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A strategic marketing plan is an important resource for associations and societies 
looking to be in a strong position to stabilize or grow their membership. In the 
November 13, 2013, Scholarly Kitchen post, “Professional Associations and the 
Strategy Gap,” Michael Clarke, a consultant, says 

he frequently encounters associations without 
strategic plans. A strategic plan is a 
big-picture document that outlines 
how an organization will achieve its 
vision for the future. Marketing is 
an important tool for helping 
an organization get to 
where they want to be 
and is an important part 
of a strategic plan. Clark 
explains that the structure 
of many associations—
rotating boards, limited 
resources, strategic decisions 
made at the management level 
only, board members with agendas 
not in line with the society—can 
inhibit creating a strategy.1 
As such, they can also affect 
membership marketing. A 
lack of staff is one of the top 
reasons cited as a roadblock to 
marketing in the 2013 Membership 
Marketing Benchmarking Report, and it is the top 
reason for associations and societies with less than 5,000 members.2 
Despite all of the potential roadblocks, Clark says that, “Things are 
changing so fast organizations must have a strategic framework 
in place to inform their decision-making and to help 
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Games of strategy like chess or even 
Stratego® and Risk® have always 
confounded me.  I mean, come on, games 
are supposed to be fun! And no matter 
how you disguise it with colorful pieces 
and clever game mechanics, strategy is 
hard work. Don’t get me wrong, strategy 
is important. And your organization’s 
strategic plan is no game. A strategic plan 
not only identifies your vision, but also 
provides the path for how to reach that 
vision.  

A good strategic plan helps guide focus 
and funding. Which is why, if you aren’t 
including a marketing plan as part of your 
overall strategic plan, you’re less likely 
to be funding a directed and intentional 
effort to market your organization or your 
journal. Our feature article, “Marketing 
Plans Make a Difference,” not only stresses 

the importance of having a marketing 
plan, but also provides some best 
practices for how to create one. In the 
spirit of good fun, we’ve also included a 
bit of a ‘bonus roll’ with an infographic that 
shares “Rules of Journal Marketing.”

While you are considering the future 
of your publication, you might be 
thinking about different digital options. 
Our technovations article, “Beware 
Freeware: The Cost of Free Digital 
Magazine Software,” offers some 
food for thought regarding 
free software options for digital 
magazines. 
When it 
comes 
to the 
integrity 
and security 

of your publication, a ‘free turn’ might not 
always be the best option.

I was recently introduced to a game called 
Fluxx® where the rules and the objective can 
change with each turn. While it made for an 
entertaining evening with friends, I have on 
occasion felt that the publishing industry 
was similarly in flux. In truth, however, I 

know we can be much more strategic 
when it comes to managing our 

organizations and our publications.

Your move! We’re interested in 
your feedback about the newsletter 

and any ideas you have 
for future articles. 
Please email comments, 
suggestions, or ideas to 
frontmatter@allenpress.

com.  
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“By integrating all 

of that information 

into one document, 

patterns will 

start to emerge 

that can help you 

make informed 

marketing 

decisions."

them determine which technologies are worth 
adopting and how they might be most effectively 
deployed.”1 This same approach to the larger 
strategic plan can be applied to a dedicated 
marketing plan. Even without a dedicated 
marketer or department, creating a strategic 
marketing plan is still a task your association can 
and should adopt and execute. 

A marketing plan is a document that helps 
your organization make informed, purposeful 
marketing decisions. It encourages reflection 
on past efforts, analysis of the current situation, 
defined goals and a specific plan of attack. If an 
association already has a marketing plan, the 
document can be used to quickly orient new staff 
and board members with the marketing strategy. 
If an association does not have a strategic 
marketing plan or it is time to update a pre-
existing one, the process can sometimes be as 
helpful as the end product.  

Creating a marketing plan can be done by 
one person, or a team of people. Much of the 
information may already be gathered by others 
for use in annual reports. If not, it can often be 
obtained by simply asking the right people the 
right questions. Within every organization there 
are people who monitor changes in the industry, 
and track what is going on and what has worked 
before. Their collective thoughts and the available 

data are the foundation for creating a marketing 
plan. By integrating all of that information into 
one document, patterns will start to emerge that 
can help you make informed marketing decisions. 

