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Executive summary 

Introduction  
There are fewer barriers than ever before for those who wish to build something on the web, whether an online 

ÊÏÕÒÎÁÌȟ Á ×ÅÂÓÉÔÅ ×ÉÔÈ ÔÏÏÌÓ ÆÏÒ ÔÅÁÃÈÉÎÇȟ ÏÒ Á ÄÉÇÉÔÉÓÅÄ ÃÏÌÌÅÃÔÉÏÎ ÏÆ ÒÁÒÅ ÁÎÄ ÕÎÉÑÕÅ ÍÁÔÅÒÉÁÌÓȢ 4ÏÄÁÙȭÓ ÂÕÉÌÄÅÒÓ 

may be individuals, institutions or social enterprises, in additÉÏÎ ÔÏ ÍÏÒÅ ÔÒÁÄÉÔÉÏÎÁÌ ȬÐÕÂÌÉÓÈÅÒÓȭ ÏÆ ÄÉÇÉÔÁÌ 

resources. Recent and growing enthusiasm among faculty and students for digital humanities suggests that this 

moment of digital creation and innovation is far from over. This is evidenced by the growth of workshops, The 

Humanities and Technology (THAT) camps1, the Jisc Summer of Student Innovation competition2 and other 

training opportunities, as well as the movement of funders in the cultural heritage sector to support digital work. 

Whether a digital project was created with a significant grant from public funds or subsidised by the hard work 

and volunteer effort of a devoted group of partners, whether its content is made freely available or not, there are 

substantial costs involved in keeping the resource up and running and delivering value to those who use it. 

)ÄÅÎÔÉÆÙÉÎÇ ÓÏÕÒÃÅÓ ÆÏÒ ÔÈÁÔ ÏÎÇÏÉÎÇ ÓÕÐÐÏÒÔ ÉÓ ÎÏÔ ÏÂÖÉÏÕÓ ÏÒ ÅÁÓÙȟ ÁÓ ÆÕÎÄÅÒÓȭ ÐÒÏÇÒÁÍÍÅÓ ÏÆÔÅÎ ÔÁÒÇÅÔ 

innovation and not ongoing operations.  

With the support of the Jisc-led Strategic Content Alliance (SCA), Ithaka S+R has developed this guide to support 

those who are actively managing digital projects and are seeking to develop funding models that will permit 

them to continue investing in their projects, for the benefit of their users, over time. This report updates 

Sustainability and Revenue Models for Online Academic Resources (2008) in two major ways: first, by 

expanding the list of revenue models covered in order to take into account emerging models, including 

highlighting those methods that are compatible with open access. Second, the report places the notion of 

ȬÒÅÖÅÎÕÅ ÇÅÎÅÒÁÔÉÏÎȭ ÉÎ ÔÈÅ ÃÏÎÔÅØÔ ÏÆ ÔÈÅ ÆÕÌÌÅÒ ÒÁÎÇÅ ÏÆ ÆÕÎÄÉÎÇ ÁÃÔÉÖÉÔÉÅÓ ×Å ÈÁÖÅ ÏÂÓÅÒÖÅÄ ÉÎ ÈÉÇÈÅÒ ÅÄÕÃÁÔÉÏÎ 

and the cultural sector. In addition to practices more often seen in the commercial world like advertising and 

corporate sponsorships, the report devotes time to discussions of a range of philanthropic sources of support as 

well as support offered by host institutions.  

While this updated guide is substantially expanded from the original and updated to include new and more 

current examples and illustrations, we are deeply aware of just how rapidly revenue models change, along with 

the digital projects that use them. We hope that the examples offered in this guide are useful and permit project 

leaders to quickly determine which methods may be best suited to their needs. We hope that the greatest value 

of this guide and its articles will be as a framework, a starting point to encourage project leaders to develop new 

ideas for supporting their work, before gathering the most current data, and actively testing these ideas against 

the specific circumstances of their projects and their audiences.  

  

 

1 http://thatcamp.org/  

2 jisc.ac.uk/blog/the-summer-of-student-innovation-winners-announced-01-jul-2013  

http://www.jisc.ac.uk/publications/programmerelated/2008/scaithakasustainability.aspx
http://thatcamp.org/
http://www.jisc.ac.uk/blog/the-summer-of-student-innovation-winners-announced-01-jul-2013
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Structure of the guide 
Funding models for digital resources is comprised of two parts. An introductory essay outlines the rationale for 

project leaders to think about sustainability planning and funding models in particular. In an age of increased 

ÃÏÍÐÅÔÉÔÉÏÎ ÆÏÒ ÕÓÅÒÓȭ ÁÔÔÅÎÔÉÏÎȟ ÁÎÄ ÔÈÅ ÓÈÏÒÔÅÒ ÁÎÄ ÓÈÏÒÔÅÒ ÓÈÅÌÆ ÌÉÆÅ ÏÆ ÄÉÇÉÔÁÌ ÔÏÏÌÓ ÁÎÄ ÉÎÔÅÒÆÁÃÅÓȟ ÐÒÏÊÅÃÔ 

leaders can no longer ɀ if they ever could ɀ be content to build something once and hope that preserving it intact 

over time will continue to meet user needs. For those project leaders who want to see their digital projects 

continue to grow, there are many types of ongoing support needed, from staff and project management, to 

technology upgrades and design, to outreach to encourage usage and incentivise contributors. While some of 

these efforts may be done on a purely volunteer basis, others will require some level of funding and that funding 

can come from many different sources. 

This guide offers a new framework for thinking about what those sources might be, based upon first identifying 

×ÈÁÔ ÔÈÅ ÐÒÏÊÅÃÔȭÓ ÒÅÁÌ ÓÔÒÅÎÇÔÈÓ ÁÒÅȢ 4ÈÅ Value Assessment Framework is introduced as a means to encourage 

project leaders to consider the ways in which their project is particularly valuable, and to whom, as a first step in 

considering the most likely sources of financial support. For one type of project, content or innovative tools may 

offer a source of value; for another it might be the strength of a large audience of devoted users. The Value 

Assessment Framework suggests four main sources of value in digital resources: content, technical platform and 

tools, audience and mission. 

The second section of the report consists of the guide to revenue models, short articles that explore each of the 

different revenue models in depth. Readers are encouraged to consider possible funding models, based on the 

value users or other stakeholders may find in their content, software and technology, audience and mission. 

» For resources with unique or well-curated content, for instance, subscription, purchase, pay-per-use, 

licensing and freemium models are discussed. 

» Projects that have developed innovative tools and services may be able to attract authors and contributors to 

pay for use of the tools or for the opportunity to publish content on the platform (licensing, author-pays 

model). Project staff may be able to leverage the expertise gained by launching a resource into a consulting 

service. 

» Digital resources with a large and/or well-defined audience may be able to look to advertising or corporate 

sponsors for a revenue stream. 

» Digital resources whose mission and aims align well with those of their host institution or other key 

stakeholders may find ongoing support through membership, philanthropy (grants, endowments, 

donations) or their host institution .  

Each article includes several sections designed to help readers quickly find the information they need:  

» Introduction  defines the revenue model and offers a quick overview 

» This is a good fit for suggests the characteristics for projects or organisations best suited to the revenue 

model 

» How it works ÄÅÓÃÒÉÂÅÓ ÔÈÅ ÍÅÃÈÁÎÉÃÓ ÏÆ ÔÈÅ ÍÏÄÅÌ ÁÎÄ ×ÈÁÔ ÍÁËÅÓ ÉÔ ȬÔÉÃËȭ 

» Trends offers a brief overview of some current topics 

» Case studies offers specific examples of the revenue model in action 
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» Benefits and Disadvantages outline the pros and cons of working with each revenue model 

» Costs attributable to the revenue model outlines the categories of costs associated with implementing the 

revenue model 

» Key questions suggests topics to address if you are considering this model 

» Further reading offers a list of key works cited and relevant literature 

Whether a digital project was created with a significant grant from public funds or subsidised by the hard work 

and volunteer effort of a devoted group of partners, it has become clear that there are substantial costs involved 

in keeping these resources up and running and delivering value to those who use them. All project leaders who 

see a future for their digital resource need to plan ahead, whether or not they are supporting projects with freely 

available content. While not every project leader may find every model described here appropriate, we hope that 

this guide will help them to consider models they may not have looked at before, and help them find a 

sustainable future for their resource. 
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Introduction  
The blossoming of thousands of digital projects in the academic, cultural and other sectors over the past two 

decades has created a rich terrain of digital material. Much of this bounty is freely available, including digitised 

collections of rare and unique archival materials, images, sound files, aggregations of scholarly articles, 

crowdsourced transcription projects, citizen science initiatives and a wealth of platforms and tools for others to 

use in order to conduct and publish their research. The desire to participate in the world of digital creation has 

moved beyond major research institutions to small historical societies and local archives; there are more types of 

organisations developing digital material than ever before,3 and some new funders have begun to offer 

increasing support for digital outputs which result from existing funding activities.4 

4ÈÅÓÅ ÐÌÁÔÆÏÒÍÓȟ ÃÏÌÌÅÃÔÉÏÎÓ ÁÎÄ ÔÏÏÌÓȟ ÌÉËÅ ÅÖÅÒÙ ÁÓÐÅÃÔ ÏÆ ÔÅÃÈÎÏÌÏÇÙȟ ÁÒÅ ÐÒÏÎÅ ÔÏ ȬÄÉÇÉÔÁÌ ÄÅÃÁÙȭ ÄÕÅ ÔÏ ÔÈÅ 

rapid pace of technological change and evolving user expectations. Finding ways to keep these resources 

relevant and accessible will become increasingly urgent as the digital world continues to change.  

While some digital initiatives may be conceived with an eye on growth and development from the outset, many 

take a more circuitous path. Project leaders may be academic faculty or library staff who determine only once a 

project is underway that it is something they intend to support well beyond the initial funding. Digital resources 

are often created at libraries, in museums, or at other kinds of cultural centres, where protecting and preserving 

content may be a core value. However, identifying ongoing funding sources to enable a digital project to do this 

remains a challenge, particularly in times of economic duress. Once it is determined that a resource has created 

some valueɂfor its audience, which has come to rely upon it, or for its home institution, which benefits from its 

excellent reputationɂwhat will make it possible to maintain or increase this value into the future? And if this is 

already a challenge for the best-resourced libraries and museums, how will the new generation of digital 

resource creators find ways to develop reliable plans to support their work into the future? 

At the same time, today there is an increasingly strong movement to provide research outputs, particularly those 

that have been created from government funds, freely to the public. Since 1 April 2013, all research funded by 

Research Councils UK (RCUK) has been required to be published either Green or Gold Open Access (OA).56 In the 

United States, similar efforts are underway, including an executive memorandum issued by the White House. 

This memorandum requires all federal agencies with research expenditures greater than $100 million per year to 

 

3  For examples of sustainability strategies of digitisation projects at academic and cultural heritage organizations in the United States, see Nancy 

Maron and Sarah Pickle, Searching for Sustainability: Strategies from Eight Digitized Special Collections (ARL and Ithaka S+R, 2013), 
sr.ithaka.org/research-publications/searching-sustainability. 

4  3ÅÅ ÁÐÐÌÉÃÁÔÉÏÎ ÇÕÉÄÁÎÃÅ ÆÏÒ ÔÈÅ (ÅÒÉÔÁÇÅ ,ÏÔÔÅÒÙ &ÕÎÄȭÓ /ÕÒ (ÅÒÉÔÁÇÅ ÇÒÁÎÔÓȟ 
hlf.org.uk/HowToApply/programmes/Documents/OH_Application_Guidance_SF4.pdf, p. 31. 

