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Acouple years ago I got myself into big trouble when I wrote a blog post about 
the emerging phenomenon of “library bypass.” Library bypass is a publishing 
strategy in which a publisher that has traditionally sold most or all of its products 
to libraries begins to find ways to sell things directly to individuals, some of whom 

may have been library patrons. This is a form of disintermediation: 
the library sits in the middle between the publisher and the 
reader or end-user, and the publisher tries to go around the 
library. The point of that post was that publishers were 
developing library bypass strategies because libraries 
were telling them that they were out of funds; that they 
could not buy what the publishers wanted to sell. One 
document that was widely circulated from a library 
purchasing consortium advised publishers to lower 
their prices and not to introduce any 
new products. (“Statement on the 
Global Economic Crisis and Its 
Impact on Consortial Licenses”; 
International Coalition 
of Library Consortia 
[ICOLC].) Think about 
that for a minute: 
No new products. 
New research in 
universities would 
continue, but 
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“Value added.” It 
sounds like an odd sort 

of disclaimer - something 
along the lines of, “Void 

where prohibited,” or 
“No purchase 

required.” But 
the truth is, 
publishers 
have long 
been in the 
business of 
adding some 
value or other 
to a bit of 
content. It 
may be that 
the general 
role of the 

publisher as a value 
adder hasn’t changed much, but 

the value itself is shifting and ill-defined in 
these changing times. 

Joseph Esposito tackles the timely 
topic of disintermediation and the 
value change in our feature article, 
“Disintermediation and Its Discontents: 
Publishers, Libraries, and the Value Chain.” 
The topic made for a stimulating keynote 
address at our recent Emerging Trends 
seminar in Washington, D.C. 

Print distribution may no longer be 
the most prevalent value added by the 
publisher, but that doesn’t mean that 
e-formats are destined to replace all 
print copies. In our Research 2.0 article, 
“eManifest Destiny: Implications of the 
eBook Frontier for Scholarly Publishing,” 
Chad Johnston advises that “Scholarly 
publishers should know that there is 

room at the ePublishing frontier watering 
hole for flesh-and-blood horses like Flicka 
and electronic horses that flicker and 
glow as well.”    

It may be wise to heed another advertising 
disclaimer, “Results not typical.” It is 
increasingly important to experiment with 
different business models, publication 
formats, and technologies to find a 
strategy that fits your organization. I 
suspect that innovative and determined 
publishers will be adding value for more 
than a “Limited time only.”

“Operators are standing by!”  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.   

from the editor Joanna Gillette, Marketing
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there would be no new publishing products 
to accommodate that research. No one should 
be surprised that a publisher would read that 
consortium’s statement and call a meeting to 
discuss solutions to this. Library bypass is thus 
a rational response to tightened economic 
circumstances.

After I wrote that, the feedback pulled in two 
different directions. On one hand, I was accused 
of hating libraries and worse; publishers were 
accused of greed and a complete abdication of 
their civic responsibilities. On the other hand, 
publishers contacted me to discuss ways to sell 
books and journals directly to consumers. In 
some instances the discussion became emotional. 
The fact is, though, I was not advocating a line of 
action; I was simply describing what was already 
taking place.  Publishers continue to seek new 
ways of reaching customers whether I write 
about it or not. This is a rational response to a 
challenging situation: if you have something to 
sell, you look for someone to sell it to. Publishing 
has this in common with politics, that if you want 
to figure out what is going on, the best practice is 
to follow the money.

I should not have been surprised to stumble upon 
resistance to library bypass strategies. Not too 
many years before, a similar agitation arose when 
a prominent library association called for the 
creation of institutional repositories. (“The Case 
for Institutional Repositories: A SPARC Position 
Paper”; Raym Crow, SPARC.) These repositories 
were to store all the intellectual output of a 
university and make it available under an open 
access formula. It was proposed that over time 
these repositories would take the place of 
publishers. Indeed, with the World Wide Web 
and the growing effectiveness of search engines, 
publishers would have no role to play: an author 
would simply upload a paper to a repository, and 
Google’s search engine would do the rest.

You may recall the outraged response to this 
among advocates of the traditional publishing 
model. The combination of institutional 
repositories and open access would destroy 
the economics of publishing; the absence of a 
well-articulated business model would mean 
that these services would not be sustainable; 
the elimination of the publisher from the 

process would undermine peer review; and 
the collapse of peer review would reach to the 
very foundations of the university itself. In this 
critique, traditional publishers set themselves up 
as the Keepers of Civilization, and woe to anyone 
who chose to reconsider their priestly role.

