
ALLEN 
PRESS 
2 0 1 3

“…we must look at 

print versus online

delivery, digital 

and offset press 

production, 

mobile site versus 

app….”

feature

In front of publication issues that matter

FrontMatter
ISSUE   no. 23

A dvancing technologies and more expansive online access have created an 
environment primed for increasing digital content delivery. However, as is true 
with most things, in addition to opening up the breadth of opportunities, more 
choices can mean more challenges.

For societies and publishers, the questions about publication are no longer geared around 
press runs and print distribution. Now, we must look at print versus online 
delivery, digital and offset press production, mobile site versus app, and 
the list goes on. Furthermore, these options are all being discussed 
under the pressure of shrinking publication budgets and increasing 
distribution costs.

Now, it may seem like content distribution advice from a printer 
would be a bit one-sided, but the truth is, Allen Press is much 
more than just a printer. We offer a number of distribution 
solutions, including online and eBook distribution. Although 
I’ll admit that many of us do have ink in our veins, our real 

goal is to collaborate with our customers to find the 
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What’s Your Why?

FrontMatter is printed by Allen Press on  
Flo Matte, 70 lb. 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 from well-managed forests 
and other responsible sources. 

Products with an FSC® (Forest Stewardship 
Council™) label support reuse of forest 
resources and are created in accordance 
with FSC® standards. FSC® is an 
international, nonprofit 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
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Our Mission:  Exceed the expectations of publishers, societies, and associations by 
collaborating with them to deliver publishing, printing, and support solutions.

FrontMatter In front of publication issues that matter

At a recent employee forum, Allen Press 
CEO, Gerald Lillian, asked employees to 
share why they work for the company. 
More than a few of my colleagues cited 
their enthusiasm for our customer 
base and a genuine desire to help the 
organizations we serve to be successful  
in their endeavors.

It is this spirit that prompts a company 
whose core business is still print to spend 
significant time and energy consulting 
with customers who are planning 
to eliminate that piece of their 
distribution model. In 
our Feature article, 
“Strategic Content 
Delivery: The Print to 
Digital Predicament,” 
I’ve shared some of 

the things we have learned as we work 
with customers to find the distribution 
strategy that is best for their business. 
We’re also pretty proud of our broad 
service portfolio that enables us to 
provide solutions far beyond printing.

Another reason Allen Press employees 
continue to devote themselves to this 
business is the quality of our work and 
the pride we take in a job well done. Our 
position as a Printing Impressions Top 400 

printer is evidence of this.

What I heard 
most from my 
colleagues was 
an appreciation 
that Allen Press 

is a family 

company with family values. This is a place 
where we care about each other and our 
local community. Our charity involvement 
as reported in “Allen Press and Employees 
Make Significant Contributions to the 
Lawrence community,” and desire to 
highlight valued employees in our 
Employee Spotlight speak to this fact.

I know our readers are passionate about 
the organizations they serve—many 
volunteer their time and talents with little 
or no monetary compensation. Even those 
of us who earn a pay check have a choice 
about where we serve. What’s my Why? I 
love working for a place that recognizes 
talent and provides employees with an 
opportunity to grow. What’s your Why? 
Email frontmatter@allenpress.com to 
share.  
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“Strategic content 

delivery looks at 

readership, industry, 

and budget in 

the context of all 

available distribution 

models.”

best solution to fit their needs, whether or not 
it includes a print component. With this article, 
we hope to help you approach the question of 
content distribution more strategically, so you 
can avoid potential pitfalls.

To Print or Not To Print—Is That the 
(Right) Question?
As scholarly publishers realign their publication 
models with a greater eye towards technology, 
the simple question of whether to print or not 
becomes a more complex question of finding 
the most strategic way to deliver content within 
the publication’s budget in a format that readers 
desire.

Many publishers are facing some, if not all, of 
these five main challenges:

•  Shrinking subscriber bases
•  Increasing distribution costs
•  Demand for shorter submission to 

publication timelines
•  Globalization of information 
•  Meeting the needs of customers given the 

rapid growth of content delivery formats 

Too often when a publisher sees a decline in 
subscription numbers, a decrease in revenue, and 
an increase in expenses, or is feeling pressure 
to add new distribution options, the immediate 
inclination is to stop all print and move to online 
journal hosting as the only content delivery 
method. This cause and effect model doesn’t 
qualify the reason for the decline and is an all 
or nothing assumption about how publications 
should be delivered.