Below is a list of important information to include 
in a marketing plan. 

What does looking back show you?
Past Activities and Results. Know what marketing 
the association has tried in the past three years 
and what results were achieved. This will help 
avoid repeating mistakes or wasting time and 
money. 

What personality and message do you 
want to show members?
Self-analysis. Think critically about what the 
society/association offers to its members. 
Remember that marketing is audience-focused. 
That means taking the products and services 
and examining them for what benefits and 
value they provide to members. For example, 
an organization publishes a journal that is a 
member benefit—that is its product. The value 
to the member is the opportunity to gain 
knowledge about the most recent research and 
developments in the field and therefore succeed 
at his/her job. With the journal, the association 
is selling a key to success. Marketing plays into 
people’s emotions and desires; understanding 
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how an association will fulfill those will 
strengthen its marketing messages.  

What do members and potential 
members want to hear?
Member Research. Seek to understand what is 
important to members, the resources they use, 
their interests and habits. Most importantly, try to 
figure out what the association/society can do to 
help their members do their job better or enjoy 
their hobbies more. What is it that they want to 
achieve by being a member? A quick survey or 
focus group at an annual meeting can enrich an 
association’s knowledge of its members and help 
those developing marketing messages to position 
the organization in the best possible light.  

What is happening in the industry?
Market Research. Research what is going on in 
the field and any changes on the horizon. This 
will help place the organization in a position to 
adapt quickly and stay current. Also, keep an eye 
on what competitors are doing. In a situation 
with two identical products or services, if people 
see no unique value in a product, they will 
choose based on price. By highlighting unique 
value, an association can avoid the price war 
that a saturated association community creates. 
Understanding the market is integral to knowing 
how to best market to your audience and do so in 
a unique way. 

How can I share all this analysis quickly?
SWOT Analysis. SWOT stands for strengths, 
weaknesses, opportunities, and threats. Organize 
the high points from all of the above research and 
analysis into these four categories. This summary 
document is great to have for quick reference 
later in the year or to share with others in your 
organization. It helps keep everyone on the same 
page. This synthesized evidence will support all of 
your strategic marketing decisions. 

With in-depth analysis and research on which 
to base your decisions, it is time to move into 
the goals and tactics section of a marketing 
plan. Having the analysis above increases an 
association’s likelihood for success. The 52% of 
societies and associations who reported growing 
membership numbers in the Membership 
Marketing Benchmarking Report were 

significantly more likely to have a plan to increase 
engagement than those who are stable or losing 
members.2  

There are always people within an association 
with their own goals for the society/association, 
and not all goals are harmonious. With the 
feedback of others, determine which goals are 
the most important and realistic and use them as 
the jumping-off point for tactics. Keeping the big 
picture in mind will help develop an integrated, 
thorough marketing plan.  

What do you want your association  
to achieve?
Goals. With knowledge of the current state of 
your association and society, choose what the 
goals of marketing will be. Make sure everyone 
in the organization, especially anyone who has 
member interaction, knows what the goals are. 
Everyone can work together to accomplish these, 
even if they are not all “marketers.” 

Who will you have to engage to  
reach that goal?
Targets. Choose who the association should 
target with its marketing. From the data in the 
Benchmarking Report, for associations and 
societies today, it is most profitable to make 
sure current members are a top target.  Survey 
respondents report that 86% of new members 
join because of word-of-mouth references.2 To 
create association advocates, an association has 
to give current members reason to talk about 
and recommend their organization. Other targets 
could be lapsed members or attendees of an 
annual meeting. Choose other targets based on 
current member and market research, and the 
pre-established goals.

What marketing should our association 
do this year?
Marketing Tactics. Finally, carefully select 
marketing activities based on goals and what 
analysis shows has opportunity for success. 
For example, if a goal is to get word of mouth 
referrals from current members, a strategy 
to support this would be to really wow new 
members with attention and useful products. 
Andy Sernovitz, the author of Word of Mouth 
Marketing: How Smart Companies Get People 

“With in-depth 

analysis and 

research on 

which to base 

your decisions, it 

is time to move 

into the goals and 

tactics section of a 

marketing plan.” 
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“Figuring out 

what marketing 

activities to 

undertake for your 

organization can 

feel overwhelming, 

but a strategic 

marketing plan 

can make all the 

difference.”