5  The Working Group on Expanding Access to Published Research Findings was commissioned by the U.K. Minister for Universities and Science and 
chaired by Dame Janet Finch. Its report, Accessibility, Sustainability, Excellence: How to Expand Access to Research Publications, known as the Finch 
Report, is available at researchinfonet.org/wp-content/uploads/2012/06/Finch-Group-report-FINAL-VERSION.pdfȢ &ÏÒ ÔÈÅ ÇÏÖÅÒÎÍÅÎÔȭÓ ÒÅÓÐÏÎÓÅ 
to and acceptance of the Finch Report, see bis.gov.uk/assets/biscore/science/docs/l/12-975-letter -government-response-to-finch-report-research-
publications.pdf. 

6Ȭ'ÒÅÅÎȭ /! ÃÏÎÔÅÎÔ ÉÓ ÃÏÍÍÏÎÌÙ ÄÅÌÉÖÅÒÅÄ ÖÉÁ ÉÎÓÔÉÔÕÔÉÏÎÁÌ ÒÅÐÏÓÉÔÏÒÉÅÓ ÁÓ Á ÄÒÁÆÔ ÏÒ ÐÅÅÒ-ÒÅÖÉÅ×ÅÄ ÐÏÓÔ ÐÒÉÎÔȟ ×ÈÉÌÅ Ȭ'ÏÌÄȭ /! ÉÓ ÐÕÂÌÉÓÈÅÄ with 
immediate access through a designated OA Journal. On this topic OA scholar Peter Suber helpfully notes, "The green/gold distinction is about venues or 
delivery vehicles, not user rights or degrees of openness." http://legacy.earlham.edu/~peters/fos/overview.htm . For Research Councils UK policy, see 
rcuk.ac.uk/research/Pages/outputs.aspx. See also a decision tree summarising the policy, created by the Publishers Association and endorsed by 
RCUK: publishers.org.uk/index.php?option=com_docman&task=doc_download&gid=780&Itemid=. 

http://www.sr.ithaka.org/research-publications/searching-sustainability
http://www.hlf.org.uk/HowToApply/programmes/Documents/OH_Application_Guidance_SF4.pdf
http://www.researchinfonet.org/wp-content/uploads/2012/06/Finch-Group-report-FINAL-VERSION.pdf
http://www.bis.gov.uk/assets/biscore/science/docs/l/12-975-letter-government-response-to-finch-report-research-publications.pdf
http://www.bis.gov.uk/assets/biscore/science/docs/l/12-975-letter-government-response-to-finch-report-research-publications.pdf
http://legacy.earlham.edu/~peters/fos/overview.htm
http://www.rcuk.ac.uk/research/Pages/outputs.aspx
http://www.publishers.org.uk/index.php?option=com_docman&task=doc_download&gid=780&Itemid=.
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submit plans by August 2013 to demonstrate how they will establish policy to provide taxpayer-funded research 

freely to the public.7 

How does this drive to open access influence the choices of digital project leaders who are developing platforms, 

primary source collections and other digital resources beyond journal articles and books? Many embrace open 

access in principle, feeling that removing barriers will make universal access to their resource possible, ultimately 

resulting in greater impact of the work. Yet even the strongest proponents of free content have pointed out that 

open access is indeed a choice about access ÁÎÄ ÉÓ ȰÎÏÔ Á ËÉÎÄ ÏÆ ÂÕÓÉÎÅÓÓ ÍÏÄÅÌȟ ÌÉÃÅÎÓÅȟ ÏÒ ÃÏÎÔÅÎÔȢȱ8  For many, 

ÕÌÔÉÍÁÔÅÌÙ ÔÈÅ ÇÏÁÌ ÉÓ ÎÏÔ ÊÕÓÔ ÔÏ ÍÁËÅ ÓÏÍÅÔÈÉÎÇ ȬÏÐÅÎȭ ÂÕÔ ÔÏ ÓÅÅ ÔÈÁÔ ÉÔ ÒÅÁÃÈÅÓ ÔÈÅ ÐÅÏÐÌÅ ×ÈÏ ×ÁÎÔ ÁÎÄ ÎÅÅÄ 

to use it. For digital projects to remain vital, current, and discoverable, and be used by the people who want to 

use them, takes hard work from the project leaders and teams that create them. Creating a model that balances 

the desire to keep a resource openly available, with the need to cover the costs associated with continuing to 

actively develop it, is no simple task.  

This report is intended to offer some guidance to those who are actively managing digital projects and are 

seeking to develop funding models that will permit them to continue investing in their projects, for the benefit of 

their users, over time. The introductory essay outlines the basic concepts of sustainability planning and situates 

revenue generation as just one possible aspect of a fuller funding model that is likely to also include support from 

ÔÈÅ ÐÒÏÊÅÃÔȭÓ ÈÏÓÔ ÉÎÓÔÉÔÕÔÉÏÎ ÁÓ ×ÅÌÌ ÁÓ ÃÏÎÔÒÉÂÕÔÉÏÎÓ ÆÒÏÍ ÄÏÎÏÒÓ ÁÎÄ ÏÔÈÅÒÓȢ  

Project leaders seeking to explore sources of funding will have many questions about how various revenue 

models work, and which might be most appropriate. Accompanying this essay are eleven short articles, each one 

offering practical guidance and examples of specific revenue models in action. Each article includes several 

sections designed to help readers quickly find the information they need:  

» Introduction  defines the revenue model and offers a quick overview 

» This is a good fit for suggests the characteristics for projects or organisations best suited to the revenue 

model 

» How it works ÄÅÓÃÒÉÂÅÓ ÔÈÅ ÍÅÃÈÁÎÉÃÓ ÏÆ ÔÈÅ ÍÏÄÅÌȟ ×ÈÁÔ ÍÁËÅÓ ÉÔ  ȬÔÉÃËȭ 

» Trends offers a brief overview of some current topics concerning the revenue model 

» Case studies offers specific examples of the revenue model in action 

» Benefits and Disadvantages outline the pros and cons of working with each revenue model 

» Costs attributable to the revenue model outlines the categories of costs associated with implementing the 

revenue model 

» Key questions suggests topics to address if you are considering this model 

» Further reading offers a list of key works cited and relevant literature  

 

7 The Fair Access to Science and Technology Research Act (FASTR) bill introduced to House and Senate in February 2013 would provide funding to all 
ÆÅÄÅÒÁÌ ÁÇÅÎÃÉÅÓ ÓÏ ÔÈÁÔ ÔÈÅÙ ÃÁÎ ÄÅÖÅÌÏÐ ȰÐÕÂÌÉÃ ÁÃÃÅÓÓ ÐÏÌÉÃÉÅÓ ÒÅÌÁÔÉÎÇ ÔÏ ÒÅÓÅÁÒÃÈ ÃÏÎÄÕÃÔÅÄ ÂÙ ÅÍÐÌÏÙÅÅÓ ÏÆ ÔÈÁÔ ÁÇÅÎÃÙ or from funds 
ÁÄÍÉÎÉÓÔÅÒÅÄ ÂÙ ÔÈÁÔ ÁÇÅÎÃÙȢȱ ,ÁÔÅÒ ÔÈÁÔ ÍÏÎÔÈȟ ÔÈÅ 7ÈÉÔÅ (ÏÕÓÅȭÓ /ffice of Science and Technology Policy issued an executive memorandum that 
ÕÌÔÉÍÁÔÅÌÙ ÁÉÍÓ ÔÏ ÅØÐÁÎÄ ÔÈÅ .ÁÔÉÏÎÁÌ )ÎÓÔÉÔÕÔÅÓ ÏÆ (ÅÁÌÔÈȭÓ ÇÒÅÅÎ /! ÐÏÌÉÃÙ ÔÏ ÁÌÌ ÒÅÓÅÁÒÃÈ ÆÕÎÄÅÄ ÂÙ ÆÅÄÅÒÁÌ ÁÇÅÎÃÉÅÓ ×ÉÔÈ research and 
development expenditures greater than $100 million (£61 million). The text of the FASTR bill may be found at 
http://doyle.house.gov/sites/doyle.house.gov/files/documents/2013%2002%2014%20DOYLE%20FASTR%20FINAL.pdf. For the Office of Science 
and Technology Policy Memorandum on Expanding Public Access to Federally Funded Research, see 
whitehouse.gov/sites/default/files/microsites/ostp/ostp_public_access_memo_2013.pdf. 

8  Peter Suber, Open Access Overview, http://legacy.earlham.edu/~peters/fos/overview.htm 

http://doyle.house.gov/sites/doyle.house.gov/files/documents/2013%2002%2014%20DOYLE%20FASTR%20FINAL.pdf
http://www.whitehouse.gov/sites/default/files/microsites/ostp/ostp_public_access_memo_2013.pdf
http://legacy.earlham.edu/~peters/fos/overview.htm
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In the real world, many digital projects, and non-profit organisations more generally, develop business models 

that combine a combination of funding sources. An open access resource may be supported through advertising, 

donations, and also host support, for example. An academic department that publishes a subscription journal 

may use that revenue to subsidise an open access newsletter, and so forth. The interaction of these models and 

the context in which they operate matters a great deal. Yet, the sheer number and variety of combinations this 

yields makes it impractical and not particularly useful to address every possible hybrid model in this report.9 

We hope that the revenue model guidelines in this report will encourage project leaders, whether they are 

seeking to fully support the activities of their project or simply to generate some incremental unrestricted 

income, to consider a wider range of tactics for developing support for the projects they have so carefully built. 

Background 
In 2008, the Jisc-led Strategic Content Alliance (SCA) and Ithaka S+R (then called Ithaka Strategic Services) 

partnered to produce the report Sustainability and Revenue Models for Online Academic Resources (2008).10 At 

that time, many funders had begun investing in the creation of digital projects in the academic and cultural 

sectors. Jisc, Arcadia and the Wellcome Trust, in the United Kingdom; The Andrew W. Mellon Foundation, the 

National Endowment for the Humanities (NEH), and even the National Science Foundation in the United States, 

among others, were noting similar trends among their grantees. Past grantees were returning to the funders, 

asking for new grants that would support the ongoing operations of the websites, collections, platforms and 

tools that the grantees had created.  

A typical scenario might proceed as follows: 

» Funder supports innovative new idea ɀ for example, the first online aggregation of X! The development of a 

new platform to facilitate Y! The creation of a dynamic internet space where the community can contribute 

to Z! 

» Project team executes idea with excellence 

» Project grant runs its course, and leaders then seek new funding, only to find that funders prioritise 

innovation and have little interest or remit in helping them pay the monthly rent 

This scenario would then often lead to certain outcomes: 

» The project leader, having delivered on the original job, might develop a next phase of work and successfully 

find a funder to underwrite that next stage 

» 4ÈÅ ÐÒÏÊÅÃÔ ÌÅÁÄÅÒȟ ÈÁÖÉÎÇ ÕÎÄÅÒÔÁËÅÎ ÔÈÅ ×ÏÒË ÁÓ ȬÒÅÓÅÁÒÃÈȭ ÏÒ ÁÎ ÅØÐÅÒÉÍÅÎÔȟ ÍÉÇÈÔ ÂÅ ÓÁÔÉÓÆÉÅÄ ×ÉÔÈ ÔÈÅ 

outcome and content to move on to the next project 

 

9 For those seeking fuller examples of how real-world digital initiatives have developed robust sustainability plans, often by combining several types of 
revenue generation, we refer you to the Ithaka Case Studies in Sustainability, twelve reports that outline the full sustainability strategies employed by 
projects from the United States, United Kingdom, France, Germany, and Egypt. The same twelve cases were studied in 2009 and an update was 
issued in 2011. See Nancy L. Maron and Matthew Loy, Sustaining Digital Resources: An On-the-Ground View of Projects Today; Report with Case Studies, 
2009, http://sca.jiscinvolve.org/wp/portfolio -items/sustaining-digital -resources-an-on-the-ground-view-of-projects-today-ithaka-case-studies-
in-sustainability-3/, and Nancy L. Maron and Matthew Loy, Revenue, Recession, Reliance: Revisiting the Ithaka Case Studies in Sustainability, 
2011,http://sca.jiscinvolve.org/wp/portfolio -items/revenue-recession-reliance-revisiting-the-sca-ithaka-case-studies-in-sustainability-full -
report/ . 