Strategic content delivery looks at readership, 
industry, and budget in the context of all 
available distribution models.

Know Your Readership
Many of the publishers we work with at Allen 
Press are society or association publishers. Often, 
print subscriptions are provided as a benefit 
of membership. As a member benefit, a key 
consideration is how a change from print to 
online distribution may change how members 
value the benefit. In some cases, online access 
may be something the membership has been 

clamoring for. In other cases, members may see 
the removal of the print version as a decrease in 
the value of the benefit. The best thing society 
and association publishers can do is survey their 
members to find out what value they put on the 
print version of the publication.

When surveying, it is important to ask the right 
questions. Simply asking, “Would you like to 
continue to receive a print copy of the journal?” 
oversimplifies a complex situation. Many readers 
may use both the print and online versions of 
a journal, but in different ways. In order to get 
a more complete picture of how your readers 
value both the print and online versions, ask 
behavioral questions like, “How do you search 
for content?” or “How much time do you 
spend reading the online/print version of the 
publication?” Another approach is to ask readers 
to quantify the value of print as a member 
benefit. Give a tangible alternative that allows 
members to make an educated choice. If you 
are considering discontinuing print so that you 
can repurpose funds to bolster another benefit 
of membership, let your members rate the value 
of each option by asking them to choose which 
benefit they prefer.

It is also important to remember that for many 
members, a primary benefit of the print journal 
can be exposure to content that is outside of 
their core research area but tangentially related. 
We’ve heard members express concern about 
losing touch with the broader discipline if they 
only read the articles they search for online 
when doing their research. Providing tables of 
contents or article alerts via email can provide 
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a similar function and should be implemented 
before starting a transition away from print. 
However, as we all know too well, email can get 
lost in overflowing inboxes or spam filters, so 
they may not have the same effectiveness.

If you think your membership is ready to let go 
of the hardcopy, test the waters by decoupling 
the print subscription from membership fees. 
Many association publishers are continuing to 
offer a print subscription, but including only the 
online version of the publication as a benefit of 
membership. That means the print copy is still 
available for those members who are willing to 
pay for it. Charging a premium price for print 
places the onus on those who value the print 
version of your publication, and may allow you 
to maintain lower pricing for those who are 
content with the digital version. This is also 
a low-risk way to see how your membership 
reacts to a change in benefit. If print copy sales 
are low enough, you may be able to discontinue 
print altogether. On the other hand, shifting 
the burden of cost to those members who are 
willing to bear it also enables you to maintain a 
small print run for as long as there is a market 
(however small).

Industry Concerns
Each discipline has its own unique challenges 
when it comes to content distribution, but here 
are a few concerns that most scholarly publishers 
share:

Long-Term Preservation  A change from a print 
distribution model to a digital distribution model 
requires a shift in thinking about long-term 
preservation. With no print version to fall back 

on, serious consideration needs to be 
given to what happens if service to 

the digital version is interrupted 
(either temporarily, or 

indefinitely). One way to 
mitigate the risk that 
digital content will be 
lost is to participate in 
a content archiving 
service like CLOCKSS 

or Portico. There are 
several content archiving 

services available for 

scholarly publishers. Different archives have 
different methods of preservation and unique 
circumstances under which content is released. 
Often times, content in an archive lies dormant 
until a “trigger event,” such as discontinuation  
of a publisher, causes content to be made 
available. An Overview of Content Archiving 
Services in Scholarly Publishing, a white paper 
released by Allen Press in 2011, provides an 
excellent introduction to some of the most 
prevalent archiving services in existence  
(http://allenpress.com/system/files/pdfs/ 
library/archiving-whitepaper.pdf ).

Member Expectations  In membership 
organizations it is common to have long-term 
or even life-time membership options. If those 
membership types historically included a print 
subscription to the journal, it may be important 
to honor the commitment and print a small 
number of copies to fulfill these orders.

Budget Considerations  It may seem like a matter 
of simple arithmetic—eliminating print means 
a decrease in production costs—but the math 
isn’t so easy. Not only is the cost side of the 
transition from print to online-only publication 
a complex calculation, but expense is not the 
only consideration. Eliminating print may affect 
revenue streams as well.

