. The
announcement is available at the ICMJE website (www.
icmje.org).
The purpose of the form is threefold. First, authors will need
to store and update only one form rather than completing
a different form for each journal. Authors can treat their
disclosure forms in the same way as they treat standard
pages they submit as part of grant applications. Second,
journals that adopt the form will be collecting the same
author COI information that other journals collect. Third,
if enough journals use the form, readers will begin to see
more similar disclosures across journals.

higher can fill it out. It looks like a PDF file, but it contains
programming that allows users to add and delete lines or
to display the information differently. The information in
the document is easily converted to XML for other uses. The
downside is that these files cannot be converted by any of
the commercial submission and peer review systems; they
must be treated as supplemental information.
Some journals are simply posting the completed forms
on the Web. Others are using the information disclosed
to write COI statements. In no case have ICMJE journals
changed their COI or disclosure policies; they have simply
normalized the method by which all the journals collect the
information.
The 15 ICMJE journals have adopted and are currently using
the form, which is in the public domain.
For additional information about this form, please feel free
to contact Pamela Miller at pmiller@nejm.org. 

The form is organized in four parts:
• Metadata – name of author, title of the
paper, etc.
• Information about the study – grants,
consulting fees, writing assistance, etc. The
period covered by this section is the entire
duration of the study.
• Personal disclosures – employment, patents,
equity ownership, grants, etc. The period
covered by this section is 3 years.
• Other – disclosure of anything relevant and not
covered in the previous sections.
The form (available at www.icmje.org/coi_disclosure.
pdf ) is interactive; anyone with Acrobat Reader 8.0 or

Allen Press Rises to 139 in Printing Impressions 400
We are pleased to announce that Allen Press has continued to advance in the Printing Impressions 400 list,
moving from 141 in 2009 to 139 in 2010.
Printing Impressions 400 is the industry’s most comprehensive ranking of leading printing companies
in the United States and Canada. In addition to company name and location, the report lists statistical
information, including most recent and previous year’s fiscal sales, percentage change,
primary print market specialties and principle offer(s), as well as company-wide
numbers of employees, manufacturing plants and total press units. Company rank is
determined by annual sales, though the 2010 report may not reflect 2010 sales for all
companies, as the fiscal year must be closed before the report is compiled.

139
141. Allen Press, Inc.
2011

For more information on Printing Impressions 400, or to see the complete list, visit
http://www.piworld.com/article/pi400. 
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Allen Press, Inc., Wins Four Awards in 23rd
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 Scientific and Technical Journals category, a bronze award was given for The
Mineralogical Record, which prints six times each year. A pewter award was given for the
quarterly Gems and Gemology.
In the Specialty Magazines, Sheetfeed category, pewter awards were given for American Art and
Gastronomica.
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 nearly 1,200 entries submitted across 47 different categories.
Winning pieces were selected based on print quality, technical difficulty and overall
visual effect.
“Even as the print market is shifting, Allen Press remains committed to the high quality
of printing that has long been a hallmark of the company,” said Gerald Lillian, CEO of
Allen Press. “As a partner with the clients we serve, Allen Press has set and surpassed
the industry standards for many printing innovations. Our production staff deserve the
recognition that winning these awards brings to them.” 
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