It’s worthwhile to take a step back and take a 
look at what is actually happening in scholarly 
publishing today. Despite the clamor about 
library bypass, libraries continue to constitute 
about 85% of the revenue for academic journals. 
Obviously, that figure varies with particular 
publications, but few journal publishers have 
stopped thinking of libraries as their primary 
customers. In the academic book world, that 
percentage is lower, perhaps around 25%; but I 
have never met any publisher who was willing 
to turn away from 25% of its revenue. On the 
other side of the argument, we now see that 
almost every university has set up an institutional 
repository, but sales of publications continue 
to creep up year by year, allowing for a hiccup 
during the global financial crisis. If libraries and 
publishers are being disintermediated, it is not 
on a revolutionary basis. What we are seeing 
is a publishing system that is mature and not 
experiencing the robust growth it once did, but 
there is a big difference between middle-aged 
maturity and death. Disintermediation may be 
the new area for growth, but it is starting from a 
very small base.

For many people it is surprising that 
disintermediation is not more widespread. The 
core of this argument is that the Internet changes 
everything, as indeed it does. Once upon a 
time the difficulties of physical distribution of 
printed matter mandated that there be large 
organizations called publishers that saw to it that 
material found its way into the marketplace, and 
another kind of large organization called libraries 
that stored this material and made it available 
to readers. This circumstance reminds me of A. 
J. Liebling’s famous remark that freedom of the 
press is guaranteed only to those who own one. 
Now, on the other hand, a high school 
kid can set up a Web server and go 
eyeball-to-eyeball with Rupert 
Murdoch and Arthur 
Sulzberger. You 
don’t need 

“Publishing has 

this in common 

with politics, that 

if you want to 

figure out what is 

going on, the best 

practice is to follow 

the money.”
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“It’s worthwhile 

to take a step 

back and take a 

look at what is 

actually happening 

in scholarly 

publishing today.”

a press to become a pundit; you don’t need a 
big warehouse to store your books. There is no 
inherent reason why an entomologist working in 
Brazil cannot publish directly on the Internet and 
hope to reach an interested reader in Tallahassee 
or Tokyo; it’s only a matter of keystrokes. Once 
the material is online, people can find that 
material through search engines, social media, or 
perhaps the recommendations of colleagues. In 
this scenario, there is no role for the traditional 
publisher or the traditional librarian. What’s 
taking so long? Why hasn’t disintermediation 
already happened?

I am going to get to some practical instances of 
disintermediation in a minute, but first I want to 
spend a moment on why the habit of traditional 
publishing is so hard to shake off.

An economic value chain begins at the beginning 
and ends at the end. The first link of the chain—
or the “upstream” component, in the mixed 
metaphor of business jargon—is the author, 
who creates the work. Note that I don’t say that 
the first link is with the researcher. Research and 
the publication of research are different things; 
it is the publishing value chain under discussion 
here. The author creates value by originating 
an idea and marshalling information to support 
that idea. That idea is then shaped into more 
or less readable prose, with various tools such 
as citations to help support those ideas.  The 
author then passes his or her contribution to 
the next link of the chain – or “downstream.” 
Depending on the individual author and the 
kind of publication, that downstream link could 
be an editor, a colleague who serves as an 
editor, or perhaps, especially for book authors, a 
literary agent. As the material continues to flow 
downstream, it arrives at a publishing house, 
which adds value through the process of editorial 
selection, editorial refinement and production, 
manufacturing, sales, and marketing. Nowadays 
some publishers also get involved with adding 
value through the participation in preservation 
services such as LOCKSS and Portico. But a 
publisher’s biggest job is to help create a market 
for a book or journal.  

Publishers look downstream, too; depending 
on the kind of publication in question, the next 

link could be a subscription agent, a wholesaler, 
or in some instances, a library.  Each of these 
downstream links adds more value to the process. 
I am particularly fascinated by subscription 
agents. To an outsider, it is hard to explain the 
role of a subscription agent. Why can’t a publisher 
handle its own subscriptions by itself?  Of course 
a publisher can handle its own subscriptions, 
and in most cases, publishers would probably 
want to. The value of the subscription agent lies 
with libraries, who don’t want the administrative 
burden of having to deal directly with thousands 
of publishers. The same thing is true for book 
wholesalers, who add considerable value to 
libraries by making it possible to acquire books 
from a single source. Each link in the value chain 
adds something to the process. This is why we call 
it a value chain, because each link adds value.