For publishers who are already publishing both a 
print version and an online version, eliminating 
print can result in a cost savings. For publishers 
who don’t have an online presence, the initial 
investment will likely mean a short-term increase 
in expense as you work through the transition, 
followed by a decrease as print is phased out. 
In general, the fixed costs of an online-only 
publication model are pretty similar to those in a 
print distribution model. Standard expenses such 
as peer review, editorial staff, copyediting, and 
paging are required for both print publication 
and online publication. The cost of online hosting 
may or may not be less than print production 
costs, depending on things like paper quality, 
number of copies printed, and size/weight of the 
finished product (which will affect postage fees). 
The big difference is that in the online world, 
expenses don’t really scale with the publication’s 
subscription base. It costs just as much to make 

“It may seem like 

a matter of simple 

arithmetic—

eliminating print 

means a decrease 

in production 

costs—but the 

math isn’t so easy.”



2013 no. 23  5 

feature cont.  Strategic Content Delivery: The Print to Digital Predicament

“From an 

advertiser’s 

perspective, the 

value proposition 

for the online 

format is quite 

different from the 

print format.”

a publication available for 1 subscriber as it does 
for 100.

There’s another wrinkle to this tricky equation—
it isn’t simply a question of whether to print or 
host content on an online journal site anymore. 
Now, you’ll need to consider all the different 
distribution options available, including mobile 
access and eBook formats and distribution 
channels. Meeting your readership’s needs 
and remaining competitive may mean making 
your content available through more than one 
distribution channel.

Advertising Revenue  While not all scholarly 
publications allow advertising, there are some 
that depend heavily on advertising revenue. 
Many online journal platforms also offer 
advertising options, but from an advertiser’s 
perspective, the value proposition for the online 
format is quite different from the print format. 
Metrics are calculated based on impressions and 
click-throughs rather than circulation numbers, 
and some advertisers are wary of the effects of 
“banner blindness.” Similarly, a small tower or 
banner advertisement may not be as desirable as 
a full page spread.

Thus far, online ads are generating fewer dollars 
per ad compared to print ads. Despite the fact 
that there are no hard metrics associated with 
print ads, or maybe because of this reason, the 
perceived value of print is still greater. Unless the 
advertiser includes an offer code or trackable call 
to action, reader engagement is very difficult to 
measure. On the other hand, online advertising 
ROI is much more transparent and the actual 
value of the ad in terms of engagement may be 
disappointing to the advertiser compared to the 
perceived value of a print ad.

To offer an example, two years ago Allen Press 
worked with a society whose print journal, 
which was mainly a member publication, was 
struggling financially. In order to attract library 
subscribers and potentially increase revenue, 
they needed to have an online presence with 
IP authentication and access control. As their 
budget was tight, they decided to decouple the 
print subscription from membership dues and 
charge members a premium to receive a print 

subscription of the journal. The 
production savings were used to 
launch an online journal website. 
Even though some members 
expressed dissatisfaction 
about this change, less than 
half of the members opted 
to purchase a separate print 
subscription, which at first, 
confirmed that the decision 
to go online was the right 
one. The per-copy price for 
the print subscriptions went 
up, but overall printing costs 
were reduced enough to cover 
the cost of the new website. All 
was well until advertisers began 
expressing concern and indicated little 
desire to advertise online. Furthermore, the 
prices advertisers were willing to pay for online 
ads were significantly lower than what they had 
been paying for print ads. Advertising revenue 
decreased by 50% as a result of the transition 
and the journal faced even greater financial 
challenges. After evaluating the impact of the 
decision to move to a primarily online model, 
the decision was reversed and print copies were 
again sent to the members at no additional 
cost. The good news is nearly all of the previous 
advertisers came back in addition to several new 
ones, and advertising revenue increased 247%, 
eclipsing pre-recession totals.

This is not to say that online advertising can’t 
be an attractive offer for advertisers. The 
ability to host Flash or HTML5 advertisements 
and link directly to an advertiser’s webpage 
may be powerful draws. There are digital 
magazine platforms that preserve the layout 
of the print publication and offer premium 
advertisement options including not only 
full-page advertisements placed as they would 
be in a print edition, but also sponsorship 
opportunities like banner ads outside the trim 
and digital inserts and bellybands. While a digital 
magazine platform is not ideal for institutional 
access and heavy research, such a platform may 
be useful either as the primary platform or a 
supplemental platform for publications with 
a lot of advertising. Whatever platform you 
choose, it is important to note that the same 
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rate structure and revenue probability cannot 
just be transferred from print to online. The rates 
and options for online advertising must be given 
careful consideration.