10 Kevin Guthrie, Rebecca Griffiths, and Nancy L. Maron, Sustainability and Revenue Models for Online Academic Resources(Jisc, 2008) 
jisc.ac.uk/publications/programmerelated/2008/scaithakasustainability.aspx. 

http://sca.jiscinvolve.org/wp/portfolio-items/sustaining-digital-resources-an-on-the-ground-view-of-projects-today-ithaka-case-studies-in-sustainability-3/
http://sca.jiscinvolve.org/wp/portfolio-items/sustaining-digital-resources-an-on-the-ground-view-of-projects-today-ithaka-case-studies-in-sustainability-3/
http://sca.jiscinvolve.org/wp/portfolio-items/revenue-recession-reliance-revisiting-the-sca-ithaka-case-studies-in-sustainability-full-report/
http://sca.jiscinvolve.org/wp/portfolio-items/revenue-recession-reliance-revisiting-the-sca-ithaka-case-studies-in-sustainability-full-report/
http://www.jisc.ac.uk/publications/programmerelated/2008/scaithakasustainability.aspx
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» The project leader, still seeking to develop the work further, begins to explore other, recurring sources of 

support 

Sustainability and Revenue Models for Online Academic Resources was researched and written in order to provide 

useful and pragmatic guidance to project leaders. It assisted them in creating revenue streams to support the 

continued management, enhancement and further development of the valuable digital projects they had 

created, so that those would not have to be dependent on the whims of the market or the largesse of a funder.  

Today, over five years later, several things have changed. For one, the era of major digitisation funding 

programmes has largely passed. Some of the key funders of digital activities in the academic and cultural sectors 

are on unsteady ground. The US House of Representatives has proposed cutting the budgets of NEH and the 

NEA (National Endowment for the Arts) by 49%.11 In the United Kingdom, among the consequences of a policy 

of austerity has been the closing of several agencies in recent years, with the UK Film Council and the Museums, 

Libraries and Archives Council (MLA) being abolished12 ÁÎÄ ÔÈÏÓÅ ÏÒÇÁÎÉÓÁÔÉÏÎÓȭ ÒÅÓponsibilities transferred to 

others. Other agencies are undergoing significant restructures; Jisc, for instance, transformed from a 

nongovernmental body to an independent not-for-profit organisation in December 2012.13 

Funders have looked to new ways to encourage this the creation of digital resources in a less risky fashion: in the 

5ÎÉÔÅÄ 3ÔÁÔÅÓȟ ÔÈÅ .%(ȭÓ /ÆÆÉÃÅ ÏÆ $ÉÇÉÔÁÌ (ÕÍÁÎÉÔÉÅÓȟ ÆÏÒ ÅØÁÍÐÌÅȟ ÈÁÓ Á ÓÙÓÔÅÍ ÏÆ ÍÏÄÅÓÔ ÓÔÁÒÔ-up grants (up to 

$30, 000 [£18, 340] for early prototypes and up to $60, 000 [£36, 700] for developing proof of concept) and offers 

ÏÎÌÙ Á ÖÅÒÙ ÆÅ× ȬÉÍÐÌÅÍÅÎÔÁÔÉÏÎȭ ÇÒÁÎÔÓ ÔÏ ÔÈÏÓÅ ÐÒÏÊÅÃÔÓ ÔÈÁÔ ÈÁÖÅ ÁÌÒÅÁÄÙ ȰÓÕÃÃÅÓÓÆÕÌÌÙ ÃÏÍÐÌÅÔÅÄ ÔÈÅÉÒ ÓÔÁÒÔ-

ÕÐ ÐÈÁÓÅ ÁÎÄ ÁÒÅ ×ÅÌÌ ÐÏÓÉÔÉÏÎÅÄ ÔÏ ÈÁÖÅ Á ÍÁÊÏÒ ÉÍÐÁÃÔȢȱ14 

What has not changed, is the need for project leaders to have reliable sources of support for their work. Some 

recent reports have addressed specific approaches to these funding puzzles, including revenue models to 

support Open Access15 or specific types of publications, like scholarly monographs.16 Our recent work has 

demonstrated the increasingly important role of host institutions in supporting projects developed by faculty and 

library staff. 17 The media eagerly track the many ups and downs of the revenue models that are popular in the 

commercial sector, gauging the pulse of a subscription model versus advertising support in the newspaper 

industry, for example. And those in the not-for-profit sector keep a close eye on trends in fundraising, including 

the rise of crowd funding and corporate sponsorships.  

Whether ensconced at well-known research institutions or labouring at smaller cultural societies, digital project 

leaders are still actively seeking more stable footingɂÎÏÔ ÊÕÓÔ ÔÏ ȬËÅÅÐ ÔÈÅ ÌÉÇÈÔÓ ÏÎȟȭ ÂÕÔ ÁÌÓÏ ÔÏ ÅÎÁÂÌÅ ÔÈÅÉÒ 

enterprises to develop with the times. This report does not advocate any particular revenue or funding model, 

but instead offers readers a clear explanation of what each option can offer project leaders in their journey. 

 

11  53 (ÏÕÓÅ ÏÆ 2ÅÐÒÅÓÅÎÔÁÔÉÖÅÓ #ÏÍÍÉÔÔÅÅ ÏÎ !ÐÐÒÏÐÒÉÁÔÉÏÎÓȟ Ȭ!ÐÐÒÏÐÒÉÁÔÉÏÎÓ #ÏÍÍÉÔÔÅÅ 2ÅÌÅÁÓÅÓ &ÉÓÃÁÌ 9ÅÁÒ ΨΦΧΪ )ÎÔÅÒÉÏÒ ÁÎÄ %ÎÖÉÒÏÎÍÅÎÔ "ÉÌÌȟȭ ΨΨ 
July 2013http://appropriations.,house.gov/news/documentsingle.aspx?DocumentID=343384. 

12  'ÏÖȢÕËȟ Ȭ$#-3 #ÕÔÓ 1ÕÁÎÇÏÓȡ .ÉÎÅÔÅÅÎ 0ÕÂÌÉÃ "ÏÄÉÅÓ 4Ï "Å !ÂÏÌÉÓÈÅÄ ÏÒ 2ÅÆÏÒÍÅÄȟȭ ΨΩ *ÕÌÙ ΨΦΧΩȟ https://www.gov.uk/government/news/dcms -

cuts-quangos. 

13  *ÉÓÃȟ Ȭ2ÅÓÈÁÐÉÎÇ *ÉÓÃȟȭ jisc.ac.uk/about/corporate/reshaping 

14  .%(ȟ Ȱ$ÉÇÉÔÁÌ (ÕÍÁÎÉÔÉÅÓ )ÍÐÌÅÍÅÎÔÁÔÉÏÎ 'ÒÁÎÔÓȟȱ neh.gov/grants/odh/digital -humanities-implementation -grants 

15 Raym Crow, Income Models for Open Access: An Overview of Current Practice (SPARC 2009) sparc.arl.org/sites/default/files/incomemodels_v1.pdf 

16 Frederick Friend, Open Access Business Models for Research funders and Universities; Knowledge Exchange Briefing Paper; Mary Waltham, Jisc: 

Learned Society Open Access Business Models (2005).  

17  Maron and Loy, Revenue, Recession, Reliance: Revisiting the SCA/Ithaka S+R Case Studies in Sustainability. sr.ithaka.org/research-

publications/revenue-recession-reliance-revisiting-scaithaka-sr-case-studies-sustainability. Also see the forthcoming Sustaining the Digital 
Humanities: Institutional Strategies Beyond the Start UP Phase (forthcoming, 2014) sr.ithaka.org/research-publications/host-institution -
strategies-sustaining-digital -resources. 

http://appropriations.,house.gov/news/documentsingle.aspx?DocumentID=343384
https://www.gov.uk/government/news/dcms-cuts-quangos
https://www.gov.uk/government/news/dcms-cuts-quangos
http://www.jisc.ac.uk/about/corporate/reshaping
http://www.neh.gov/grants/odh/digital-humanities-implementation-grants
http://www.sparc.arl.org/sites/default/files/incomemodels_v1.pdf
http://www.sr.ithaka.org/research-publications/revenue-recession-reliance-revisiting-scaithaka-sr-case-studies-sustainability
http://www.sr.ithaka.org/research-publications/revenue-recession-reliance-revisiting-scaithaka-sr-case-studies-sustainability
http://www.sr.ithaka.org/research-publications/host-institution-strategies-sustaining-digital-resources
http://www.sr.ithaka.org/research-publications/host-institution-strategies-sustaining-digital-resources
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Methodology 
In developing this report, the Ithaka S+R research team revisited each model discussed in Sustainability and 

Revenue Models and has expanded the list to take into account emerging models as well as those that needed 

deeper discussion. Based on desk research and interviews, conducted throughout the first half of 2013, we 

updated figures where new ones were available and added lists of recommended readings, taking into account 

more recent works. We sought to illustrate the models by making use of case studies and examples, both drawn 

from our previous work and through original interviews conducted for this report.  

While this version of the report is substantially expanded from the original, we are also deeply aware of just how 

rapidly details change as digital initiatives test new pricing models that shift from free access to paywalls and 

back again as new initiatives spring up and others go under. We intend for the examples we cite to be useful, but 

we also hope readers will continue to send us other examples they encounter. 

Acknowledgements 
This work would not have been possible without the generous support of the Jisc-led Strategic Content Alliance 

and the encouragement of its director, Stuart Dempster, and its manager, Sarah Fahmy. In researching this 

report, the Ithaka S+R research team benefitted from many people who agreed to be interviewed about their 

work and their efforts to create sustainable plans for their projects. Many thanks to James Harris 

(thefaculties.org), Humphrey Southall (A Vision of Britain Through Time), Ed Zalta and Uri Nodelman (Stanford 

Encyclopedia of Philosophy), Steve Kelling (eBird) and Matthew Gibson (Encyclopedia Virginia). 

We are especially grateful for the support of our colleagues Rebecca Griffiths and Deanna Marcum of Ithaka S+R 

and Sarah Fahmy, Catherine Grout, Paola Marchionni and Dr Neil Jacobs of Jisc for reviewing drafts of the 

articles and the essay. 

Invaluable research support was provided by Ithaka S+R staff including analysts Clara Samayoa, Jason Yun, and 

Sarah Pickle, as well as our most excellent intern, Aiden Bowman. 

  



A guide to the best revenue models and funding sources 
for your digital resources 

Nancy Maron, Ithaka S+R 

 

 

 

Sustainability and the role of revenue generation 9 

Sustainability and the role of revenue 
generation 

Ȱ%ÖÅÎ ÉÆ ÙÏÕȭÒÅ ÏÎ ÔÈÅ ÒÉÇÈÔ ÔÒÁÃËȟ ÙÏÕȭÌÌ ÇÅÔ ÒÕÎ ÏÖÅÒ ÉÆ ÙÏÕ ÊÕÓÔ ÓÉÔ 
ÔÈÅÒÅȢȱ 
Will Rogers 

The particular path a project leader chooses to pursue in order to support any ongoing development of her 

resource depends upon the ultimate goals of her project and the partners who have helped to create it. Some 

projects, such as those working with scholarly articles, are in fact finished at a certain point, and plans are 

emerging that aim to guarantee the preservation of the research outputs that these kinds of initiatives create. 