When we get to libraries, the added value is 
obvious. Libraries are selective; they help guide 
readers to materials of higher quality. Libraries 
have purchasing power, which saves money 
for readers. Libraries provide a suite of tools for 
organizing publications and helping readers 
find what they are looking for. Libraries provide 
so much value that most people want them to 
be bigger. The call by Robert Darnton to build 
a national digital library is neither original nor 
surprising. (“Can We Create a National Digital 
Library?”; 2010) Anyone who uses a library 
wants that library to include everything and at 
no direct cost to the user. I can’t think of many 
institutions that most people would like to be 
bigger and cover a wider range.  Do you want 
your phone company to be bigger? How about 
your health insurance company?  If you send 
your kids to a small school, you might wish that 
it were bigger so that it could offer a wider range 
of courses and activities; but at some point the 
big school becomes too big, too impersonal and 
bureaucratic. For many institutions, scale does 
not scale.  Libraries are different from that. With 
libraries it is taken for granted that bigger is better.  
The only reservation most people have about 
libraries is that they don’t want to pay for them.

When we stop and look closely at each link in the 
publishing value chain, we begin to understand 
why disintermediation is so hard to bring about. 
Each links adds value; to disintermediate that link 



2011 no. 16  5 

feature cont. Disintermediation and Its Discontents: Publishers, Libraries, and the Value Chain

“What we have 

seen with open 

access publishing 

is that publishers, 

rather than being 

disintermediated, 

are learning how to 

co-opt it.”

potentially destroys that value. Sometimes the 
value that gets destroyed is obvious. For example, 
direct publishing by an author of an article 
bypasses the publisher, but at the cost of editorial 
selection and refinement. Of course, some 
authors resent publishers’ editorial work, but not 
all readers agree. Less obvious is that a publisher 
has a network of relationships with wholesalers, 
libraries, review media, and so on, all of which 
serve to bring a publication to readers’ attention. 
Disintermediate the publisher and you lose more 
than access to a printing press and a warehouse. 
You also lose a variety of marketing relationships. 
Ironically, an open access publication could come 
to the attention of fewer people than a toll-access 
publication because the traditional forms of 
publishing are embedded in a value chain that 
looks to publishers to assert the merits of their 
publications.   

Not all links in the chain are made of super-
strong titanium, however. Let’s go back to the 
subscription agents. Agents add value through the 
aggregation of materials purchased by libraries, 
thereby reducing libraries’ administrative costs. 
But what happens when the publications are 
open access, as many of them now are? What is 
the point of aggregating toll-access publications if 
the publications don’t carry a toll? An open access 
publishing process would clearly disintermediate 
subscription agents.  Disintermediation is possible 
when the value of a particular link is no longer 
required.  The important issue is in identifying 
what value we want to retain and what new value 
we want to create.

Open access publishing provides a fascinating 
example of how disintermediation can take place, 
but not always in the way you would expect. At 
the outset of the open access movement, the 
general plan was to make research materials 
available at no cost to readers. Institutional 
repositories were set up to provide a home for 
these materials. Traditional publishers were going 
to be disintermediated. Libraries were going to 
take on a publishing role.  

What is evolving with open access is very 
different from this, however. While most 
universities do indeed have open access 
repositories, by and large the repositories have 

not been as successful as their supporters had 
hoped. This in turn has given rise to mandates 
for researchers to deposit their articles into 
repositories. This is a curious development, is 
it not? No one has to be mandated to buy an 
iPhone or an iPad; no one has to be mandated 
to create a page on Facebook; but a mandate 
is deemed to be necessary to get researchers 
to do what open access advocates say is in the 
researchers’ own interests.  

Open access services are thriving, however; 
they just aren’t thriving in libraries. BioMed 
Central, a commercial venture, created an 
author-pays model for open access that has 
now been widely emulated. BMC, of course, 
was subsequently acquired by Springer, among 
the largest publishers of scientific research. The 
Public Library of Science has established a highly 
regarded open access service, and they have 
done it entirely outside of libraries. Now PLOS 
has attracted many imitators: Wiley Blackwell, 
BMJ, and, in the social sciences, Sage. Most 
intriguing is an open access service from AIP, 
which seems likely to create competition for the 
library-sponsored physics arXiv at Cornell. What 
we have seen with open access publishing is that 
publishers, rather than being disintermediated, 
are learning how to co-opt it. With open 
access publishing, libraries have succeeded in 
disintermediating themselves.