Competition is another facet to consider when 
it comes to online advertising. Because there 
are many commercial websites operating in 
the same marketplace—some of which have 
nothing to do with publishing a journal—the 
competition for online ad spend is greater than it 
is for print. Companies like Multiview work with 
many societies and associations as well, providing 
aggregate newsletter services (MultiBriefs) for 
their membership and are able to put together 
multi-product packages with extensive reach. For 
now, retaining print could be your publication’s 
unique value proposition.

For publications that have not yet experimented 
with online advertising, it can be useful to start 
by bundling print and online advertisements 
in an attempt to increase awareness of online 
advertising options and to create a sample set 
to begin tracking engagement so that average 
impression and click-through data are available 
to potential advertisers. But don’t just give away 
your online ad space as a value-add to print, or 
you’ll diminish the perceived value of your online 
audience—a perception (not to mention revenue) 
that will be very difficult to recover if, or when, 
you do eliminate print editions.

Once an online advertising program is 
established, it will be much easier to measure 
revenue from online advertisements against 
revenue from print advertisements to determine 
whether a change in distribution model is 
feasible. 

Content Distribution Solutions
The conundrum of choosing the right content 
distribution methods arises from the myriad 
of solutions available to publishers. Keep 
in mind that it is not necessary to choose a 
single distribution channel and abandon all 
others. Often, the solution that readers want is 
multifaceted, combining several of the following 
solutions. Offering several different subscription 
options allows your readers to choose the format 
that best fits their needs.

Print  Let’s be honest, print may be declining, but 
it isn’t dead for publications, and it isn’t likely to 
disappear any time soon. Of course, the print 
landscape has changed in recent years. Digital 
short-run technologies offer a lot more flexibility 
to print micro-runs, or even single copies of a 
publication. At Allen Press, we’ve found that 
often times when a publisher starts to move to 
a digital-only format, they end up continuing to 
print a small number of copies to satisfy lifetime 
members or subscribers who are willing to pay 
a premium for their print copy. Obviously, the 
per-copy cost of printing one copy at a time is 
higher than the per copy cost of printing a micro-
run, so publishers who wish to continue to offer 
a print subscription should carefully assess their 
needs. It is important to consider copies being 
sent to indexers and aggregators. Though many 
will accept electronic delivery, this should not 
be taken for granted. In addition to these copies 
and any print subscriptions, be sure to include a 
margin for claims and late starts.

Online Hosting  There are a lot of options for 
online content distribution. Scholarly publications 
are typically best suited for an online journal 
hosting platform that hosts full-text HTML files in 
addition to PDFs, image files, and supplemental 
data. Providing full-text HTML for articles ensures 
that searches will return meaningful results. It is 
also important to use a platform that facilitates 
individual as well as institutional access and 
supports content delivery to abstracting and 
indexing providers and search engine vendors to 
ensure the widest distribution of content. 

Many publishers also produce content that 
is well suited to a digital magazine platform. 
Newsletters, member magazines and trade 
publications are typically a good fit for platforms 
that preserve the original layout of the pages 
and offer additional multimedia and advertising 
opportunities. Even for scholarly publications, 
there may be cases where supplementing the 
traditional platform with a digital magazine 
format that has more robust advertising options 
makes good business sense.

Mobile  No online solution is complete without 
taking mobile access into account, and there is 
no shortage of mobile content delivery platforms. 

“Keep in mind that 

it is not necessary 

to choose a single 

distribution 

channel and 

abandon all 

others.”
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“Even though 

the methods for 

content delivery 

continue to 

change, the goal 

of connecting with 

your readers is still 

the same.”

