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Changes in th&Vorld of Publishing

Today
Key Competitive Forces; Key Competitors

Tomorrow
New Tools
Emerging Competitive Forces
New Competitors
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Key Competitive Edges Today- -

A Focuson specificmarketsegments
A Contentvolume,quality and coverage

A Digital usage is key to sell to customers and
authors

A Valuebasedsellingandrefined pricingstrategy
A Contentwith analyticsandtechnology
A Increasedperationalefficiency
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Traditional Competitors
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http://www.wiley.com/WileyCDA/Brand/id-35.html

Outreach




Tools and Innovations in Scholarly Publishing
(400+ toolsidentified) Organized by Workflow

Pre Experiment understanding the Experiment:
field: A Create/analyze surveyata
A Literature search tools A Collect/mine/extract data
A Read/view articles A Archive/share data
A Get alerts/recommendations of A Dataanalysis tools

interest A Visualizatiortools
A Summaries of recergcience
A Sociahetworking Writing/Publication:

A Collaborative writing environments

Pre Experiment, getting ready: A Findingjournal in which to publish
A Finding experts A Peerreview
A Finding funds A Annotate and tag info
A projectmanagement
A Shareprotocols Post publication:

A Impact analysis
A Archive/share posters/articles
A Organize conferences

https://docs.google.com/spreadsheets/d/1IKUMSeq Pzp4dKveZ7pb5rddcssk1XBTiLHr
d3nDago/edit?pref=2&pli=1#qgid=0 5



https://docs.google.com/spreadsheets/d/1KUMSeq_Pzp4KveZ7pb5rddcssk1XBTiLHniD0d3nDqo/edit?pref=2&pli=1#gid=0

Emerging Competitiveorces
Content

A Readercontentexpectatlonsexpandlng

Giveme relevantmaterialfaster, more easily

Provide me insightsandlearning

Delivergreaterutility than standardnarrative materials.
Helpme to makebetter decisionsaddvalueto my work.

R G i

A Discoverabilityremainskey but readersnow expect

U | needa specificproblemsolution
u Formulas,tables,figures,equations applicationsare important.
u | wantinformation by usecaseor format, not just subject(context).

A New content types gain in importance data; video;, animations real time
feedback

u Scale of data, strength of networks, growing computational power,
visualizatiortools all drivinggrowing |mportanceof data.

u | want to view techniques methods,processessimulations

u | like adaptive learning tools expectedto assistw training, certification,

personalizedearning
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EmergingCompetitive Forces
Delivery / Purchase Models

A Competitorsincreasinglyoffering updated and updatable
content.

A Budgetscontinue to be squeezeebuyers interested in
renting for right now rather than owning for the future.

A Patrondriven acquisitionvs our evidencebasedmodel.
Libraries want to buy across publishers even at a
premium for doing so, but they R 2 ylRdia forced
purchasew/o oversight

A Ad sponsored websites offer free content (efunda
matweb).

A SociaNetworkingSitesfor scientistsallow free sharingof
content (Researchgaibe
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New Nontraditional Competitors

CO nte nt ELSEVIER

A ScientificVideo Contentc Publishersand Suppliers Seeinga
technigueor method.

U JOVEIETTV DNATube AlexanderStreetPressYouTube

A Free Content Availability and quality of free reference
contentimproving

U KahnAcademyGoogle Wikipedia

A SelfPublishing the publicationof any book (or other media)
by the author without the involvement of an established
publisher

U Glass Tree Academic Publishing Pub Puly Peerwith
Amazon
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New Nontraditional Competitor:
Delivery

A MOOCSFree,web-basedclasseglesignedto supporta large
numberof participants Often,thoughnot always free.

U EdX CourseraMOOCQCorg; Udacity Seekin@Alpha

A SocialNetworks for Scientists primarily to collaborate and
managetheir professionahetwork, but now offering ability to

freely shareresearch

U Mendeley Academiaedu; Researcherl[ResearchGate
Google Scholar Microsoft AcademicSearch Semantic

ScholarLibGen SctHub;, facebook epernicus twitter

A RentalModels: Offeredeitherto institutionsor end users
U Proquest EBSCBarnes&Noble,Amazon
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Scientific Video Publishers e
Journal of Visual ExperimentatiolDve

JoVHs the leadingreator of video solutions scientific
research aneducation

9,000+ video articles demonstrating experiments fréabs at
top research universitieglobally.

Deliveredonline to scientists, educators amstdents.
800institutional subscribers.

In 2013JoVE Science Educatitaunched: video lab methods
& coretechniquesfor undergraduate/grad student labs to
complement courses.

A Mo UGKSYFUOAO aLI O1F3ISaé¢ AyOf
Environment, and Behavioral Sciences.