Talking, explained that new members are 
especially prime resources for word-of-mouth 
marketing. “As much as a longtime customer may 
love you, they’re not as likely to talk as the new 
one that just walked out the door. Think about it 
this way: You may go to a local spot two or three 
times a week for lunch, but you talk a whole lot 
more about that exciting new place you tried for 
dinner last week.”3 Some marketing tactics for 
this goal could be to create a program that pairs 
new members with a mentor, distribute a weekly 
newsletter with job opportunities in the field and 
white papers on relevant topics, host a special 
event for new members at the Annual Meeting, 
or send them a package with issues of last year’s 
publications and other association swag.  Each 
tactic in the plan should include a timeline for 
when each activity will be executed and a plan 
for tracking how successful they are. For those 
associations and societies without a dedicated 
marketing staff, it is helpful to spread out the 
responsibility of executing tactics and assign 
multiple staff members to specific tactics.

Figuring out what marketing activities to 
undertake for your organization can feel 
overwhelming, but a strategic marketing plan 
can make all the difference. There are many 
different ways for associations and societies 
to promote their groups and provide value to 
their members: Annual Reports, Special Reports, 
Brochures, Media Kits, Onsite Convention 
Programs, Promotional Publications, Convention 
Daily newspapers, Convention marketing 
campaign, Direct mail, Advertisements, Social 
media, Integrated mixed media campaign, Digital 
magazines, E-newsletters, Blogs, Videos, Podcasts, 
Mobile applications and more. The list of choices 
may seem endless, but a marketing plan can help 
approach the decisions with logic.

Once you’ve developed a strategic marketing 
plan, anyone who is interested in marketing 
within your organization can reference this 
one single document to see the logic behind 
decisions and the goals. Furthermore, it has 
clearly defined value positions which will help 
create marketing that builds on itself and has 
consistent messaging. Having a consistent 
message over time and over all parts of your 
association improves the likelihood of success, 

according to the Bloomsburg Businessweek 
article “Integrated Marketing: If You Knew It, You’d 
Do It.”4

For associations with several diverse committees 
for membership, website, journal, newsletter, 
etc., this can be a challenge to achieve. Silos of 
information and execution of correspondence 
create disjointed, overlapping efforts.  The 
membership committee has no interaction with 
the publication committee and yet both are 
working to interact with current and potential 
members and subscribers. Combining all of these 
marketing tactics into the marketing plan can 
help integrate the timing of all the various efforts 
and avoid bombarding members all at once. It is a 
plan that everyone can work on together. 

I kept the details about marketing plans fairly 
brief, but if you want more information visit 
allenpress.com/resources/webinararchive and 
look at the slides for “Integrated Marketing 
Strategies.” Multiple resources are listed that will 
assist you in creating a strong marketing plan. 
While you are there, look into “Creating a Tactical 
Social Media Plan” if social media is something 
that your analysis is leading you toward 
undertaking for your society/association.  

If you have great ideas but limited staff and 
resources to execute them, or if you feel at a loss 
on how marketing can help your association/
society reach its goals, contact Allen Press. 
Our creative Journal and Society Marketing 
department can help you develop a plan or 
execute specific tactics on a project basis.  

1  Clark, Michael. 2013. Professional Associations and the 
Strategy Gap. Available at  http://scholarlykitchen.sspnet.
org/2013/11/13/professional-associations-and-the-
strategy-gap/. Accessed January 20, 2014.
2  Schonher, Eric et al. 2013. Membership Marketing 
Benchmarketing Report. Marketing General 
Incorporated. Pp 1–58.
3  Sernovitz, Andy. The 5 Fastest Ways to Get More 
Referrals for Your Small Business. Available at  http://
www.ducttapemarketing.com/blog/2013/01/31/how-to-
get-more-referrals/. Accessed January 31, 2014.
4  McKee, Steve. Integrated Marketing: If You Knew It 
You’d Do It. Bloomsburg Businessweek. May 2012. 
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1.	 CREATE	COLLATERAL	MATERIALS	THAT	SUPPORT	

AND	PROMOTE	YOUR	BRAND.