Native applications 
for Android and iOS, 
among other operating 
systems, can provide 
one outlet for content 
delivery. However, I 
would contend that 
for content-focused 
platforms, a mobile optimized 
website just makes more sense. 
Native app development can be costly and 
time intensive and requires development for 
multiple platforms as well as frequent upkeep. 
Functionally speaking, a native app can be 
frustrating for end users who just want to be able 
to read an article without stopping to download 
an app. Mobile web technology can also carry 
an advantage in terms of reporting, since usage 
statistics aren’t split between a traditional 
journal site and a native app. Native apps may 
be better suited for article alerts that direct users 
to the website or for specialized content like a 
reference tool or glossary. Whether you opt for 
mobile optimization of your website or a native 
application, mobile access is quickly becoming an 
expectation. Furthermore, not many publishers 
have had success monetizing mobile access. 
Readers expect to have access through multiple 
devices and generally aren’t willing to pay more 
for mobile.

Given this reality, solutions with low 
implementation costs and little or no 
maintenance fees are obviously preferable. In 
some cases, eliminating print production may 
save enough to fund mobile access to your 
online content. Another option may be a modest 
increase in subscription fees. Although readers 
aren’t typically willing to pay outright for mobile 
access, a small increase in subscription fees that 
cites improved access options as a justification 
may be acceptable. Publications with an engaged 
advertiser base may also be able to fund mobile 
access through sponsorship. If sponsorship is a 
viable option for your publication, you’ll want 
to be sure to consider a mobile solution that 
includes a loading screen or advertising space in 
which to recognize the sponsor.

eBook  While eBooks are popular for book content, 
we’ve seen little uptake for journal articles 

to date. There are a few 
eBook formats competing for dominance 
in the marketplace. However, conversion to 
multiple formats is typically pretty economical, 
so providing content in multiple formats is not 
an onerous proposition. The real concern with 
eBook is finding the proper distribution channel. 
Publishers may sell eBook content through a 
business website or provide the eBook version 
along with the HTML and PDF versions of the 
article on an online journal website. However, 
eBook formats are often tied to specific devices 
and readers are used to a “one-click” mentality 
that allows for easy purchase of content through 
the device manufacturer (i.e., Amazon for Kindle 
users). Although it is possible to download 
content purchased elsewhere onto an eReader, 
many users aren’t willing to go the extra step. 
A logical option then is to distribute eBook files 
directly through a large distributor like Amazon. 
Publishers should give careful consideration to 
this option as distributors like Amazon and Apple 
take up to 30% on each purchase.

Moving Forward
Even though the methods for content delivery 
continue to change, the goal of connecting 
with your readers is still the same. Choosing 
the vehicle which best fits your subscriber base 
may take some outreach and planning, yet this 
reasoned and strategic approach will result 
in your content reaching as many readers in 
possible and keeping your journal relevant in this 
ever-changing publishing environment. As you 
consider your options, remember that Allen Press 
has a myriad of products and services to help 
you reach your goals. From online publishing 
(for both scholarly publications and magazines), 
to mobile solutions, to eBook conversion and 
distribution, and yes, even print, we’d be happy to 
help you find the distribution solution(s) that are 
right for your publication.  
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employee spotlight

Bill Tofflemire

Customer Care Manager

Allen Press employee since 2006

Area of Expertise/Industry Focus

Bill focuses on online peer review, 

composition services, and print and 

online distribution at Allen Press. 

He is a problem solver and enjoys 

lending his analytic expertise to 

customer conundrums.

Business Philosophy

Bill is committed to providing 

workable solutions to the challenges 

publishers face. He knows the value 

of flexible solutions paired with 

outstanding customer service. Bill 

recognizes that this is where the 

individuals in an organization can 

have the greatest impact. Each 

customer’s needs and dynamics 

are slightly different—one size 

does not fit all, and Bill’s goal is to 

consult with each of his customers 

to discover how Allen Press can best 

serve their unique needs.

SCOPUS Releases Second Generation of 
Journal Metrics SNIP and SJR

research 2.0 

The world of journal citation metrics is an ever-shifting landscape. Citation 
metrics provide not only an evaluation of a particular journal or article’s influence 
on the wider literature, but also provide tenure committees with objective 
evaluation criteria for researchers. It’s no wonder researchers are constantly 
clamoring for better metrics. SCOPUS powers two citation metrics aimed at 
solving some common complaints relating to other metrics.

Source Normalized Impact per Paper (SNIP) is a metric created by Professor Henk 
Moed at Leiden University’s Center for Science and Technology Studies. SNIP 
contextualizes the impact of a citation by taking into account the total number 
of citations in a given subject area. So, in subject areas where citations are not as 
numerous, a single citation garners a higher value. Conversely, in subject areas 
where citations are copious, a single citation carries a lower value. This effectively 
normalizes citation values so that journals in the humanities aren’t measured 
against the same citation standard as journals in, say, physics.