In the book world, there are signs that publishers 
are indeed being disintermediated; the question 
is how exceptional are these instances of 
disintermediation. An established mystery writer 
named Joe Konrath decided to move his books 
over to Amazon’s self-publishing service because 
of the promise of earning higher royalties. I doubt 
that there is a trade publisher in the world who 
has not been following Konrath’s career closely, 
praying that he 
will fail. 
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“Because the 

Internet makes 

it possible for an 

author to have a 

direct connection 

to a reader, it 

is assumed, 

therefore, that 

authors will 

inevitably connect 

directly to readers.”

Even more fascinating is the case of a young 
woman named Amanda Hocking, who came 
to self-publishing with no prior publishing 
experience. Her young adult novels earned 
her a small fortune, attracting the interest of 
major commercial publishers, one of which 
has now signed up Hocking to a million-dollar 
contract. One emerging pattern seems to be 
that publishers are initially threatened with 
disintermediation, whether through open access 
or self-publishing services, and then find a way to 
reinsert themselves into the value chain. Having a 
big checkbook helps.

Rather than think of disintermediation as the 
collapse or shrinking of the value chain, we 
should probably think of it as a new way to 
re-create the importance of it, but in a different 
way. Hocking, for example, understood that 
traditional publishers create demand for books 
through their marketing arrangements; she then 
set out to create her own marketing network 
through an aggressive use of social media, 
which just happens to be the favorite form of 
communication among her young readership. 
In the open access world, publishers know that 
authors enjoy the value of peer review; thus, 
rather than set up repositories that provide no 
rigorous editorial filters, the new open access 
services are determined to retain strict editorial 

procedures. We can disintermediate certain 
links in the chain, but it is 

very hard to eliminate 
the value embodied 

in those links.

Too often, talk of disintermediation lends itself 
to a version of technological determinism.  
Because the Internet makes it possible for an 
author to have a direct connection to a reader, it 
is assumed, therefore, that authors will inevitably 
connect directly to readers. This ignores the role 
of human agency. People have to think about 
things, assess options, and make decisions. 
When Sage recently announced an open access 
repository for the social sciences, it was not 
because the Internet sent a text message to the 
CEO. Sage studied PLOS very carefully, sifted 
the information, explored other programs that 
it might want to initiate, developed multiple 
scenarios of how the service might play out, and 
took into account how the service would impact 
Sage’s other business activity. The Sage Open 
Access service was very much a deliberative 
decision by the company’s management team. 
Sage is intent upon having the Internet work for 
it, not the other way around.

What this implies is that disintermediation is not 
an abstract force “out there” but the outcome of 
a series of executive decisions. Those decisions 
are not made without a context; they are clear 
and tangible and they reflect the interests of 
those making those decisions. Disintermediation, 
in other words, is an outcome; but the input is 
management strategy. Rather than talking about 
disintermediation, we really should be talking 
about the things that affect management decision-
making and strategy and to take control of them.

I want to digress for a moment with an anecdote 
about an experience I had while working with 
Encyclopaedia Britannica in the 1990s. I was 
brought to Britannica in 1992 from its dictionary 
subsidiary, Merriam-Webster, to develop an 
electronic encyclopedia. This seemed like an 
incredibly cool thing to do and I was eager to get 
started. What I had not realized was how many 
obstacles I would find along the way, none of 
them technological.

At that time the encyclopedia was sold in 32 
print volumes, mostly by a direct sales force, the 
encyclopedia salesmen of legend. There were 
about 2,000 of these sales representatives in 
the U.S., about a thousand overseas. Together 
at the company’s peak in print, they sold about 
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175,000 sets of the encyclopedia a year at an 
average price of $1,600. It was a big business, 
and it became big because of sophisticated sales 
and marketing. Britannica was indeed a sales 
and marketing company with a brand name that 
smacked of the academy. A stranger animal I have 
never seen in my entire career.