Data management plans are increasingly required by funders. Librarians and other research support services 

have stepped up to guide faculty in making certain that, at the very least, the data they have developed will be 

stored somewhere and will be accessible to others in the future.18 

But some initiatives require substantial ongoing work well beyond deposit and preservation, such as updating, 

project management, and the addition of new content, ongoing interface upgrades, digital preservation, and 

ÕÓÅÒ ÏÕÔÒÅÁÃÈȢ 4ÈÉÎË ÏÆ ÃÒÏ×ÄÓÏÕÒÃÅÄ ÔÒÁÎÓÃÒÉÐÔÉÏÎȟ ÄÉÓÃÉÐÌÉÎÁÒÙ ȬÈÕÂÓȭ ÔÈÁÔ aim to support scholars, collections in 

fields where new materials continue to emerge. As interfaces move on and new, related content sources are 

created or come to light, what will permit the hard work and investment in this first generation of content 

creation to remain visible, searchable, and valuable? Better yet: what investment might enable a project to reach 

its full potential, to develop a strong and devoted base of users who adore it, and to have real impact in its field? 

Projects need not fail outright to be at risk. Leaders of some important resources may have determined how to 

preserve the content they have created, but are still in danger of being left outside of the range of vision of 

potential users. The New Opportunities Fund-supported activities, originally hosted by the Arts and Humanities 

Data Service (since defunded) provide classic examples. Many sites are still accessibleɂif one knows the precise 

URLɂbut are otherwise difficult to find, perhaps in part because many have not been updated since their 

deposit.19 Other more recent enterprises, such as the UCL Bloomsbury Project, a collection of original articles 

and references about the central London neighbourhood, and Valley of the Shadow, a collection of Civil War-

era letters, diaries, newspapers, census, and church records, have simply not been updated in recent years. Those 

who know of them can find them, but without updating, how visible will the site be as time goes on? Transcribe 

Bentham, a crowdsourcing transcription project, made headlines when its initial funding came to an end. It 

became clear that, while the content would certainly be hosted, the ongoing work of the editors ɀ eg. their vital 

interactions with contributorsɂwould not be continued if no additional support were secured. Luckily, this 

project successfully petitioned for assistance from its host organisation, and the work continues.  

In an age of institutional support, why thinking about funding is still important 

 

18  See for example Data Management Plan Tool: Guidance and Resources for Your Data Management Plan, DMP, https://dmp.cdlib.org  

19  Google search algorithms, for example, take into consideration whether and when a site has been updated, and the number and quality of the links it 

contains. A site with no updating for two years and few active links is unlikely to appear high in a set of search results. 
google.com/intl/en_us/insidesearch/howsearchworks/thestory/ 

http://www.ucl.ac.uk/bloomsbury-project/
http://www.library.virginia.edu/collections/
http://blogs.ucl.ac.uk/transcribe-bentham/
http://blogs.ucl.ac.uk/transcribe-bentham/
https://dmp.cdlib.org/
http://www.google.com/intl/en_us/insidesearch/howsearchworks/thestory/
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For many project leaders, particularly those whose work takes place in the context of larger collecting 

organisations like libraries and museums, sustainability is often largely dependent on: 

» larger structural and operational issues, including the development of shared infrastructure to minimise costs 

of customised platforms;  

» the creation of workflows that fully integrate digital content with the storage, search and preservation 

practices of the institution;  

» and the adoption of portfolio strategies to prioritise investments and to determine where scale solutions 

work and where a more targeted solution is needed.20  

While these institutional issues are not the focus of the present report, they often figure prominently in the 

strategies of project leaders at libraries, museums and other cultural institutions.21 

Some projects also do benefit from support in the form of contributed resources, including the time of the 

project leader and staff from their library, as well as other departments, such as IT, legal and communications. 

These arrangements are good, in the sense that they often permit work to continue, but there are also times 

when the level of activity and development permitted by such arrangements is quite low. Technology support 

may be limited or not available on the schedule the project needs; communications and outreach assistance may 

be subject to the availability of a central office seeking press release-worthy news to share, rather than offered as 

an ongoing activity.  

In 2012, a survey conducted by Association of Research Libraries (ARL) and Ithaka S+R demonstrated that many 

libraries were spending far less for the ongoing support of resources than on their creation upfront. This may 

suggest that while many projects are indeed getting by with very low direct costs, which may not be the ideal 

state of affairs. Whether this low spend is a mark of efficiency or simply underinvestment is unclear, but the 

question is worth considering. Perhaps some collections could reach a wider audience or otherwise have greater 

impact if the resources were available to invest in ongoing development and outreach.  

For certain entrepreneurial-minded project leaders, the opportunities the internet offers are substantial. With 

the potential to connect not just to a small circle of local scholars, but to scholars and students across the globe, 

it offers two-way communication and conversation that can enhance, interpret, and even build upon the 

scholarly corpus itself.  

Some recent examples suggest just how great the potential of a truly global audience can be. Recall the MOOC 

(massive online open course) led by Sebastian Thrun, then-professor of computer science of Stanford, that made 

ÈÅÁÄÌÉÎÅÓ ×ÈÅÎ ÉÔ ÄÒÅ× Á ÖÉÒÔÕÁÌ ÃÌÁÓÓ ÏÆ ΧάΦȟΦΦΦȠ ÏÒ ÔÈÅ ÃÉÔÉÚÅÎ ÓÃÉÅÎÃÅ ÉÎÉÔÉÁÔÉÖÅ ȬÅ"ÉÒÄȭȟ ×ÈÉÃÈ ×ÁÓ ÉÎÉÔÉÁÌÌÙ 

conceived as a database for ornithologists, but has grown rapidly since repositioning itself as a tool for avid 

bird×ÁÔÃÈÅÒÓȟ ÁÃÃÅÐÔÉÎÇ ÏÖÅÒ ÔÈÒÅÅ ÍÉÌÌÉÏÎ ÏÂÓÅÒÖÁÔÉÏÎÓ ÅÁÃÈ ÍÏÎÔÈȠ ÏÒ Ȭ'ÁÌÁØÙ:ÏÏȭȟ ÔÈÅ 5ÎÉÔÅÄ +ÉÎÇÄÏÍɀbased 

astronomy project that permits amateur stargazers to evaluate and classify galaxies. It attracted over 150,000 

 

20  *ÅÎÎÉÆÅÒ 6ÉÎÏÐÁÌȟ Ȭ0ÒÏÊÅÃÔ 0ÏÒÔÆÏÌÉÏ -ÁÎÁÇÅÍÅÎÔ ÆÏÒ !ÃÁÄÅÍÉÃ ,ÉÂÒÁÒÉÅÓȡ ! 'ÅÎÔÌÅ )ÎÔÒÏÄÕÃÔÉÏÎȭ #ÏÌÌÅÇÅ Ǫ 2ÅÓÅÁÒÃÈ ,ÉÂÒÁÒÉÅÓ έΩȟ ÎÏȢ Ϊ ɉ*ÕÌÙ ΨΦΧΨɊȡ Ωέίɀ
389. http://crl.acrl.org/content/73/4/379.full.pdf  

 And Vinopal, Jennifer, and Monica McCormiÃËȢ ΨΦΧΩȢ Ȭ3ÕÐÐÏÒÔÉÎÇ $ÉÇÉÔÁÌ 3ÃÈÏÌÁÒÓÈÉÐ ÉÎ 2ÅÓÅÁÒÃÈ ,ÉÂÒÁÒÉÅÓȡ 3ÃÁÌÁÂÉÌÉÔÙ ÁÎÄ 3ÕÓÔÁÉÎÁÂÉÌÉÔÙȢȭ Journal of 
Library Administration 53 (1): 27ɀ42. http://dx.doi.org/10.1080/01930826.2013.756689 (or) http://archive.nyu.edu/handle/2451/31698 

21  &ÏÒ ÆÕÒÔÈÅÒ ÄÉÓÃÕÓÓÉÏÎ ÏÆ ÔÈÅ ÈÏÓÔ ÉÎÓÔÉÔÕÔÉÏÎȭÓ ÒÏÌÅ ÉÎ ÓÕÓÔÁÉÎÁÂÉÌÉÔÙȟ ÓÅÅ .ÁÎÃÙ ,Ȣ -ÁÒÏÎ ÁÎÄ 3ÁÒÁÈ 0ÉÃËÌÅȟ Ȭ3ÕÓÔÁÉÎÉÎÇ /ÕÒ Digital Future: Institutional 
3ÔÒÁÔÅÇÉÅÓ ÆÏÒ $ÉÇÉÔÁÌ #ÏÎÔÅÎÔȭ http://repository.jisc.ac.uk/5041/1/Sustaining_our_Digital_Future_Ithaka_S%2BR_FINAL.PDF. For tactics involved 
specifically with Online Educational Resources, see Peter Chatterton, Sustaining and Embedding Innovations: A Good Practice Guide. (London: Jisc, 
October 2010). 
http://jiscdesignstudio.pbworks.com/w/page/40439212/Sustaining%20and%20Embedding%20innovations%20Good%20Practice%20Guide  

http://crl.acrl.org/content/73/4/379.full.pdf
http://dx.doi.org/10.1080/01930826.2013.756689
http://archive.nyu.edu/handle/2451/31698
http://repository.jisc.ac.uk/5041/1/Sustaining_our_Digital_Future_Ithaka_S%2BR_FINAL.PDF
http://jiscdesignstudio.pbworks.com/w/page/40439212/Sustaining%20and%20Embedding%20innovations%20Good%20Practice%20Guide
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participants in its first year and fuellÅÄ ÔÈÅ ÃÒÅÁÔÉÏÎ ÏÆ ÏÔÈÅÒ ÃÉÔÉÚÅÎ ÓÃÉÅÎÃÅ ÅÆÆÏÒÔÓ ÉÎ ÔÈÅ Ȭ:ÏÏÎÉÖÅÒÓÅȢȭ22 While not 

every humanities-focused online resource would want or be able to attain these numbers, seeing what has been 

possible for others, and examining the methods they have used to fund this development,  may encourage 

project leaders to assess the benefits and costs of setting their sights on the greatest possible impact, at 

whatever scale is appropriate. 

Finding the funding model that fits 
Planning for the ongoing needs of dynamic digital resources, or sustainability planning, is similar to business 

planning in many ways. It assumes the need to understand what makes a project tick, including how those who 

manage it define its mission, what drives people to use it, the external factors that may influence its success, and 

ÔÈÅ ÒÅÓÏÕÒÃÅÓ ÔÈÁÔ ×ÉÌÌ ÂÅ ÎÅÅÄÅÄ ÔÏ ÙÉÅÌÄ ÔÈÅ ÏÕÔÃÏÍÅÓ ÉÔÓ ÍÁÎÁÇÅÒȭÓ ÄÅÓÉÒÅȢ 7ÈÅÒÅ ÓÕÓÔÁÉÎÁÂÉÌÉÔÙ ÐÌÁÎÎÉÎÇ ÆÏÒ 

digital resources, or non-profit business planning in general, differs from business planning for commercial 

entities is in the measures of success. While commercial businesses define success in financial terms (how much 

the project makes, how much profit it delivers), projects in the academic and cultural sectors prioritise mission-

based goals: What does the organisation or activity need to accomplish?23  

A full sustainability model, then, is a means to identify the renewable sources of support that a digital project will 

need in order to continue to deliver value to its users over time. It takes as its startinÇ ÐÏÉÎÔ ÔÈÅ ÏÒÇÁÎÉÓÁÔÉÏÎȭÓ 

mission-based goal and works through the implications of that goal, defining the activities needed to reach the 

goal, assessing the costs of delivering those activities, and determining how to secure the resources needed to 

cover those costs.24   If the mix of resources that are needed in order to continue to provide value to users is 

called the funding model, then the overall strategy for obtaining these resources in an ongoing way is the 

sustainability plan. 