The SCImago Journal Rank (SJR) was developed by Professor Félix de Moya. SJR 
takes prestige into account when considering the value of a citation. A citation 
from high profile journal is valued above a citation from a lesser-known journal.

New versions of both metrics were published in October of 2012. The second 
generation metrics have been aptly named SNIP2 and JCR2. The gist of each 
metric remains the same. The changes are intended to improve accuracy and 
comparability between journals.

A common complaint about the prior versions of these metrics was that the 
scores didn’t have a scale to give perspective, making it hard to compare 
scores between journals. This has been addressed in both SNIP2 and SJR2 by 
normalizing the average score for all SCOPUS journals to one. Other changes 
in the algorithms are aimed at improving accuracy as the volume of journals 
continues to grow.

For more specific information about SNIP2 and SJR, visit  
http://www.journalmetrics.com.  
For more specific information about SNIP2 and SJR, visit 
http://www.journalmetrics.com. 
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Please join us for one or more of our complimentary educational webinars. These one-hour online events will provide 
practical advice and timely information for managing your publication, association, or society. You’ll learn valuable tips 
from our experienced, professional staff. The webinars are free; however, you must register to attend. Registration opens 
May 1 at www.allenpress.com. 

JUNE 13   |  11:00 AM CDT
POPULAR INITIATIVES IN SCHOLARLY PUBLISHING
It’s definitely a challenge to keep up with all of the changes and 
initiatives in scholarly publishing. Every time we turn around 
there is something new to consider. In this rapid-fire webinar, 
we’ll give a concise introduction to various initiatives in scholarly 
publishing, including ORCID, altmetrics, COUNTER 4, and more. 
We’ll be keeping an eye out for new initiatives to keep this 
webinar as timely as possible.

Level: Introductory

JULY 18   |  11:00 AM CDT
CREATING A TACTICAL SOCIAL MEDIA 
COMMUNICATION PLAN
Social media networks have become a stable feature of the 
communication landscape. By now, the tools and strategies for 
managing multiple social media platforms are familiar. However, 
many publishers still struggle to set measurable goals and 
maintain a calculated approach to social media. In this webinar, 
we’ll take a tactical view and give best practices for creating a 
communication plan and evaluating your efforts.

Level: Intermediate

AUGUST 15   |  11:00 AM CDT
BEST PRACTICES FOR APCs 
Article Processing Charges, Author Page Charges, Article 
Publication Charges—however you prefer to spell out the 
acronym, the fact is there are a multitude of models for author 
fees. Should you be charging a submission fee, an acceptance 
fee, and/or a publication fee? Is it feasible to charge for reprints, 
preprints, open access, and/or expedited production? And just 
what is the best way to manage all of these fees? In this webinar, 
we’ll share common models, pitfalls to avoid, and strategies for 
streamlining payments and collections.

Level: Introductory

SEPTEMBER 19   |  11:00 AM CDT
RETHINKING AUTHOR GUIDELINES
It’s a common complaint: “Our authors just won’t follow directions!” 
The truth is that publishers can do a lot to streamline author 
guidelines and encourage compliance. Our presenter will share 
best practices for writing author guidelines, tips for getting 
authors on board, and ideas for what to do when authors fail to 
comply. We’ll address both print and online models to ensure that 
you aren’t asking authors to jump through unnecessary hoops or 
tying fees to conventions that no longer make sense. Our goal is to 
help you communicate effectively with authors to ensure that your 
content is in tip-top shape for composition.

Level: Introductory

OCTOBER 17   |  11:00 AM CDT
INTEGRATED MARKETING STRATEGIES
It may be true that no plan survives first contact, but inconsistent, 
disconnected marketing efforts are doomed from the start. An 
integrated marketing and communication plan helps ensure 
a consistent message, keeps staff on track with important 
deadlines, and provides measurable objectives for improvement. 
Join us to hear tips for conducting market research and learn how 
to create an integrated marketing and communication plan to 
improve your communication efforts.