The question was, Would an electronic 
encyclopedia be sold by this sales force or 
through some other means? This is not a trivial 
question. Let me provide some analogies.  
For years auto insurance was sold through 
local agents, but then Geico came along with 
its telemarketing. We used to buy music in 
record stores; now we buy it online, if we buy 
it at all. In the 1970s and early 1980s, personal 
computers were primitive devices sold mostly to 
energetic hobbyists, but by the mid-1980s, PCs 
were primarily being purchased by corporate 
officials, who then made the machines available 
to employees. And the story of Amazon is too 
familiar to retell. Products are sold in various ways 
and sometimes those distribution methods move 
around, disrupting the value chain. Of course, 
everyone likes to be the disruptor, no one wants 
to be the disruptee.

At Britannica the historical success of the sales 
force meant that virtually the entire company 
was dominated by sales executives. The editorial 
staff had no voice in company decision-making. 
When the management spoke, it thus spoke for 
the interests of the sales force. This meant that an 
electronic encyclopedia should be sold in exactly 
the same way as a print encyclopedia. Try to 
picture this: a CD-ROM version of the encyclopedia, 
even an Internet version, would be sold door to 
door at a very stiff price. No matter that most of the 
sales force did not even use computers.

When I made the point at a Britannica 
management meeting that when the product 
went digital, the sales and marketing would have 
to go digital, too, I was given a lecture about our 
customers. “Our customers,” I was told, “have to be 
shown the value of the encyclopedia.” This meant 
making an appointment with a prospect and 
sitting down at the kitchen table with extensive 
sales materials describing the benefits of owning 
an encyclopedia, especially if you wanted your 

kids to do well in school.  When I heard this, I said, 
“We have to stop talking to our customers.”  

This is counterintuitive, is it not? We are always 
being told to get close to our customers.  But in 
fact it depends; it depends on what you are trying 
to do. If you have an established business that is 
continuing to grow, it is a very good idea to get 
close to your customers.  You want to know what 
they need; you want to become their primary 
supplier. But suppose you have a business in 
a mature industry; suppose the number of 
new customers is not growing and even the 
amount your existing customers are spending is 
beginning to drop. In such a case, talking to your 
customers is about the worst thing you can do. 
You cannot afford to let your strategy be tied to 
the markets of the past. You need new markets; 
you have to find new customers.

I advise publishers and librarians alike to be 
wary of the temptation to think that their 
conversations with one another represent a 
means to determine a long-term strategy. These 
conversations are important, but they can at best 
solve today’s problems. Growth for publishers is 
going to come from outside libraries, and that is 
where the new conversation must take place.

Similarly, professional society publishers need to 
be thinking beyond their current membership. 
Would a revamped publishing program entice 
more professionals to become members? What 
kinds of things are non-members looking at today 
and how can the society’s publishing program 
evolve to intersect with those needs in the future?  

If I may be permitted another anecdote, not 
long ago a friend reported to me a conversation 
he had with a Board member of a professional 
society. My friend asked the Board member to 
describe the customers for the organization’s 
publications. The Board member replied: “We are 
our customers.”

What the Board member implied is widely held, 
that there is a circle for research and publication, 
with each member of this community serving 
both as author and as reader.  This model does 
not take into account all the people working in 
the field who are not members of the professional 
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society; the professionals in adjacent areas who 
may at times read the publications, but are not 
likely to write for them; the students who will 
directly or indirectly benefit from the publications; 
and the general public who become aware of new 
areas of research as the publications are mediated 
by consumer media – such as, for example, a 
scientific paper that gets reported on in The New 
York Times. Rather than think of the authors and 
readers of scholarly communications as working in 
a closed circle that is defined by their professional 
associations, it’s better to use a metaphor of a 
spiral, with researchers sitting at the center, and 
the publications they create spinning out to 
different categories of readers. When you talk to 
your customers, you have to talk to all of them, 
including the ones you don’t know about yet.

It would be silly to suggest that professional 
societies should attempt to disintermediate 
their own membership, but it is meaningful 
to ask how the work of a society, as expressed 
by its publications, fits into the larger context 
of scholarly communications and what value 
it brings to each segment of readers. This may 
prompt some societies to begin to rethink some 
of their marketing objectives in order to bring 
in a new class of readers; and this in turn may 
suggest reasons to create new products to serve 
those new audiences. On one hand, this could 
be called a form of disintermediation, but it 
seems to me to be more reasonable to think 
of it as the creation of a new value chain, with 
the stress being given to the new value that is 
created.   

Authors seeking to publish their books now have a new 
option, Self Publishing Press.