The funding sources discussed in this report include all the major categories that we see not-for-profit digital 

resources working with: 

» Philanthropy (including donations, grants, endowment) 

» Host institution support (such as in-ËÉÎÄ ÓÕÐÐÏÒÔ ÆÒÏÍ ÙÏÕÒ ÌÉÂÒÁÒÙ ÏÒ ÐÒÏÖÏÓÔȭÓ ÏÆÆÉÃe) 

» Revenue generation (which includes any exchange of a product or service for money) 

The first two categories are well known to most project leaders in the academic and heritage sectors. Those in 

academia and cultural heritage organisations are well accustomed to seeking grant funding and many have 

developed fundraising campaigns of one sort or another. And host institution support is way of life for many, 

with staff time and services contributed from several sources and only infrequently accounted for.  

But when it comes to revenue generation, or the notion of seeking money in exchange for goods or services, 

there appears to be a lingering distrust among digital resources in some sectors. In the 2012 survey of 126 ARL 

institutions, 51% of those with digitised special collections had not ever tried to generate revenue from those 

collections, and half of those institutions reported that this was due to choices or mandates concerning open 

access. Some respondents included comments expressing strongly held feelings about revenue generation, 

 

22 GalaxyZoo is a project of the Zooniverse, a series of citizen science projects https://www.zooniverse.org/about  

23 Alan R. Andreasen and Philip Kotler, Strategic Marketing for Nonprofit Organizations (Prentice Hall, 2003). See especially chapter 7, Generating Funds.  

24I thaka S+R has developed several tools that project leaders can use to develop sustainability plans. The Framework for Post-Grant Sustainability 
Planning is available at jisc.ac.uk/media/documents/programmes/contentalliance/SCA_Ithaka_Framework_Sep11_v1-final.pdf  

https://www.zooniverse.org/about
http://www.jisc.ac.uk/media/documents/programmes/contentalliance/SCA_Ithaka_Framework_Sep11_v1-final.pdf
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ÉÎÃÌÕÄÉÎÇ ÔÈÁÔ ÔÈÅ ÁÃÔÉÖÉÔÙ ȰÉÓ ÎÏÔ ÃÏÎÓÉÓÔÅÎÔ ×ÉÔÈ ÏÕÒ ÍÉÓÓÉÏÎ ÎÏÒ ×ÉÔÈ ÏÕÒ ÉÄÅÁÌÓȱ ÁÎÄ ÔÈÁÔ Ȱ×Å ÁÒÅ ÆÉÒÍÌÙ 

ÃÏÍÍÉÔÔÅÄ ÔÏ ÐÒÏÖÉÄÉÎÇ ÏÐÅÎ ÁÃÃÅÓÓȟȱ ÁÍÏÎÇ ÏÔÈÅÒÓȢ25 

This attitude may derive in part from the open access mandates and strong suggestions of funding bodies, 

whose programme officers seek to ensure that the work they fund will have the widest application possible. And 

yet the conflation of revenue generation with closed access may lead to an unnecessary decision not to attempt 

any creative funding strategies at all. There are many ways to leverage the value of a digital resource that are 

entirely compatible with open access. This guide attempts to outline the variety of choices available to project 

leaders, so that they can choose the methods that fit their mission, while gaining the financial support they need 

to thrive. 

Key Questions to Ask When Developing a Funding Model 

These are the questions a project leader will need to ask when developing a sustainability plan. Once the project 

team has answered these tough questions and determined what they can count on from their institution, 

volunteer labour and other partnerships, there may well be a gap between what they have the resources to do, 

and what they would like to do. This is where revenue generation can play a role.  

What is the goal of our work; what do we want our impact to be? 

» We want to offer the most reliable data on the works of author X 

» We want to be the first place that teachers of secondary school maths and science come for teaching 

materials 

What do we need to do to reach our goal? 

» We will need to create a comprehensive directory of modern artists 

» We will need to offer articles on every living philosopher in the world  

What resources will we need to produce our product or achieve our goal? 

» Programmers, to develop the database and user interface 

» Editors, to select and curate the content we will use 

» The time of XX volunteers, to contribute content for the site 

» The attention of XXX users, to demonstrate that what we are doing is having impact 

And how will we obtain those resources? 

 

25  The full report and complete survey results are available at sr.ithaka.org/research-publications/appraising-our-digital -investment  

http://www.sr.ithaka.org/research-publications/appraising-our-digital-investment
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» We will seek donations 

» We will develop a freemium model, by creating specialised PDFs for our core members 

» We will seek support for core functions from our host institution 

The Value Assessment Framework:  
Finding the Value in Your Project 
There are many ways to start thinking about funding sources. In Sustainability and Revenue Models for Online 

Academic Resources, we presented different types of revenue models in terms of whether they relied upon 

contribution from the direct or indirect beneficiaries of the project. Direct beneficiaries are those who derive 

value from the resource by using it, whether by reading articles, using tools or otherwise interacting with the 

content on the website or the web tools a project offers. Direct beneficiary models are based on the assumption 

that those who derive the most direct value from a given project will be willing and able to pay for that value. 

Indirect beneficiaries are those who derive value in indirect ways: advertisers and sponsors will benefit from 

access to the audience of direct users, funders and other donors will benefit from a mission perspective, and so 

forth. The report grouped revenue models as follows: 

Direct beneficiaries pay 

» Subscription or one-time payment 

» Pay-per-use 

» Contributor pays publication or hosting fee  

Indirect beneficiaries pay 

» (ÏÓÔ ÉÎÓÔÉÔÕÔÉÏÎȭÓ ÓÕÐÐÏÒÔ 

» Corporate sponsorships 

» Advertisers 

» Philanthropic funding 

» Content licensing 

The benefit of this approach is that it allows one to consider those for whom the project is most important, and 

whether they benefit from the content directly (as users or as authors) or indirectly, as stakeholders of different 

sorts. 

Other approaches, such as the one presented by Raym Crow, categorise models as either demand-side models, 

ȰÆÕÎÄÅÄ ÐÒÉÍÁÒÉÌÙ ÂÙ ÃÏÎÓÕÍÅÒÓ ÏÆ ÔÈÅ ÃÏÎÔÅÎÔ ÏÒ ÂÙ ÐÒÏØÉÅÓ ÔÈÁÔ ÐÁÙ ÏÎ ÔÈÅÉÒ ÂÅÈÁÌÆȱ ÏÒ ÓÕÐÐÌÙ-side models 
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ȰÆÕÎÄÅÄ ÐÒÉÍÁÒÉÌÙ ÂÙ ÐÒÏÄÕÃÅÒÓ ÏÆ ÔÈÅ ÃÏÎÔÅÎÔ ÏÒ ÂÙ ÐÒÏØÉÅÓ ÔÈÁÔ ÐÁÙ ÏÎ ÔÈÅÉÒ ÂÅÈÁÌÆȢȱ26  In this case, demand-side 

models would include both things like premium versions of content that is otherwise openly available, as well as 

fee for services and even donations. Supply side would include author fees for publication, but also advertising, 

grants and other forms of underwriting the costs of content production.27 

In this guide, however, in order to prompt project leaders to think broadly as they work through the choices that 

they face, we suggest a slightly different approach, one that we hope will help to provoke new ideas for those 

who use it. 

The Value Assessment Framework includes the same types of models mentioned in earlier reports, plus a few 

more, but it is organised in response to a different question: in what ways is the project you have created 

valuable or in what ways could it be valuable, and to whom? Any worthwhile digital project has certainly created 

many potential sources of value. The content or tech tools a project has developed are one source of value; the 

audience of devoted users it has attracted may be another.  

By refocusing the question on sources of value, we hope to encourage project leaders to not stop there, but then 

ÔÏ ÁÓËȟ ȰÖÁÌÕÁÂÌÅ ÆÏÒ ×ÈÏÍȩȱ  "Ù ÓÙÓÔÅÍÁÔÉÃÁÌÌÙ ÒÅÖÉÅ×ÉÎÇ ÔÈÅ ÅÎÔÅÒÐÒÉÓÅ ÁÎÄ ÉÔÓ ÁÓÓÅÔÓ ÏÆ ÁÌÌ ÓÏÒÔÓȟ ÐÒÏÊect leaders 

may be able to more easily identify and explore areas of value that they may not have considered before. 

By refocusing the question on sources of value, we hope to encourage project leaders to systematically review 

their enterprise in terms of the sources of value it has created. Chapters in the guide are listed alphabetically by 

topic and cover the funding sources and methods of revenue generation listed below. But first, to determine 

which might be most applicable, project leaders can consider the value that users and stakeholders may find in 

its content, technology, audience and mission. 

Figure 1. Value Assessment Framework 

Leverage the 
value of  

Revenue Model  

Content 

Subscription 
Not OA 

Purchase/perpetual access/pay per use 

Licensing: eg, offering content to publishers for re-use 

Compatible with 
Open Access (OA) 

Freemium: Charge for added value for special formats 

Tools and 
Services 

Freemium: Charge for added value for greater functionality, service, or tools 

Licensing or customizing software 

Author (or contributor) pays 

Consulting and other services 

Audience 
Advertising 

Corporate sponsorships 

 

26 Crow, p.8. 

27  3ÔÉÌÌ ÏÔÈÅÒ ÍÅÔÈÏÄÓ ÁÒÅ ÌÅÓÓ ÔÈÅÏÒÅÔÉÃÁÌÌÙ ÆÒÁÍÅÄȟ ÂÕÔ ÉÎÔÅÒÅÓÔÉÎÇ ÎÏÎÅÔÈÅÌÅÓÓȢ 3ÅÅ ÖÅÎÔÕÒÅ ÃÁÐÉÔÁÌÉÓÔ &ÒÅÄ 7ÉÌÓÏÎȭÓ ÈÁÃËÐÁÄ list of revenue models for 
diÇÉÔÁÌ ÃÏÎÔÅÎÔȢ ȭ7ÅÂ ÁÎÄ -ÏÂÉÌÅ ÒÅÖÅÎÕÅ -ÏÄÅÌÓ ɉÆÉÎÁÌɊȭȡ https://hackpad.com/Web-And-Mobile-Revenue-Models-final-EgXuEtSibE7 

https://hackpad.com/Web-And-Mobile-Revenue-Models-final-EgXuEtSibE7
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Mission 

Membership 

Philanthropy (grants, donations, endowments) 

Host institution support 

For example, an obvious source of value for many projects resides in the content  it creates. It may be valuable to 

those who view it but it may also be valuable to other third party publishers who may find creative ways to reuse 

it in other works. In this case, selling the content to users is one option; licensing it to third parties is another; and 

developing a premium version for specific uses ɀ such as broadcast quality video for commercial programmes 

(fee) versus online viewing of the same clips (free) ɀ is yet another. 

The technology created in the process of developing a digital resource can also yield real value. Some project 

leaders may choose to license the use of the platform they have created to others, or to charge a fee for 

specialised tools, while the underlying content is still freely available. In a similar vein, the expertise that a team 

develops when undertaking such work can sometimes be leveraged and turned into a fee-for-service activity, as 

team members consult with other projects, whether in an advisory role, or in helping to build other technology 

activities in their field.  