Level: Introductory  

NOVEMBER 21   |  11:00 AM CST
MANAGING AUTHORSHIP AND COPYRIGHT 
AGREEMENTS
From author rights and the requirements of funding agencies, to 
whether or not an electronic signature is sufficient for a copyright 
agreement, it seems like everyone has a different take on what 
is and is not appropriate for copyright. Add to this conundrum 
increasingly complicated licensing agreements and concerns over 
what constitutes authorship and you’re destined for confusion. In 
this webinar, we’ll share best practices for navigating the complex 
matters of authorship, copyright, and licensing.

Level: Introductory  

WWW.ALLENPRESS.COM  |  800/627-0326  |  810 E 10TH STREET  |  LAWRENCE, KS 66044

Join our community on Facebook and Twitter for ongoing dialogue about the webinars.
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Rubriq, an independent peer 
review system that launched 
last December, has developed 
a peer review system that is 
intended to make peer review 
more efficient, allowing 
authors to invest more time in 
research.

Rubiq’s goal is to enable quicker 
publication of trusted research. Marketing 
to authors, reviewers, and journals, Rubiq 
promotes an advanced streamlining peer 
review process that has the potential to 
reach a diverse audience.

Keith Collier and Shashi Mudunuri 
developed the Rubriq scorecard and 
R-Score to rate an article’s quality 
and potential impact and to assist in 
determining in which journals the article 
would fit best. These scores can be used 
throughout the research community; those 
involved with Rubriq hope that these tools 
will become a new standard for assessing 
the quality of scientific articles.

The scorecard is based on quality of 
research, quality of presentation, and 
novelty/interest. The R-Score is the overall 
score of a paper once the three sections are 
combined. With a quick review turnaround, 
the company believes their tools will help 
restructure the review process.

In a statement on their website, Rubriq 
notes that their reports will provide an 
advantage to the publishing process:

“As part of the complete Rubriq Report, 
we will also perform the fundamental 
screening tasks of checking for plagiarism, 
conflict of interest and ethical breaches 
so you can focus on your main priority—
strengthening your journal with a 
competitive advantage by focusing on the 
papers that will bring in readers.” 

“The Science of the Scorecard,” a white paper 
available on the Rubriq website, includes 

more information about how scorecards 
are rated and presents an example grid for 
these separate rating scales.

Areas of study under which a paper can 
be submitted depend on which phase 
a manuscript goes through. Phase 1 
includes the fields of immunology, cancer 
biology, and microbiology, while Phases 2 
and 3 allow for other fields. Phases 1 and 
2 are available now for $500 and $600 per 
manuscript, respectively.

Laura Stemmle, Director of Product 
Management, said Rubriq’s predicted 
launch plan for Phase 2, which includes 
journal recommendations and plagiarism 
checks, launched April 2. Phase 3, 
including journal and editor accounts, will 
be launching this summer. Phase 3 will 
allow journals to search for papers and 
will allow authors to share reports with 
specific journals.

Authors submit their papers and are 
responsible for the fees, while journals can 
join the site for free and view papers they 
feel are appropriate for their publication. 
To aid in launching the second phase 
of Rubriq, selected biomedical science 
journals were invited to join Rubriq. These 
journals will become part of the database 
that will assist in matching manuscripts 
with appropriate journal(s).

Rubriq highlights that this participation 
will help develop the features and options 
on the site, which currently welcomes all 
types of journals.

“The majority of editors see our reports 
as tools to filter papers, find interesting 
manuscripts before submission, or 

supplement their current review process so 
that more resources can be directed toward 
their many other tasks,” the site states.

Rubriq developed the author fees–based 
model to benefit authors who will receive 
feedback on their work, including being 
matched with journals with which their 
article would be a best fit. Once their 
reviews are completed, the author is also 
in control of what information they would 
like to release.

“Since the author pays, they also retain 
control over their score and how it is used. 
They can choose to keep it confidential, 
and can choose when and where to share 
it—inside or outside the Rubriq system,” 
the site states.

In addition to controlling the information 
from their scores, authors will be able to 
filter recommended journals in order to 
make a decision about where to submit 
their article.

Currently, Rubriq boasts a one to two 
week review turnaround time, in which 
reviewers can claim papers that are of 
interest to them. Each paper is reviewed 
three times; when all reviews are returned, 
the comments are gathered together to 
form the scorecard.

Reviewers are compensated and can set 
a schedule for when they are available 
to review papers. In order to qualify to 
review, reviewers must have a doctorate, 
be active in the research field, and have 
prior experience as a peer reviewer.