Self Publishing Press was created to provide individual 
authors with all of the tools and services required for 
professional book publishing. When authors self-publish their 
books, they retain their copyright and complete control of 
the publishing process. These authors also retain a higher 
percentage of the sales revenue that their books generate. 

“The number of traditional publishing contracts being offered 
has decreased dramatically in recent years. Many publishers 
just aren’t willing to take the risk 
associated with publishing a new 
author. With the advent of direct 
distribution channels like our 
author bookstores, Amazon.com 
and the migration to eBooks, 
self-publishing has evolved into 
a solid cost effective model,” 
notes Kevin Pirkey, President 
and Publisher at Self Publishing 
Press. 

“There are a variety of vanity 
press style self-publishing 
firms in our industry. Self 

Publishing Press strives to provide a far more professional 
offering, focused on the long-term success of our authors,” 
added Pirkey. "Anyone can download our 'Author Bill of 
Rights' or our standard publishing contract from our website 
prior to establishing a relationship with Self Publishing Press. 
We also encourage our authors to share their experience with 
us through a variety of social media channels."

Self Publishing Press provides several service packages as well 
as a complete list of a la carte service options. If an author 
is in search of a complete editorial, design, production and 
marketing effort, or just needs help registering an ISBN, Self 

Publishing Press is well equipped 
to assist him or her. The most 
successful self-published authors 
are those who remain engaged 
and actively market their work. 

Self Publishing Press is  
on the web at www. 
SelfPublishingPress.com and also 
on Facebook. For information, 
contact Kevin Pirkey at  

publisher@ 
SelfPublishingPress.com 
or 866-765-8729.   
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E-readers undoubtedly have their perks. 
You can download content quickly, carry 
around a library’s worth of research in a 
lightweight format, and connect to the 
Internet while reading. Yet, for all their 
convenience, e-readers such as the Kindle, 
Nook, and Sony Reader have introduced 
citation challenges for researchers and 
scholars. 

Most e-books and other 
electronic sources 
formatted for 
e-readers forgo 
page numbers 
for other markers, 
such as location 
numbers, which 
relate to specific 
sections of text. The 
style and location of 
these markers vary 
from one device to 
another, which has 
the potential to create 
confusion about where 
authors found their information.

A recent software update for the Kindle 
includes “real page number” availability, 
which allows readers to access the page 
numbers of the text corresponding to 
a specific print edition. However, this 
feature raises the question of whether 
the electronic versions and print versions 
of texts qualify as one and the same.

This editorial 
conundrum brings 
the purpose of 
citations into focus. 
Citations give 
research validity 
and integrity. It is 
crucial that they be 
easy to decipher so 

that readers can 
access 

the same sources the author did. To 
address this issue, the Modern Language 
Association, the University of Chicago 
Press, and the American Psychological 
Association have all released suggested 
styles to assist authors when citing 
electronic media.

These guides vary slightly on style, but the 
consensus is that citations of electronic 
media should include the following:

•	 Section and paragraph numbers
•	 Section headings
•	 The format or edition of the material 

(ex. Kindle edition)

Although the changing nature of 
citations has not yet affected the STM 
community as drastically as the humani-
ties, citing electronic media will likely 
become an integral part of all sectors 
in the publishing industry. Authors 

should remember that no matter what 
sources they use, clear and accurate 
citations are key to quality research 
and writing.   

Cite it Right: The Conundrum of Citing Electronic Media
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Congratulations to Maney Publishing:  
100 Journals and Counting!
 

Maney Publishing has published its 100th journal with the release of 

the first 2011 issue of Journal of Spinal Cord Medicine. The imprint, 

whose first journals appeared in 1998, has become a significant 

publisher of British society journals and in recent years has extended 

its publishing activity world-wide, working now for a growing number 

of learned societies, professional bodies, and universities in North 

America and Australia.

Allen Press provides print and distribution services for eight Maney 

Publishing titles.

To view the complete press release, visit http://www.maney.co.uk/

files/pr_and_corporate/PR_100th_journal_web.doc.
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The publishing industry is engaging 
in a lot of “frontier talk” these days. 
PricewaterhouseCoopers’ recent study, 
“Turning the Page: The Future of eBooks,” 
surveys the eBook landscape much as 
Lewis and Clark may have when they 
first began exploring America in all of its 

expansiveness. But this particular 
frontier is not limited to 

geographical confines. 
Like the Internet before 

it, its possibilities 
appear to be 

limited only by 
the imaginations 
of the industry 
professionals 
who are 
building it page 
by page, and 

pixel by pixel.