One of the potential benefits of removing any pay walls has always been that it permits the greatest number of 

people access. We have noted elsewhere that just removing a wall is not the same thing as actively encouraging 

or incentivising usage, but for sake of argument, let us assume that a web-based resource has developed a large 

and loyal following.28  The audience itself, depending on its size and composition, may have significant value to 

advertisers or corporate sponsors. Surely questions of mission fit and scale will need to be addressed, but having 

a third party underwrite the costs of providing free access to users may be one strategy to help cover some costs.  

Finally, mission. Among project leaders of academic and cultural digital projects, the greatest share of support, 

by far, has come from those who are willing to underwrite the work as, effectively, a contribution to a worthy 

cause. In this category, we include philanthropy in its many flavours, from outright gifts from donors, including 

the newly trendy online crowd-sourced fundraising initiatives; grant-making; and endowments. We also include 

in-ËÉÎÄ ÃÏÎÔÒÉÂÕÔÉÏÎÓ ÆÒÏÍ ÏÎÅȭÓ ÈÏÓÔ ÉÎÓÔÉÔÕÔÉÏÎȟ ×ÈÉÃÈ ÃÁÎ ÔÁËÅ ÔÈÅ ÆÏÒÍ ÏÆ ÐÅÏÐÌÅȭÓ ÔÉÍÅȟ ÏÆÆÉÃÅ ÓÐÁÃÅȟ ÏÒ ÏÔÈÅÒ 

overheads that projects may not need to account for directly. In this category we also include membership 

models. While they are not strictly speaking pure donations and often involve something in exchaÎÇÅ ÆÏÒ ÏÎÅȭÓ 

participation, at the heart of the model is the sense that one is contributing to an effort worthy of support.  

A Last Word on Funding Models: Planning is better than 
not planning and sooner is better than later 
Given how many options there seem to be, some project leaders may choose to put off thinking about their long-

term funding model to focus on more immediate concerns. Some assume that they will build the project first, 

see how it goes, and then determine what funding model will fit best. At an extreme are those leaders who reach 

 

28 While this guide does not directly address audience development or user needs, understanding the motivations of users and other stakeholders is 

critical for projects seeking to have any transaction with an audienceɂwhether seeking their financial support in a direct way (through payments for 
content or services), in an indirect way (though donations to support your work, if they approve of the mission you support), or contribution of their 
precious time to engage in the activity you need them to participate in (editing, contributing to a blog, sharing information in a network, etc.). If 
users/contributors are the key to the success of a project, whether or not they pay directly for access, the project leader must to nurture that resource 
as carefully and strategically as if the users/contributors were a source of direct funding. 
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the end of a grant period and seek consulting guidance on how to somehow graft a revenue model onto the 

project they have already built. We do not recommend this; often critical decisions that could have had a major 

impact on the success of a sustainability model will have already been taken.  

4Ï ÅÖÅÒÙ ÐÒÏÔÅÓÔ ÏÆ Ȱ×Å ÄÏÎȭÔ ËÎÏ× ÅÎÏÕÇÈ ÙÅÔ ÔÏ ÔÈÉÎË ÁÂÏÕÔ ÓÕÓÔÁÉÎÁÂÉÌÉÔÙ ÐÌÁÎÎÉÎÇȦȱ ×Å ×ÏÕÌÄ ÃÏÕÎÔÅÒ ÔÈÁÔ 

there is value in just starting to ask the questions and for some questions it is never early enough. If there is a 

project in the works, surely there is an intended audience for it? Perhaps the audience consists of those in the 

field who will benefit from the research findings. That is a start. Is the project one that you hope to continue? 

What is a hypothesis (or outright guess) as to what a next stage might be, and who might support it? If it seems 

clear that the best bet is to approach funding agencies, then keeping their interests in mind is vital; if there may 

be others out there who might lend support (businesses, individuals, associations), then thinking about what 

they will find most valuable about this project is a good place to start.  

Considering the models in this report is just a first step. While this guide offers many types of models to consider, 

its authors understand that digital resource projects, especially smaller ones, will not have the time or resource 

to try everything. We recommend that a team considering a new revenue model treat the decision as they would 

any significant new strategic direction, assessing the opportunities and risks that the initiative would present. 

The guided questions in each article seek to help project leaders weed out those models that are less well suited 

to them, while offering them concrete lists of questions to consider and research, to further test the fit of the 

models they feel they want to pursue. Studies have shown that more revenue streams is not always necessarily 

better, particularly as organisations try to grow.29 We suggest that leaders do not simply rely on one single 

funding source. Many digital projects today can point to a sole funder as their source of support, and this can 

place them at risk, for reasons beyond their control. Even if a project should choose to rely on grant support as its 

sole funding stream, seeking grants from more than one funder, or from both public and private funders, would 

be well advised.  

Hopefully, the information and guidelines included here will offer encouragement to explore some new ideas and 

support in discarding others. Whether you are just starting a new initiative, have a project already in beta, or are 

just reconsidering the long-term plans of your resource, we hope this guide offers a clear way to start exploring 

and testing your ideas about where the value in your activity lies, and how that can help sustain it for years to 

come.  

  

 

29   7ÉÌÌÉÁÍ &ÏÓÔÅÒ ÁÎÄ 'ÁÉÌ &ÉÎÅȟ Ȭ(Ï× .ÏÎ-ÐÒÏÆÉÔÓ 'ÅÔ 2ÅÁÌÌÙ "ÉÇȭ Stanford Social Innovation Review, Spring 2007. 
ssireview.org/articles/entry/how_nonprofits_get_really_big.  

http://www.ssireview.org/articles/entry/how_nonprofits_get_really_big
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Advertising 

Introduction  
Advertising models can provide leaders of online projects with revenue streams for their academic and cultural 

resources by offering a third party the benefit of reaching their audience. In this model, an advertiser pays the 

publisher or host a fee for the opportunity to promote their product, service, or company through one or several 

formats. 

Online advertising, though a robust and growing business in the commercial sector, has not been a significant 

source of revenue for most academic sites, in part due to the concerns of some project leaders about the fit 

ÂÅÔ×ÅÅÎ ÁÄÖÅÒÔÉÓÉÎÇ ÁÎÄ ÔÈÅÉÒ ÐÒÏÊÅÃÔȭÓ ÍÉÓÓÉÏÎȢ )Î ÁÄÄÉÔÉÏÎȟ ÔÈÅ ÂÁÓÉÃ ÅÃÏÎÏÍÉÃÓ ÏÆ ÁÄÖÅÒÔÉÓÉÎÇ ÐÏÓÅÓ Á ÒÅÁÌ 

challenge to smaller projects; while rates for online advertising have increased in recent years, they are still fairly 

modest compared to rates for print advertising. A recent assessment showed that in 2010, the CPM rate (what an 

advertiser pays per thousand viewsɂor impressionsɂof an ad) for online ads was an average of $12.00 (about 

£7.30) and in 2012, there was no industry for which the average CPM for online ads was greater than $28.00 

(about £17).30 In other words, in order to generate $50,000 (£30,600) a year in advertising revenue, a website 

would need to draw around two million views annuallyɂa tall order for most academic sites! 

That said, advertising is not at all a new idea in the scholarly community. For many years, publishers of scholarly 

journals have sold ad space in the back pages of their publications, albeit at fairly modest rates. Today, some 

content holders  have been willing to experiment with Google Adsense,  though most examples of substantial 

support we have observed have come from sponsorship arrangements, not basic advertising.  

This is a good fit for 
Advertising is most likely to be suitable for digital resources with the following strengths:  

» High volume of traffic; this may be measured by unique visits and/or page views, usually per month  

» Loyal users who return to the site often and spend time there. Advertisers will sometimes pay a premium 

ÆÏÒ ȬÓÔÉÃËÙȭ ÓÉÔÅÓȟ ×ÈÅÒÅ ÕÓÅÒÓ ÓÐÅÎÄ Á ÍÏÒÅ ÔÈÁÎ ÕÓÕÁÌ ÁÍÏÕÎÔ ÏÆ ÔÉÍÅȢ 3ÃÈÏÌÁÒÌÙ ÒÅÓÏÕÒÃÅÓ ÔÅÎÄ ÔÏ ÁÐÐÅÁÌ ÔÏ 

Á ÃÏÒÅ ÁÕÄÉÅÎÃÅ ÔÈÁÔ ÒÅÔÕÒÎÓ ÏÆÔÅÎ ÁÎÄ ÓÐÅÎÄÓ ÓÉÇÎÉÆÉÃÁÎÔ ÔÉÍÅ ÒÅÁÄÉÎÇ ÔÈÅ ÓÉÔÅȭÓ ÍÁÔÅÒÉÁÌÓȢ )Æ ÕÓÅÒÓ ÓÐÅÎÄ 

time reading rather than surfing around a websiteɂÔÈÕÓ ÇÅÎÅÒÁÔÉÎÇ ÆÅ×ÅÒ ÖÉÅ×Óȟ ÏÒ ȬÉÍÐÒÅÓÓÉÏÎÓȭɂthe most 

likely advertisers will be businesses interested in promoting their brand, rather than in driving immediate 

sales 

» Users who represent demographics valued by advertisers. Advertisers pay a premium for the ability to 

target a specific group and to know who it is they are reaching. The target audience may be defined by 

geography (eg, national vs. regional), by such characteristics as gender or age, or by interests (eg, military 

history scholars) 

 

30  Sherrill Mane, David Silverman, and Linda Gridley, IAB/PwC Digital Advertising Revenue Report: 2012 Full Year and Q4 2012, April 2013 presentation, 

pp. 12ɀ13, 
iab.net/media/file/PWC%20IAB%202012%20Full%20Year%20Digital%20Ad%20Revenue%20SHERRILL%20PRESENTATION%20Apr%2016%20
2013.pdf 

http://www.iab.net/media/file/PWC%20IAB%202012%20Full%20Year%20Digital%20Ad%20Revenue%20SHERRILL%20PRESENTATION%20Apr%2016%202013.pdf
http://www.iab.net/media/file/PWC%20IAB%202012%20Full%20Year%20Digital%20Ad%20Revenue%20SHERRILL%20PRESENTATION%20Apr%2016%202013.pdf
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» Users engaged in specific activities relevant to the sponsor. Hotels and travel agents wish to reach people 

in the process of planning trips; camera manufacturers wish to target people who are researching digital 

cameras. Scholarly rÅÓÏÕÒÃÅÓ ÁÓÓÏÃÉÁÔÅÄ ×ÉÔÈ ÁÎ ÁÃÔÉÖÉÔÙ ÔÈÁÔ ÈÁÓ ÓÏÍÅ ÃÏÎÎÅÃÔÉÏÎ ÔÏ ÁÎ ÁÄÖÅÒÔÉÓÅÒȭÓ ÐÒÏÄÕÃÔ 

or service will have the most potential here. For example, an airline company might be interested in a site 

catering to students and scholars in travel abroad programmes 

How it works 
For academic projects to exploit the current growth in online advertising, it is important for their leaders to 

understand how advertisers calculate the value of advertising on a particular site, and which type of ad might be 

the best fit. In the online advertising arena, in addition to the publishers (companies or institutions that host the 

websites) and advertisers (companies looking to place ads), often there are also network service providers 

involved, companies that facilitate the matching of advertisers and publishers.31 The value of a site to an 

advertiser depends on how well that site is presumed to deliver the audience the advertiser desires to reach. 