2.	 EXPERIMENT,	EVALUATE,	ADJUST…AND	REPEAT.

3.	 COORDINATE	YOUR	COMMUNICATIONS	WITH	OTHER	

COMMITTEES.

4.	 OPTIMIZE	YOUR	WEBSITE	FOR	DISCOVERABILITY	BY		

SEARCH	ENGINES.

5.	 START	WITH	SETTING	GOALS	AND	DEVELOPING	A	

PLAN.		

6.	 BE	CONSISTENT	WITH	YOUR	MESSAGE	AND	

BRANDING.	

7.	 CREATE	AND	UTILIZE	“BRAND	CHAMPIONS”	TO	

PROMOTE	YOUR	JOURNAL.	

8.	 MARKET	TO	FACULTY—THEIR	RECOMMENDATIONS	

DRIVE	LIBRARY	SUBSCRIPTION	DECISIONS.

9.	 CREATE	A	STRONG	BRAND	FOR	YOUR	JOURNAL.

10.	 HAVE	AN	ACTIVE	ONLINE	PRESENCE.

11.	 UTILIZE	CROSS-PROMOTIONAL	CAMPAIGNS.

12.	 CELEBRATE	IMPORTANT	MILESTONES	SUCH	AS	

ANNIVERSARIES	AND	AWARDS.

13.	 TRACK	YOUR	CAMPAIGNS	TO	EVALUATE	THEIR	

EFFECTIVENESS.

©iStockphoto.com/Peshkova 
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14.	 DON’T	SPAM;	GIVE	USEFUL	AND	RELEVANT	

INFORMATION.

15.	MAKE	SIGNING	UP	FOR	ALERTS	EASY.

16.	 PROMOTE	THE	JOURNAL	AS	A	MEMBER	BENEFIT.

17.	MEET	YOUR	MEMBERS	WHERE	THEY	ARE.

18.	 ENCOURAGE	DISCUSSION	ABOUT	YOUR	JOURNAL.

19.	 PROVIDE	FREE	CONTENT	SAMPLES	AND	TRIAL	ACCESS	

TO	RECRUIT.

20.	UTILIZE	NEW	FEATURE	ALERTS	AND	ANNOUNCEMENTS	

TO	KEEP	THE	JOURNAL	FRONT	OF	MIND.

21.	 THANK	EVERYONE	FOR	THEIR	ROLE	IN	MAKING	THE	

JOURNAL	SUCCESSFUL:	READERS,	AUTHORS,	REVIEWERS,	

EDITORS,	LIBRARIES,	ETC.

22.	PUBLISH	QUALITY	OVER	QUANTITY.

23.	CONDUCT	MARKET	RESEARCH	AND	HOST		

FOCUS	GROUPS.

24.	ASK	FOR	HELP	WHEN	NEEDED.

25.	ENGAGE	A	STUDENT	MEMBER	OR	INTERN	TO	HELP	

WITH	SOCIAL	AND	EMAIL	MARKETING.

26.	PROMOTE	YOUR	JOURNAL	/RESEARCH	ARTICLES	

THROUGH	PRESS	RELEASES.

27.	GATHER	FEEDBACK	THOUGH	SURVEYS.		‹‹
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“If you aren’t paying, you’re the product.” It’s a popular 
adage for a world where freeware reigns. Consider all 
the free software you use on a daily basis, from Adobe 
Reader® to Facebook and Twitter, to Words With Friends®. 
Most of us are on a constant quest for a free alternative to 
some paid solution; after all, we’re on a tight budget! But, 
let’s be honest, we all know that there are costs involved 
in producing freeware, and the companies that create 
freeware are certainly for profit… so what exactly are they 
selling? The answer, according to our opening axiom, is 
you.   As individuals we often make the decision that a bit of 
personal information is a small price to pay for our favorite 
applications, and we find advertising to be so pervasive in 
our everyday lives that we expect to have to put up with it. 
However, as publishers, we need to maintain a much stricter 
control over our brand, our content, and our distribution. 
Participating in some free services, like social networking 
sites might be an accepted, even necessary cost of doing 
business that carries very little risk. However, other free 
services, especially content hosting services, bear much 
closer examination.

