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Key Competitive Edges Today

Å Focuson specificmarketsegments.

Å Contentvolume,qualityandcoverage.

Å Digital usage is key to sell to customers and
authors.

Å Valuebasedsellingandrefinedpricingstrategy.

Å Contentwith analyticsandtechnology.

Å Increasedoperationalefficiency.
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Traditional Competitors 

http://www.wiley.com/WileyCDA/Brand/id-35.html
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Tools and Innovations in Scholarly Publishing
(400+ tools identified) Organized by Workflow

Pre Experiment understanding the 
field:
Á Literature search tools
Á Read/view articles
Á Get alerts/recommendations of 

interest
Á Summaries of recent science
Á Social networking

Pre Experiment, getting ready:
Á Finding experts
Á Finding funds
Á project management
Á Share protocols

Experiment:
Á Create/analyze survey data
Á Collect/mine/extract data
Á Archive/share data
Á Data analysis tools
Á Visualization tools

Writing/Publication:
Á Collaborative writing environments
Á Finding journal in which to publish
Á Peer review
Á Annotate and tag info

Post publication:
Á Impact analysis
Á Archive/share posters/articles
Á Organize conferences
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https://docs.google.com/spreadsheets/d/1KUMSeq_Pzp4KveZ7pb5rddcssk1XBTiLHniD0
d3nDqo/edit?pref=2&pli=1#gid=0

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


Emerging Competitive Forces
Content 

Å Readercontent expectationsexpanding
ü Givemerelevantmaterialfaster, moreeasily.
ü Provideme insightsandlearning.
ü Delivergreaterutility than standardnarrative materials.
ü Helpme to makebetter decisions; addvalueto my work.

Å Discoverabilityremainskeybut readersnow expect
ü I needa specificproblemsolution.
ü Formulas,tables,figures,equations,applicationsare important.
ü I want informationby usecaseor format, not just subject(context).

Å New content types gain in importance: data; video; animations; real time
feedback.
ü Scale of data, strength of networks, growing computational power,

visualizationtoolsall drivinggrowingimportanceof data.
ü I want to view techniques,methods,processes,simulations.
ü I like adaptive learning tools expectedto assistw training, certification,

personalizedlearning.
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Emerging Competitive Forces 
Delivery / Purchase Models

ÅCompetitorsincreasinglyofferingupdatedandupdatable
content.

ÅBudgetscontinue to be squeezed-buyers interested in
renting for right now rather than owning for the future.

ÅPatron driven acquisitionvs our evidencebasedmodel.
Libraries want to buy across publishers even at a
premium for doing so, but they ŘƻƴΩǘlike a forced
purchasew/o oversight.

ÅAd sponsored websites offer free content (efunda,
matweb).

ÅSocialNetworkingSitesfor scientistsallow free sharingof
content (Researchgate).
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New Nontraditional Competitors: 
Content 

Å ScientificVideo ContentςPublishersand Suppliers: Seeinga
techniqueor method.
üJoVE; IETTV; DNATube; AlexanderStreetPress; YouTube

Å Free Content: Availability and quality of free reference
content improving
üKahnAcademy,Google,Wikipedia

Å SelfPublishing: the publicationof any book (or other media)
by the author without the involvement of an established
publisher.
üGlass Tree Academic Publishing; Pub Pub; Peerwith;

Amazon.
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New Nontraditional Competitors: 
Delivery

Å MOOCS: Free,web-basedclassesdesignedto supporta large
numberof participants. Often,thoughnot always,free.
üEdX; Coursera; MOOC.org; Udacity; SeekingAlpha

Å SocialNetworks for Scientists: primarily to collaborateand
managetheir professionalnetwork,but now offeringability to
freelyshareresearch.
ü Mendeley; Academia.edu; ResearcherID; ResearchGate,

GoogleScholar; Microsoft AcademicSearch; Semantic
Scholar; LibGen; Sci-Hub; facebook; epernicus; twitter

Å RentalModels: Offeredeither to institutionsor endusers
ü Proquest; EBSCO; Barnes&Noble,Amazon
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Scientific Video Publishers
Journal of Visual Experimentation

Å JoVEis the leading creator of video solutions in scientific 
research and education.

Å 9,000+ video articles demonstrating experiments from labs at 
top research universities globally. 

Å Delivered online to scientists, educators and students. 
Å 800 institutional subscribers.
Å In 2013 JoVE Science Educationlaunched: video lab methods 

& core techniques for undergraduate/grad student labs to 
complement courses.  

Å мо ǘƘŜƳŀǘƛŎ άǇŀŎƪŀƎŜǎέ ƛƴŎƭǳŘƛƴƎ [ƛŦŜ {ŎƛŜƴŎŜǎΣ 9ƴƎƛƴŜŜǊƛƴƎΣ 
Environment, and Behavioral Sciences.

Åhttp://www.jove.com/ (demo) ςTBD re: DEMO
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http://www.jove.com/


Jove ςSample Method Page
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Accessed on 09/04/2018
Link: https://www.jove.com/video/58171/investigating-mammalian-axon-regeneration-vivo-
electroporation-adult



Free Content  
Khan Academy 

Å Free short lectures via YouTube Videos with
practiceexercisesandtools for educators.

Å 5,000coursesand9,000videos.

Å Broad range of subjects and levels including:
Biology, Chemistry, Healthcare, Medicine,
Economics,Finance

Å Offeredin Englishand 65other languages.

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

Å Onstaff facultyandnetwork of content specialists
providecontent.

Å Funded by donations including: the Gates
Foundation,TheBroadFoundation,Google.
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Khan Academy
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Accessed on 09/04/2018
Link: https://www.khanacademy.org/economics-finance-domain/microeconomics/nash-
equilibrium-tutorial/modal/v/more-on-nash-equilibrium



MOOCS
EdX
Å EdXhosts 500+ online, university-level coursesin a wide range of

disciplinesfor a worldwidestudentbody.

Å Created in 2012 by MIT and Harvard, EdXhas 65 university and
collegepartnershipsglobally.

Å Coursescan be accessedby anyoneanywhereas long as they have
an internet connection. Open to everyone without entry
qualifications.

Å Eachpartner makesa commitment to developa certain number of
MOOCsper year,bringingquantityandvarietytoŜŘ·Ωǎcatalog.

Å EdXisa nonprofit organizationandrunson opensourcesoftware.

Å EdX conductsresearchinto learningbasedon how people use its
platform.

Å https://www.edx.org/about-us(seesite)
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https://www.edx.org/about-us
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edX

Accessed on 09/04/2018



Self Publishing
Glass Tree Academic Publishing

Å GlassTree AcademicPublishing, launchedin April 2016, provides
tools for self-publishingacademicbooksandmanuals.

Å Open or closedaccess,print and/or e-book, includingpeer review
classification; subject matter taxonomy; promotional tools (in
alliancewith Kudos).

Å GTAPisƻŦŦŜǊƛƴƎΣέΧa low cost publishingplatform, transparencyin
pricing and a fair profit sharing model with a 70% of profits to
ŀǳǘƘƻǊǎέandάŦŀƛǊƭȅpriced publishingservicessuchas formatting,
illustration,editing,peerreview,andƳŀǊƪŜǘƛƴƎέ.

Å Funded by and is a part of Lulu Press, Inc. the online, self-
publishing,PODanddistributionplatform foundedin 2002.

Å Phasetwo (Q4 16) focuseson conferenceproceedings.

Å Phasethree (Q2 17) focuseson journalarticlepublishing.
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Glass Tree

Accessed on 09/04/2018
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Glass Tree

Accessed on 09/04/2018