I find myself with 
the digital dust of this 

frontier on my own 
computerized cowboy boots. 

At present my literary agent is 
pitching my first book to the publishing 
market. We hope to negotiate publishing 
contracts for both print and electronic 
editions of my book. 

Other ePublishing frontier outposts have 
been established elsewhere in my life. After 
seeing my dad’s Kindle at Christmastime, 
I purchased my own—a 3rd generation 
version of Amazon’s flagship eReader. 
Shortly afterward, my wife ordered Apple’s 
latest tablet—the iPad2. We are both quite 
fond of our gadgets. In fact, I think my wife 
has been keeping hers under her pillow at 
night for safekeeping and savoring (a fact 
she would deny). 

As newspapers fold and printers and 
publishers of physical books ponder 
the effects of the eBook, scholarly 
publishers likewise cannot help but 
wonder how and where they should set 
up camp on the ePublishing frontier. 
PricewaterhouseCoopers offers much great 
news for the industry, and substantial food 

for thought as well. “The Gutenberg era is 
not about to come to an end,” it proclaims. 
“Printed books will still exist.” In other words, 
the existence of a new frontier does not 
mean that previously established publishers’ 
settlements will become ghost towns. 

While the study does not specifically 
address academic publications, it does 
discuss special interest publications, as 
well as newspapers and periodicals. I 
suspect that many of the study’s findings 
for publications such as these may likewise 
have implications for scholarly publishing.

First, there is the potential for a 
publication’s content to demolish 
traditional boundaries, extending beyond 
the borders of the published piece itself. 
PricewaterhouseCoopers urges publishers 
“to position themselves as content providers 
and not just the suppliers of physical books. 
They will have to make content available 
on multiple media, in multiple formats, on 
multiple platforms. This content may not be 
limited to the text of a book itself—it may 
also include audio, video, and games. This 
additional content may lead to incremental 
revenue.” That is, electronic publications 
should not be seen as self-contained, 
isolated objects on par with a book one 
might find on a shelf, but as opportunities 
for additional content provision.

The notion that a publication’s content 
may extend beyond itself seems to be the 
logical follow-up to the music industry’s 
extension of the album format with the 
advent of the MP3. Albums now often 
feature exclusive supplemental songs that 
can only be downloaded from iTunes, 
Amazon, or eMusic, for example. 

The scholarly publishing industry might 
do well to adopt a similar strategy, 
offering materials that supplement the 
content found in the articles themselves. 
Biographical author information, links to 
other articles by the authors, and links to 
topically related articles from previous 
journal issues might offer readers a more 
interactive, enriched experience. 

Second, there is the opportunity to 
rethink how the published product is 
presented to subscribers. The authors of 
the PricewaterhouseCoopers article note 
that “the main challenge facing publishers, 
according to the experts, is to avoid making 
the same errors as the music industry.” In 
the wild musical west circa 1999, consumers 
downloaded countless MP3s from Napster 
because it was both easier and more cost 
effective than purchasing a physical copy 
of the album. The music industry has been 
hemorrhaging revenue ever since. 

While I cannot imagine anyone wanting 
to pirate academic articles about the 
bacteria that live in the digestive tract 
of the meerkat in Botswana, I can 
certainly understand the desire to 
preserve the existing revenue streams 
that fund a journal’s operations. The 
PricewaterhouseCoopers article states, 
“Most experts believe there will also be a 
market for jointly distributing eBooks and 
printed books.” 

Interestingly enough, the music industry 
has seen something of a resurgence in 
its vinyl sales recently, as records are 
increasingly being bundled with MP3 
download versions of purchased albums. 
Likewise, with the advent of Blu-ray 
discs, more and more film companies are 
providing consumers with packages that 
include a Blu-ray disc, a standard DVD, 
and a digital version of the film as well. 
Providing journal subscribers with both 
print and digital versions of publications, 
and making the digital versions available 
in a variety of formats—suitable for both 
eReaders and tablets, for example—might 
similarly suit subscribers’ changing needs 
and media usage patterns. 