Often advertisers want to target a specific type of audience and will pay more for placements that reach these 

segments (especially audience segments that are hard to reach and have disposable income). The goal of the 

network service provider is to maximise the value of each ad by helping the advertiser reach an adequate 

audience. (Note that if a publisher uses a network provider such as Google Adsense to help secure suitable 

advertisers, a portion of the advertising revenue will go to the provider.) 

Advertisement revenue is based on the following methods for calculating what advertisers pay: 

» Cost per impression, usually measured as a cost per thousand (CPM), is a model in which advertisers pay a 

fixed amount for every one thousand views or impressions of their ad. The CPM rate will vary depending on 

the type of users the project enjoys; for example, websites or online platforms with broad audiences will have 

a low CPM of $1 (60p) or less, while sites that attract a  targeted demographic (art historians, for example) or 

a loyal user base may command a CPM in the mid-teens range.32 This model is a safer bet for site owners 

than some of the others, since here ad revenue is not based on whether or not a viewer takes action (a 

measure of the performance or effectiveness of the ad), but merely on how many times the ad is viewed.  

» Cost per click (CPC), also referred to as Pay per click (PPC), is a model in which advertisers pay every time a 

viewer clicks on the actual ad. CPC is very popular for search advertisement formats, where advertisers pay 

online publishers to link their ads to specific search words or phrases, so that their ads are targeted to 

ÖÉÅ×ÅÒÓ ÍÏÒÅ ÌÉËÅÌÙ ÔÏ ÂÅ ÉÎÔÅÒÅÓÔÅÄ ÉÎ ÔÈÅ ÁÄÖÅÒÔÉÓÅÒÓȭ ÐÒÏÄÕÃÔÓȠ ÁÄÖÅÒÔÉÓÅÒÓ ÔÈÅÎ ÐÁÙ ÕÐ ÅÖÅÒÙ ÔÉÍÅ ÕÓÅÒÓ 

click on their ads. According to a study of fifty advertisers on the Google AdWords ad network, the average 

CPC observed in 2012 was $0.84 (50p).33 

» Cost per action, lead or inquiry (CPA) requires advertisers to pay for a specific performance, such as a sale, 

purchase, new registration, or inquiry, completed as a result of the initial click. A sophisticated tracking 

system, usually run by the network provider, allows the publisher and the advertisers to track users and their 

 

31  -ÉËÅ -ÁÓÏÎȟ Ȭ! 'ÕÉÄÅ ÔÏ 3ÔÁÒÔÕÐ !ÄÖÅÒÔÉÓÉÎÇȟȭ 3ÔÁÒÔÕÐ0ÌÁÙÓ "ÌÏÇȟ ΨΫ .ÏÖÅÍÂÅÒ ΨΦΧΧȟ StartupPlays, startupplays.com/blog/a-guide-to-startup-

advertising/.  

32 "ÅÒÔ -ÁÒËÇÒÁÆȟ Ȭ7ÈÁÔ )Ó ÁÎ !ÖÅÒÁÇÅ "ÁÎÎÅÒ #0-ȩȭ eHow, ehow.com/info_12200588_average-banner-cpm.html . 

33  *ÏÎÁÔÈÁÎ (ÏÃÈÍÁÎȟ Ȭ4ÈÅ #ÏÓÔ ÏÆ 0ÁÙ-Per-Click (PPC) Advertisingɂ4ÒÅÎÄÓ ÁÎÄ !ÎÁÌÙÓÉÓȟȭ (ÏÃÈÍÁÎ #ÏÎÓÕÌÔÁÎÔÓȟ 
hochmanconsultants.com/articles/je-hochman-benchmark.shtml accessed 3 May 2013. 

http://www.startupplays.com/blog/a-guide-to-startup-advertising/
http://www.startupplays.com/blog/a-guide-to-startup-advertising/
http://www.ehow.com/info_12200588_average-banner-cpm.html
http://www.hochmanconsultants.com/articles/je-hochman-benchmark.shtml
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ÁÃÔÉÏÎÓ ÁÆÔÅÒ ÔÈÅÙ ÌÅÁÖÅ ÔÈÅ ÓÉÔÅȢ !ÄÖÅÒÔÉÓÅÒÓ ÐÁÙ ÏÎÌÙ ×ÈÅÎ ÔÈÅÉÒ ÁÄÓ ÏÎ Á ÐÕÂÌÉÓÈÅÒȭÓ ÓÉÔÅ ÈÁÖÅ ÈÁÄ Á ÓÐÅÃÉÆÉÃȟ 

measurable impact, and this also means that CPA rates are traditionally higher than CPM or CPC rates.34 

» Flat rate fees are charged to the advertiser for exposure to the audience for a fixed amount of time. The fee 

factors in the size of the ad, its position and in some cases particular hours of the day when it will appear. 

Fixed rates are popular for particular online ad formats: display (or banner) ads, classifieds and sponsorship 

ads. 

!ÃÃÏÒÄÉÎÇ ÔÏ ÔÈÅ )ÎÔÅÒÁÃÔÉÖÅ !ÄÖÅÒÔÉÓÉÎÇ "ÕÒÅÁÕ ɉ)!"ɊȭÓ ΨΦΧΨ Advertising Revenue Report, there are nine online 

advertising formats available today: search, display/banner, classifieds, digital video, lead generation, rich media, 

sponsorship, email, and mobile. The following chart draws on the definitions of these formats provided in the 

IAB report,35 ranking them in order of percentage of total online advertising revenue generated in 2012, from 

highest to lowest.36 

Advertising Formats 

Format Description Revenue method 

Search Advertisers pay a publisher or advertising network to list and/or link 
ÔÈÅÉÒ ÃÏÍÐÁÎÙȭÓ ÉÎÆÏÒÍÁÔÉÏÎȟ ÐÒÏÄÕÃÔÓȟ ÓÅÒÖÉÃÅÓȟ ÁÎÄȾÏÒ ÄÏÍÁÉÎ ÔÏ Á 
specific search word or phrase.  

CPC, CPA, CPM 

Display Advertisers pay a publisher or advertising network for space on a 
website for static banners, interstitials and logos. 

CPM, CPC, CPA and flat 
rates 

Mobile Advertisement tailored to and delivered through wireless mobile 
services such as smart phones (iPhone, Blackberry, Android, etc) in the 
form of display ads, rich media, text messages, video, or search. 

CPM,CPC and CPA   

Classified Advertisers pay a publisher to list specific items or services for sale. Mainly flat rates 

Digital Video Video advertisement that appears before, during, or after video 
content within a video player, such as ads on YouTube, or online TV 
commercials that appear while streaming content or in downloadable 
video. Stand-alone video display ads that are not in a player are 
considered rich media. 

CPM and CPC (mainly) 

Lead 
generation 

Advertisers pay online companies that refer qualified customers or 
provide customer information gathered from applications (eg, for 
credit cards), surveys, contests, or registrations. 

N/A 

Rich Media Display-related advertisement that often includes Flash or Java, which 
allows audience to view and interact with the product or service. 

CPM, CPC, CPA and flat 
rates 

Sponsorship Custom content or experience for which advertisers pay publishers, 
and which may include advertising elements such as banner/display 
ads, video, and rich media. 

Mainly though flat rates 

 

34 "ÅÎ +ÎÅÅÎȟ Ȭ#0-ȟ #0#ȟ ÁÎÄ #0! 0ÒÉÃÉÎÇ ÆÏÒ /ÎÌÉÎÅ -ÅÄÉÁȟȭ ΨΪ &ÅÂÒÕÁÒÙ ΨΦΧΦȟ Ad Ops Insider, adopsinsider.com/ad-ops-basics/cpm-cpc-and-cpa-

pricing-for-online-media/. 

35  0ÒÉÃÅ×ÁÔÅÒÈÏÕÓÅ#ÏÏÐÅÒÓȟ Ȭ$ÅÆÉÎÉÔÉÏÎÓ ÏÆ !ÄÖÅÒÔÉÓÉÎÇ &ÏÒÍÁÔÓȟȭ ÉÎ IAB Internet Advertising Revenue Report: 2012 Full Year Results, April 2013, pp. 22ɀ23, 

iab.net/media/file/IAB_Internet_Advertising_Revenue_Report_FY_2012_rev.pdf. 

36  PricewaterhouseCoopers, IAB Internet Advertising Revenue Report, p. 12. 

http://www.adopsinsider.com/ad-ops-basics/cpm-cpc-and-cpa-pricing-for-online-media/
http://www.adopsinsider.com/ad-ops-basics/cpm-cpc-and-cpa-pricing-for-online-media/
http://www.iab.net/media/file/IAB_Internet_Advertising_Revenue_Report_FY_2012_rev.pdf
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Format Description Revenue method 

Email 
Banners, video, links, or any sponsorship advertising embedded within 
an email. 

CPM, CPC, CPA and flat 
rates 

Trends 

Native advertising  

In 2013, nÁÔÉÖÅ ÁÄÖÅÒÔÉÓÉÎÇ ÈÁÓ ÂÅÃÏÍÅ ÑÕÉÔÅ ÐÏÐÕÌÁÒ ÉÎ ÔÈÅ ÃÏÍÍÅÒÃÉÁÌ ÓÅÃÔÏÒȢ %ØÁÍÐÌÅÓ ÓÕÃÈ ÁÓ 4×ÉÔÔÅÒȭÓ 

0ÒÏÍÏÔÅÄ 4×ÅÅÔÓ ÁÎÄ 4ÒÅÎÄÓȟ &ÁÃÅÂÏÏËȭÓ 3ÐÏÎÓÏÒÅÄ 3ÔÏÒÉÅÓȟ ÁÎÄ 4ÕÍÂÌÒȭÓ 0ÒÏÍÏÔÅÄ 0ÏÓÔÓ ÁÒÅ ÉÎÔÅÎÄÅÄ ÔÏ ÂÅ 

seamlessly integrated into the platform, which proponents of this form of advertising see as a way to encourage 

viewers to engage with them. It is important to note, however, that there have been mixed reactions to this 

ȬÃÁÍÏÕÆÌÁÇÅ ÅÆÆÅÃÔȭȠ ÓÏÍÅ ÁÒÅ ÔÒÏÕÂÌÅÄ ÂÙ ÔÈÅ ×ÁÙ ÔÈÁÔ ÉÔ ÂÌÕÒÓ ÔÈÅ ÌÉÎÅ ÂÅÔ×ÅÅÎ ÅÄÉÔÏÒÉÁÌ content and content 

created for commercial aims.37 For this reason, it is difficult to imagine scholarly projects accepting this sort of 

advertising, as it would likely present a real conflict. 