A http://www.jove.com/ (demo)¢ TBD re: DEMO

Do Po To  To  I»
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http://www.jove.com/

Jovec Sample Method Page

* - ~
lee (" Search 9,164 video articles Advanced o ( svamTaTmiac )

ssouTiove  FomuBRamANs m sciewce epucanon

ABSTRACT INTRODUCTION PROTOCOL RESULTS DISCUSSION MATERIAL S REFERENCES DOWNLOADS

| ® NEUROSCIENCE |

Investigating Mammalian Axon Regeneration: In Vivo Electroporation of Adult Mouse Dorsal Root Ganglion

Qiao Li', Cheng Qian’, Feng-Quan Zhou'?
‘Department of Orthopaedic Surgery. Johns Hopkins University School of Medicine, 2The Solomon H. Snyder Department of Neuroscience, Johns Hopkins University School of Medicine

@

VIEWS 296

A SUBECR

0:28 Surgical Exposure of the L4 and L5 DRGs

1:37 DRG Injection and Electroporation
2:23 Sciatic Nerve Crush
207 DRG and Sciatic Nerve Harvest and Imaging

4:23 Results: EGFP-expressing Axons in the Sciatic Nerve and Spinal Cord

5:35 Conclusion

Accessed on 09/04/2018
Link: https://www.jove.com/video/58171/investigatingnammalianaxonregenerationvivo-
electroporationadult 11



Free Content
Khan Academy

A Free short lectures via YouTube Videos with
practiceexerciseandtools for educators

5,000coursesand9,000videos

Broad range of subjects and levels including
Biology, Chemistry, Healthcare, Medicine,
Economicskinance

Offeredin Englisrand 65 other languages KHAN

ACADEMY
10M unique users per month; 300M+ lessons
delivered 100K+practiceproblems

On staff faculty and network of content specialists
providecontent

Funded by donations including the Gates
Foundation,TheBroadFoundation Google

T T
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Khan Academy

More on Nash equilibrium

Sonn

Nash equilibrium ((game theory) a stable state of a system that involves
several interacting participants in which no participant can gain by a change
of strategy as long as all the other participants remain unchanged)

1 0 jufperiiwely =nash%20equilibrium

And here's a definition of Nash
equilibrium from Princeton.

Accessed on 09/04/2018
Link: https://www.khanacademy.org/economifimancedomain/microeconomics/nash

equilibrium-tutorial/modal/v/more-on-nashequilibrium
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EdX

A
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o o Do D>

EdXhosts 500+ online, universitylevel coursesin a wide range of
disciplinedor a worldwide studentbody:.

Createdin 2012 by MIT and Harvard, EdXhas 65 university and
collegepartnershipsglobally

Coursescan be accessedyy anyoneanywhereas long asthey have
an internet connection Open to everyone without entry
gualifications

Eachpartner makesa commitmentto developa certain number of
MOOCser year,bringinggquantity andvarietyto S R -c@alog

EdXis a nonprofit organizatiorandrunson opensourcesoftware

EdX conductsresearchinto learningbasedon how people use its
platform.

https://www .edxorg/about-us (seesite)

D Customer First Customer Needs [ Customer Choice 14
Customer Value m Customer Satisfaction


https://www.edx.org/about-us

FLSEVIER

edX

ﬂ Courses ~ Programs & Degrees v Schools & Partners About ~

Search: Q l Sign In

Accelerate your
future. Learn
anytime, anywhere.

Find courses

What do you want to learn?

Q
mEm Massachusetts SR, b BC| THE UNIVERSITY
veed HARVARD B k 1 4 B Tue UNIVERSITY qv UBC| TH
Institute of g g B
IIIII 'I'edml;Io:y UNIVERSITY er e ey d 8 of TEXAS SYSTEM THE HONG KONG w OF BRITISH COLUMBIA
UNIVERSITY OF CALIFORNIA POLYTECHNIC UNIVERSITY
M TR

Accessed on 09/04/2018
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Self Publishing

Glass Tree Academic Publishifi ASLLEERIN3:

A

A

T> T

GlassTree AcademicPublishing launchedin April 2016 provides
tools for selfpublishingacademiddooksand manuals

Open or closedaccessprint and/or e-book, includingpeer review
classification subject matter taxonomy promotional tools (in
alliancewith Kudosg.

GTAPis 2 T T S X&Noy BStgpublishingplatform, transparencyin
pricing and a fair profit sharing model with a 70% of profits to
I dzd K 2nbdi £ | pridell gublishingservicessuchas formatting,
illustration, editing, peerreview,andY I NJ SG A y 3 €

Funded by and is a part of Lulu Press, Inc. the online, selt
publishing,PODanddistribution platform foundedin 2002

Phasgwo (4 16) focuseson conferenceproceedings
Phasehree (Q2 17) focuseson journalarticle publishing
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Glass Tree
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174 55
’ . : s Search
s Publish Shop Pricing Support C>\ Searct

PUBLISH AND PROSPER

Glasstree Returns Control to Academic Authors

Experience Academic Publishing in a Whole New Way
Transparent Pricing - Fastest Speed to Market - Highest Author Royalties
Bibliometric Tracking = Academic Services

Accessed on 09/04/2018
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Glass Tree

Accessed on 09/04/2018
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