I would also suggest that offering multiple 
formats to readers might be seen as a 
means of encouraging greater individual 
freedom. The authors of the study envision 
a world in which “consumers might 
read an eBook on their mobile reading 
device during the day when traveling… 
(and) have the printed version on their 
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desk when they arrive home.” Jointly 
distributing print and digital versions of 
a publication “would be attractive…in 
conjunction with a cloud model, in which 
consumers acquire the rights to access 
digital books and would be able to access 
their eBooks with any device with online 
capability via their secured online access.” 
Allowing readers to have a multitude of 
options for consuming a particular journal 
article means allowing readers to have 
freedom to use scholarly publications in a 
way that suits them best. In the end then, 
offering multiple formats to the reader 
is pragmatic on three levels: It preserves 
revenue, accommodates the media usage 
habits of readers, and allows for greater 
personal freedom for readers as well.

Third, with additional regard for revenue 
concerns, PricewaterhouseCoopers 
suggests that “Advertising might … be 
integrated in eBooks to reduce the prices of 
electronic books or to open up new sources 
of revenue.” Here, as with the ePublishing 
frontier in its entirety, scholarly publishers 
are presented with another opportunity to 
pioneer. With digital formats, “new types 
of digital ad models (beyond conventional 
display and search) might present ad 
opportunities that are more appealing to 
consumers, advertisers, and publishers, 
such as a video pre-roll prior to a download 
or the placement of logos, ads, or coupons 
on the device home screen.” 

In other words, just as business-savvy 
technophiles learned early on that 
advertising was a means of monetizing 
the Internet—bombarding users with 
an abominable abundance of pop-up 
windows, animated sidebars, and flashing 
banners—advertising will surely find a way 
in the monetization of the ePublishing 
industry as well. The scholarly publishing 
industry can participate in envisioning 
what that kind of advertising will look like 
and how it will affect readers. 

Fourth and finally, the article states 
that “tablets are expected to be the 
breakthrough product for newspapers 
and periodicals.” I suspect this may hold 
true for scholarly publications as well. 

Tablets have color displays that enable 
them to offer visually stimulating versions 
of publications, ensuring that if print 
newspapers do, in fact, go the way of 
other extinct technological dodos, their 
electronic counterparts will be alive and 
perhaps even more vibrant. 

Regarding the iPad in particular, 
PricewaterhouseCoopers references 
Mathias Döpfner, CEO of German 
newspaper publisher Axel Springer, who 
said, “Every publisher should thank God 
every day that Steve Jobs is rescuing the 
publishing industry with the iPad.” It goes 
on to explain that “several US newspapers 
and magazines have launched apps for the 
iPad.” Some of these apps are free. Others 
require paid subscriptions. The free apps 
sound charitable to users—like undeniable 
gestures of publisher goodwill—and the 
paid subscriptions sound like coins in the 
coffer for publishers who are concerned 
about paying overhead costs when it 
comes to electronic publications. 

In the end then, the absence of a physical 
newspaper need not mean the absence of 
that green paper that pays the bills. Paid 
subscriptions for ePublications are proof 
that publishers can develop functional 
models for monetizing the ePublishing 
frontier. This is something scholarly 
publishers would do well to keep in 
mind as they aim to keep the lights on in 
the Ivory Tower.

But I would go one step further: While 
PricewaterhouseCoopers’ study sees 
the tablet as the breakthrough device 
for newspapers and periodicals, I 
would emphasize that this need not 
be accompanied by the eradication of 
a journal’s print equivalent. Again, the 
Gutenberg era is not over—and for good 
reason. Because print editions of scholarly 
publications tend to be made of more 
durable materials than newspaper, they 
offer readers a permanence and prestige 
that will endure with time. The print 
edition, if anything, has the potential to 
complement the existence of the digital 
edition, which offers the elegance and 
vibrancy of a glowing shop window display 
when seen on a sleek tablet.

As the publishing industry moves into the 
digital frontier, PricewaterhouseCoopers’ 
study insists that it will not forget its 
real-world roots, neither in business 
practices, nor in its production of physical 
products. “eBooks will become established 
as a further book format in addition to 
paperbacks and hardcover” the study 
concludes. In the end, scholarly publishers 
should know that there is room at the 
ePublishing frontier watering hole for flesh-
and-blood horses like Flicka and electronic 
horses that flicker and glow as well.    

The study is publicly available in its entirety at 
http://www.pwc.com/en_GX/gx/entertainment-
media/pdf/eBooks-Trends-Developments.pdf. 
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