There are actually quite a few content-hosting services of 
the do-it-yourself digital magazine variety that are either 
entirely free or have both free and paid versions available. 
Examples include Issuu™, FlipSnack, aXmag™, and Yudu. 
While free services might look enticing for budget-conscious 
organizations and may even be appropriate for some, it is 
important to consider potential pitfalls before you rule out a 
paid alternative. 

Brand
Just as you have a choice in which vendor to use to publish 
your content online, readers have a choice in where they 
go to get the information they need. Publishers with 
well-established, trusted brands often enjoy a loyal reader 
base. Building your brand isn’t easy. It is important to 
ensure that your content is easily recognizable, bears 
your organization’s logos and signature style, and is 
free from extraneous branding that makes your readers 
question the origin or owner of the content. Many free 
digital magazine services prominently display the vendor’s 
branding, including watermarks on the content itself and 
even advertisements for the vendor while providing only 
limited space (or no space at all) for your organization’s 
branding.

It is common for free services to display publications in 
their own store, portal, or application. Publishers looking for 
enhanced discoverability may see this as a boon. However, 
it is wise to consider that the publisher has no control over 
placement within the vendor portal. Your publication may be 
advertised alongside competing publications. Many services 
also display “related content” to readers; giving them the 
impression that said content is of similar quality to your own 
or even bears your stamp of approval. Unfortunately, this 
type of service may erode brand loyalty if readers find related 
content to be of inferior or dubious quality.

Similarly, third party ads are often sold by the digital 
magazine vendor and displayed alongside your publication. 
Not only does this mean that publishers don’t have the 
opportunity to derive revenue from their own advertising 
programs, but publishers have no control over whether 
or which advertisements are displayed. Advertising can 
be a tricky proposition in the association publishing 
community, and it is important to ensure that ads displayed 
in conjunction with your publication are appropriate. 
Displaying ads that are contrary to your organization’s goals 
and values, that may indicate bias or other conflict of interest, 
or that are totally unconnected to your target audience can 
cause readers to doubt your publication’s credibility. 

Content 
Ultimately, readers return to your publication because they 
find the content reliable, timely, and applicable. Part of 
the major draw of a digital magazine is that it may allow 
publishers to expand their content in meaningful ways, 
be it the sheer size or frequency of issues, or expanding 
upon printed content with multimedia enhancements. 
Unfortunately, it is common for free digital magazine 
vendors to limit the file size of individual publications or 
the number of issues that can be produced under the free 
version. Many vendors also reserve multimedia features such 
as video or audio for the paid versions of their products. 
The most successful digital publications make use of the 
latest technology to enhance their content, rather than just 
reproducing the print edition online with no thought to an 
enriched reader experience.

Distribution
Perhaps the most important element to consider when 
choosing a digital solution is the secure distribution of 

         technovations   Joanna Gillette, Marketing

Beware Freeware: The Cost of Free Digital Magazine Software

©iStockphoto.com/Fertnig
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your content to your readers. Access control is typically 
not included with free services, so publications with paid 
subscriptions will need to consider a paid alternative. 
Furthermore, some free services apply a maximum number 
of views, asking publishers to pay for the service if readership 
exceeds the threshold. 

A critical and often overlooked point is to ensure that as 
the publisher, you are in full control of your publication’s 
distribution. It is really important to determine whether your 
use of a free service entitles the vendor any type of license to 
your content. Examine the terms of service carefully.  While 
most vendors don’t actually ask publishers to give up their 
copyright, it is pretty common for them to require a broad 
license, perhaps to the point of granting them “…world-wide, 
non-exclusive, transferable, assignable, fully paid-up, royalty 
free license to host, transfer, display, perform, reproduce, 
distribute and otherwise use your published content…”   

In most 
cases, the 
license is terminated  
if the content is removed 
from the hosting platform, but 
once your content is out, it’s pretty 
hard to chase down every possible iteration 
of it.

Choosing a vendor, even (perhaps especially) a free vendor 
is a process that requires careful deliberation. In addition 
to the free services available, there are lots of paid digital 
magazine vendors from which to choose. With a broad range 
of service options available, you may even find that a full-
featured service implemented by knowledgeable staff may 
save you valuable time (and money) in the long run while 
preserving your brand, content, and distribution rights. I 
mean, let’s face it; sometimes you get what you pay for!  