For more information about Rubriq, visit 
their website at http://www.rubriq.com.  

Rubriq Aiming for Innovation, Consistency, Speed Within the Scholarly 
Publishing Field

research 2.0 Danielle Jurski, Marketing

Rubriq process: beta phase one
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Allen Press employees annually choose charitable organizations to support through various 
fundraising activities. In 2012, employees raised more than $6,400 for their selected charities.

Through paycheck deductions and other fundraising activities, Allen Press employees made 
donations to the National Multiple Sclerosis Society, the Douglas County Relay for Life, and the 
United Way. Holiday charitable activities included a toy collection for Toys for Tots.

In addition to employee contributions, the company made an annual holiday donation to the 
National Council on Aging on behalf of its clients. Contributions totaling more than $21,000 were 
made throughout the year to other charitable causes.

Employees recently selected charities for 2013, and fundraising activities will soon begin for the 
Boys and Girls Club of Lawrence, as well as the United Way and holiday donations.  

Allen Press and Employees Make Significant Contributions to the 
Lawrence Community
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FrontMatter Issue 22 received an Award of 

Excellence in the Printing & Imaging Association 

of MidAmerica’s Graphic Excellence Competition 

(GraphEx). GraphEx was created in 1989 to 

recognize outstanding work in the print media 

industry.  Judges qualify pieces based on several 

categories, including binding, use of paper, 

coating, clarity, and smoothness. FrontMatter Issue 

22 was one of 10 awards Allen Press received this 

year.  We are particularly proud of our FrontMatter 

award because this publication is completely 

written, designed, and printed at Allen Press. 

ALLEN 
PRESS 
2 0 1 2

“The International 

Code of

Zoological 

Nomenclature 

(ICZN) for the 

first time allows 

publication of 

online-only 

taxonomic 

papers.”

feature

In front of publication issues that matter

FrontMatter
ISSUE   no. 22

P ublication of new species names has been a paper-based process since 
Carl Linnaeus published Species plantarum in 1753 and Systema naturae in 
1758.1 But the year 2012 marks a change in taxonomy. With its September 
announcement, the International Code of 

Zoological Nomenclature (ICZN) for the first time 
allows publication of online-only taxonomic 
papers 2 and follows a similar amendment to the 
International Code of Botanical Nomenclature 
that was announced in July 2011.3 That decision 
also changed the name of the code itself to the 
International Code of Nomenclature for algae, 
fungi, and plants (ICN), an acknowledgment of 
commonly accepted distinctions among these 
three types of organisms. Both amendments went 
into effect January 1, 2012.

The new rules adopted by the ICZN stipulate 
several requirements for online-only 
publication of taxonomic papers:

•	 The	published	work	must	be	registered	
in ZooBank, which the amendment 
establishes as the official registry of 
zoological works.

•	 The	ZooBank	registration	must	include	
the ISSN or ISBN of the outlet publishing 
the work.

•	 The	paper	may	not	be	published	
exclusively on CD or DVD.

•	 The	author	must	declare	an	intention	
to preserve the work in an electronic 
archive.

5 6 7
awards
Allen Press Wins Prestigious 

Printing Awards

research 2.0
H-Index Illustrated

technovations
ORCID Launches, Encourages 

Feedback Through Forum Option

Taxonomy Goes DigitalTaxonomy Goes DigitalTaxonomy Goes Digital
Peter Burns, Publishing
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Allen Press Recognized as a 
Top 400 Printer by  Printing 
Impressions

Allen Press was recognized as a Top 400 Printer in 
the December 2012 edition of Printing Impressions 
magazine. The Printing Impressions 400 list provides 
the industry’s most complete ranking of leading 
printing companies in the United States and Canada.  
Allen Press ranks 170 in the Top 400 list based on 
annual sales volume.

“The Top 400 list is the most comprehensive list of its 
kind in the industry, and we always look forward to 
seeing where we stand among our peers,” said Gerald 
Lillian, CEO at Allen Press. “The dedication of our staff 
in strengthening our customer relationships and 
focusing on our core competencies is keeping us in 
the top half of this list and it’s a real honor for us.”

For more information on Printing Impressions 400, or 
to see the complete list, visit http://www.piworld.com/
article/pi400/. 
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