D I G I TA L  P U B L I C AT I O N

keep your branding front 
and center with custom 
branding options for 
publishers or sponsors

enrich your reader’s experience 
with multimedia integration, 
including options for html5, 

flash, video and audio content

maintain control over your 
distribution with sophisticated 

access control and digital 
rights management

maximize your revenue 
potential with premium 

options for your advertisersunderstand your reader 
behavior with robust web 
analytics

extend the accessibility of 
your content with html5 
mobile optimization
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Please join us for one or more of our complimentary educational webinars. These one-hour (or less) 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 allenpress.com. 

JUNE 12   |  11:00 AM CDT
COMMUNICATING AND PROMOTING SCIENCE TO THE 
PUBLIC TO INCREASE AWARENESS AND MEDIA BUZZ
Learn how to develop a communications plan to gain new 
exposure for your journal’s subject matter and how to track 
the plan’s effectiveness. This seminar will include methods to 
encourage authors to promote their own articles and content to 
both the research community and the general public in an effort 
to attract a new or wider audience to your journal or publication. 
Learn how to best integrate tactics such as press releases, 
conference presentations, LinkedIn, Facebook, blogs, and your 
society and university websites for maximum exposure.  

Level: Introductory

JULY 17   |  11:00 AM CDT
ADVERTISING SALES IN A MULTI-CHANNEL MARKET
Are you considering an advertising sales program for your 
publication or thinking about creating new advertising 
products to sell? This session will include strategies for 
setting realistic revenue expectations, establishing pricing, 
and conveying customer value for print and digital products 
using metrics to develop effective sales messages. We will 
examine current trends and challenges in advertising sales 
and how these affect niche publishers today. You’ll also learn 
about best practices for advertising and editorial policies 
and how to avoid conflicts of interest in your sales practices.

Level: Introductory

AUGUST 14   |  11:00 AM CDT
SIMPLIFYING MEMBERSHIP OPTIONS AND DUES 
STRUCTURES
If potential members need a PhD just to decipher your 
membership options (let alone actually join your organization), 
it may be time to take a step back and revisit your membership 
structure. In this webinar, we’ll share best practices for creating 
a clear, concise membership offering. We’ll discuss benefits 
for different membership types, paying special attention to 
the complications of lifetime memberships and options for 
student members. We’ll also cover advantages and drawbacks 
for implementing an approval process and decoupling print 
subscriptions from membership.

Level: Introductory

SEPTEMBER 18   |  11:00 AM CDT
MAXIMIZING THE VALUE OF PRINT: BEST PRACTICES FOR 
JOB PLANNING
These days, publishers have a lot of options for delivering 
content. With so much focus on new technologies, it’s easy to 
neglect the basics of print. While the technology of the press is 
certainly nothing new, digital natives and newcomers to the press 
as well as those looking to maximize efficiency will appreciate this 
webinar full of tips and tricks for planning your press work. We’ll 
cover everything from color placement and signature breakdown 
to workflow changes you can make to capitalize on your print 
investment before your publication hits the plate.

Level: Introductory

OCTOBER 16   |  11:00 AM CDT
JOURNAL SUPPLEMENTS: REWARDS AND RISKS
Journals publish supplements in many forms, for many reasons. 
Should your supplement be published in print, online, or both? 
Will subscribers receive it as part of their journal subscription, 
or pay extra? What’s the difference between a true journal 
supplement and a separate publication? Are there rules that 
apply specifically to supplements? Because supplements have 
implications for your finances, your editorial team, even your 
journal’s impact factor, it’s best to sort out the details early 
and make a plan. This webinar will look at the pros and cons of 
publishing supplements, including real-world case studies.

Level: Introductory  

NOVEMBER 20   |  11:00 AM CST
ESTABLISHING AN ETHICS POLICY FOR YOUR JOURNAL
As plagiarism and related ethical issues gain more and more 
media attention, it is imperative that your publication has a 
clearly defined ethics policy in place to guide authors, reviewers, 
and editors. This webinar will give you the building blocks to 
write a policy of your own and understand what to include so it’s 
effective.  Plus, learn how to make your authors and contributors 
aware of the guidelines before they publish and how to make 
sure the policies are enforced consistently. 

Level: Introductory
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Join our community on Facebook and Twitter for ongoing dialogue about the webinars.
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employee spotlight

NICK DORMER
Manager of Business Development 

Allen Press Employee Since: 2009

Area of Expertise/Industry Focus

Nick has experience as operational 

advisor to multiple non-profit 

organizations across different 

academic or professional 

disciplines.  He is experienced in 

developing and implementing 

member marketing and 

membership programs as well 

as strategic communications 

solutions for his customers.  

In addition to serving in an 

advising role for associations, Nick 

also has experience as a publisher 

in the biological sciences.  He has 

developed financial forecasts for 

journal projects, provided strategic 

direction, as well as successfully led 

projects to revenue stability and 

expense standardization.

Business Philosophy

Nick’s business philosophy 

centers on the importance of 

communication.  He believes  

that prompt, thorough, and 

friendly exchanges lead to 

productive discussions and  

service satisfaction—a  “no 

surprises” approach.   

Allen Press employees annually choose charitable organizations to 
support through various fundraising activities.  In 2013, employees raised 
and donated more than $4,500 for the United Way and the Boys and Girls 
Club of Lawrence.

Other charitable activities included a food donation to Just Food in 
September and a holiday toy collection for Toys for Tots.  In addition to 
employee contributions, the company made an annual holiday donation 
to the American Red Cross on behalf of its customers. 

Company contributions totaling $15,000 
were made throughout the year to other 
charitable causes such as Red Dog’s Dog 
Days and The Vosper Society, which supports 
University of Kansas Libraries.  Allen Press 
also made contributions to the Lawrence 
Schools Foundation, including sponsorship 
of a Community Education Breakfast and the 
Distinguished Teacher Award.  A donation was 
also made to BioOne in support  
of its annual meeting.   ©
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Allen Press and Employees Donate to 
Local Lawrence Charities, Organizations 

Allen Press Recognized 
as a Top 400 Printer by  
Printing Impressions  

Allen Press was ranked in the top half of the Printing Impressions 400 (PI 
400) in the December 2013 edition of Printing Impressions magazine. 
The PI 400 provides the industry’s annual ranking of leading printing 
companies in the United States and Canada. The listings are based on 
sales figures reported to Printing Impressions in 2013. 

“We are excited to once again be part of this group of printers,” said 
Gerald Lillian, CEO at Allen Press.  “Allen Press continues to remain 
a strong and stable printer for scholarly, trade, and special-interest 
publishers.  Consistently ranking in the top half of this list reflects the 
dedication and work ethic of our talented team.”

The North American Publishing Company, which owns Printing 
Impressions, also hosts the Gold Ink Awards. These awards recognize 
outstanding production work by printing companies. In 2013, Allen 
Press won Gold, Silver, and Bronze Gold Ink Awards in the Scientific and 
Medical Journals Category.

For more information about Printing Impressions or the PI 400 list, visit 
their website at www.piworld.com. 
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ALLEN PRESS EMERGING TRENDS IN SCHOLARLY PUBLISHING™ SEMINAR 

The resource for current subscription rates

BUYER’S GUIDEALLEN 
P R E S S

Advertise Online for Ease and Convenience.
Call today to create your listing!  800/627-0326 

http://buyersguide.allenpress.com/

technovations
Beware Freeware: The Cost of 

Free Digital Magazine Software

infographic
Rules of Journal  

Marketing

awards
Allen Press Recognized as a Top 400 

Printer by Printing Impressions

REGISTER NOW!  Threat or opportunity? Disruption or reinvention? Creative repositioning or business as usual? How one 
views the changing state of scholarly publishing is a matter of perspective. Like light passing through glass, concepts can bend and 
refract as they are transmitted. Seen through the lens of a publisher, open access repositories appear differently than they do through the 
lens of a librarian. The exposure of open data has different implications for researchers than for funders. An academic filters the meaning 
of an article’s impact differently than someone in the business office of a journal. Join us at our annual seminar as we adjust our focus to 
view the visible spectrum of ideas on government mandates, the future of medical and scientific publishing, cutting-edge technologies, 
and the expanding possibilities of alternative metrics.

Special offer for FrontMatter readers:   15% OFF REGISTRATION   Use Discount Code:  FRNTMTR15
To register online, go to http://allenpress.com/events/seminar/registration.

Get the free mobile app at

http:/ /gettag.mobi