Nonetheless, well-respected publications have used the tactic with success. The Atlantic has partnered with 

ÂÒÁÎÄÓ ÔÏ ÃÒÅÁÔÅ ÁÄÓ ÔÈÁÔ ȰÔÈÁÔ ÈÁÖÅ ÔÈÅ ÌÏÏË ÁÎÄ ÆÅÅÌ ÏÆ The AtlanticȭÓ ÃÏÎÔÅÎÔȢȱ !ÃÃÏÒÄÉÎÇ ÔÏ Á 3ÅÐÔÅÍÂÅÒ ΨΦΧΨ 

article, The AtlanticȭÓ ÔÈÒÅÅ-year-old native advertising strategy has been so successful that as of 2012, it 

ÁÃÃÏÕÎÔÅÄ ÆÏÒ ÈÁÌÆ ÏÆ ÔÈÅ ÐÕÂÌÉÃÁÔÉÏÎȭÓ ÄÉÇÉÔÁÌ ÁÄ ÒÅÖÅÎÕÅȟ ×ÈÉÃÈ ÉÎÃÒÅÁÓÅÄ ÂÙ ÏÖÅÒ ΫΦϻ ÐÅÒÃÅÎÔ ÆÒÏÍ ΨΦΧΧ ÔÏ 

2012.38 Another example is &ÁÃÅÂÏÏËȭÓ 3ÐÏÎÓÏÒÅÄ 3ÔÏÒÉÅÓȟ ×ÈÉÃÈ ÉÎ ΨΦΧΨ ×ÅÒÅ ÏÎ ÔÈÅ ×ÁÙ ÔÏ ÇÅÎÅÒÁÔÉÎÇ ÏÖÅÒ 

$350 million (£214 million) per year in revenue.39 While traditional banner ads generally have click-through rates 

ÏÆ ÌÅÓÓ ÔÈÁÎ Χϻȟ 4×ÉÔÔÅÒȭÓ 0ÒÏÍÏÔÅÄ 4×ÅÅÔÓȟ ÏÎ ÔÈÅ ÏÔÈÅÒ ÈÁÎÄȟ ÙÉÅÌÄ ÅÎÇÁÇÅÍÅÎÔ ÒÁÔÅÓ ÏÆ Ω-10%, a very high 

rate.40 By their very nature, native advertisements do not scale; to be effective, they must be carefully crafted at 

an individual level.41 We wonder if this suggests possible additional uses for content from academic or cultural 

sites, to license their content to advertisers.  

Advertising on mobile devices 

Mobile advertisement has been growing and while it is quickly ballooning, advertisers are desperately searching 

for ways to better monetise this activity, and no one has yet fully exploited its potential. The effect that it will 

have on the industry is still unclear, bÕÔ ÓÏÍÅ ÉÍÐÏÒÔÁÎÔ ÉÎÄÉÖÉÄÕÁÌÓȟ ÉÎÃÌÕÄÉÎÇ &ÁÃÅÂÏÏËȭÓ ÃÈÉÅÆ ÏÐÅÒÁÔÉÎÇ ÏÆÆÉÃÅÒȟ 

believe that the mobile platform will soon be more important than television, and Facebook is ready to focus its 

efforts in this direction.42A variety of issues, including screen size, power demands, and privacy concerns, have 

 

37 &ÒÅÄÅÒÉÃ &ÉÌÌÏÕØȟ Ȭ.ÁÔÉÖÅ !ÄÖÅÒÔÉÓÉÎÇȡ 7ÈÁÔ΄Ó ÔÈÅ &ÕÓÓȩȭ 4ÅÃÈÎÏÌÏÇÙ "ÌÏÇȟ ΨΦ !ÐÒÉÌ ΨΦΧΩȟ The Guardian, 

guardian.co.uk/media/blog/2013/apr/22/native-advertising (accessed 7 May 2013). 

38  *ÏÓÈ 3ÔÅÒÎÂÅÒÇȟ Ȭ4ÈÅ !ÔÌÁÎÔÉÃ 4ÒÉÅÓ .ÁÔÉÖÅ !ÄÓȟȭ Digiday, 25 September 2012, digiday.com/publishers/the-atlantic -tries-native-ads/ 

39  ,ÁÕÒÅÎ )ÎÄÖÉËȟ Ȭ&ÁÃÅÂÏÏËȡ 3ÐÏÎÓÏÒÅÄ 3ÔÏÒÉÅÓ -ÁËÅ ΓΧ -ÉÌÌÉÏÎ Á $ÁÙȟȭ Mashable, 26 July 2012, http://mashable.com/2012/07/26/facebook-q2-2012-
earnings-call/ 

40  ,ÁÕÒÅÎ )ÎÄÖÉËȟ Ȱ4×ÉÔÔÅÒ ÔÏ 4ÏÐ ΓΧ "ÉÌÌÉÏÎ ÉÎ !Ä 2ÅÖÅÎÕÅ ÉÎ ΨΦΧΪ ɍ2%0/24Ɏȟȱ Mashable,1 June 2012, http://mashable.com/2012/06/01/twitter-ad-
revenue/  

41  %ÒÉÎ 'ÒÉÆÆÉÔÈȟ Ȭ.ÁÔÉÖÅ !ÄÖÅÒÔÉÓÉÎÇ 7ÉÌÌ 3ÁÖÅ 5Ó !ÌÌȟ -ÁÙÂÅȟȭ Pando Daily, 3 October 2012, http://pandodaily.com/2012/10/03/native-advertising-will -
save-us-all-maybe/ 

42 3ÅÌÅÎÁ ,ÁÒÓÏÎȟ Ȭ&ÁÃÅÂÏÏË -ÁËÉÎÇ !ÄÓ -ÏÒÅ 5ÓÅÆÕÌ ÔÏ -ÏÂÉÌÅ 5ÓÅÒÓȟ 3ÁÙÓ #// 3ÁÎÄÂÅÒÇȟȭ VentureBeat, 15 April 2013, 
http://venturebeat.com/2013/04/15/facebook-mobile-ads-sandberg/ (accessed 7 May 2013). 

http://www.guardian.co.uk/media/blog/2013/apr/22/native-advertising
http://www.digiday.com/publishers/the-atlantic-tries-native-ads/
http://mashable.com/2012/07/26/facebook-q2-2012-earnings-call/
http://mashable.com/2012/07/26/facebook-q2-2012-earnings-call/
http://mashable.com/2012/06/01/twitter-ad-revenue/
http://mashable.com/2012/06/01/twitter-ad-revenue/
http://pandodaily.com/2012/10/03/native-advertising-will-save-us-all-maybe/
http://pandodaily.com/2012/10/03/native-advertising-will-save-us-all-maybe/
http://venturebeat.com/2013/04/15/facebook-mobile-ads-sandberg/
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presented technical and monetisation difficulties for mobile advertising in the past.43 Such limitations are quickly 

dissolving, however, and advertisers have begun to recognise the potential of the medium. When academic and 

cultural projects begin to feel more comfortable with mobile applications in general, exploring advertisement 

through this medium will be a more viable and accepted revenue alternative. 

Case study 

A Vision of Britain through Time 

A Vision of Britain through Time visionofbritain.org.uk  is a United Kingdomɀbased website that brings together 

geographical surveys, census data, historical maps, travel writing and other archival sources to permit easy 

searching by specific geographic place throughout Britain. First launched in 2004 by geographer Humphrey 

Southall of the University of Portsmouth, the site was originally created with funding from the National Lottery 

Fund and hosted at the University of Edinburgh with financial support from the British Library. In 2009, a new 

version of the site was funded by Jisc, which among other things enabled it to host advertising via Google 

AdSense.  

3ÏÕÔÈÁÌÌ ÒÅÍÁÒËÓȟ Ȱ) ÄÉÄ ÎÏÔ ÈÁÖÅ ÁÎÙ ÐÅÒÓÏÎÁÌ ÒÅÓÅÒÖÁÔÉÏÎÓ ɍÉn accepting advertising], as I knew of and was 

ÆÏÌÌÏ×ÉÎÇ ÔÈÅ ÅØÁÍÐÌÅ ÏÆ ÔÈÅ "ÒÉÔÉÓÈ (ÉÓÔÏÒÙ /ÎÌÉÎÅ ÓÉÔÅȟ ÒÕÎ ÂÙ ÔÈÅ )ÎÓÔÉÔÕÔÅ ÏÆ (ÉÓÔÏÒÉÃÁÌ 2ÅÓÅÁÒÃÈȢȱ "ÕÔ ÈÅ ÄÏÅÓ 

recall early concern from university administrators, who ultimately agreed. Importantly, the ÐÒÏÊÅÃÔȭÓ ÎÁÔÉÏÎÁÌ 

lottery funding imposed that the commercial income [derived from advertising activity] only be used to maintain 

ÁÎÄ ÅØÔÅÎÄ ÔÈÅ ÒÅÓÏÕÒÃÅȟ ÎÏÔ ÆÏÒ ÔÈÅ ÕÎÉÖÅÒÓÉÔÙȭÓ ÇÅÎÅÒÁÌ ÐÕÒÐÏÓÅÓȢ 5ÓÁÇÅ ÈÁÓ ÓÔÅÁÄÉÌÙ ÇÒÏ×Î ÓÉÎÃÅ ÔÈÅ ÌÁÕÎÃÈ ÏÆ 

the revised site, from about 40,000 unique users per month in 2009 to a high of 200,000 in early 2013. Several 

factors seem to have contributed to this growth, including major changes made to the site architecture to 

organise A Vision of Britain around places, which, 3ÏÕÔÈÁÌÌ ÐÏÉÎÔÓ ÏÕÔȟ ȰÁÒÇÕÁÂÌÙ ÂÅÔÔÅÒ ÆÉÔÔÅÄ ÈÏ× ÐÅÏÐÌÅ ÔÈÉÎËȢȱ 

Now, users of the site are encouraged to start a search by simply typing in the name of a locality they would like 

to explore. Another factor he thinks likely to have played a role is the optimising of the site for search engines. 

With regard to optimisation, he makes the following recommendations:   

» Follow accessibility guidelines. Ȱ-ÁËÉÎÇ ÙÏÕÒ ÓÉÔÅ ×ÏÒË ×ÅÌÌ ÆÏÒ ÔÈÅ ÖÉÓÕÁÌÌÙ ÉÍÐÁÉÒÅÄ ÒÅÁÌÌÙ ÈÅÌÐÓȟ ÂÅÃÁÕÓÅ 

search engine bots . . . completely ignore graphics,ȱ he explains 

» Maintain a logical hierarchical structure, which is easier for bots to explore 

» Include descriptive text about places, systematically linked to that hierarchical structure, offering content 

for (search engines) to index 

As a result of increased usage, advertising revenue has steadily grown since 2009, when the site generated 

£4,834 over six months. In 2010, its first full year with advertising, the site earned £8,193; in 2011, £8,943; and in 

2012, £13,543. With revenue already at £10,597for the first half of 2013, Southall estimates that the site is on 

track to reach £20,000 in ad revenue this calendar year. 

In the past, this revenue was considered a nice addition to the significant revenue stream that A Vision of Britain 

had developed via data licensing for commercial use. For various reasons, that revenue stream is unlikely to 

 

43 ,0 6ÁÌÕÅ )ÎÖÅÓÔÍÅÎÔÓȟ Ȭ/ÎÌÉÎÅ !ÄÖÅÒÔÉÓÉÎÇ ÁÎÄ ÔÈÅ 3ÍÁÌÌ 3ÃÒÅÅÎ 0ÒÏÂÌÅÍȟȭ Seeking Alpha, 12 July 2012, http://seekingalpha.com/article/717551-
online-advertising-and-the-small-screen-problem 

http://www.visionofbritain.org.uk/
http://seekingalpha.com/article/717551-online-advertising-and-the-small-screen-problem
http://seekingalpha.com/article/717551-online-advertising-and-the-small-screen-problem
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ÃÏÎÔÉÎÕÅ ÍÕÃÈ ÌÏÎÇÅÒȟ 3ÏÕÔÈÁÌÌ ÓÁÙÓȟ ÁÎÄ ȰÆÒÏÍ ÈÅÒÅ ÏÎ ÔÈÅ ÁÄÖÅÒÔÉÓÉÎÇ ÉÎÃÏÍÅ ÉÓ ÅÓÓÅÎÔÉÁÌ ÔÏ ËÅÅÐÉÎÇ ÔÈÅ ÓÉÔÅ 

ÒÕÎÎÉÎÇȢȱ 

Benefits 
» For sites with heavy traffic and good data on visitors, advertising can open up an as-yet-untapped revenue 

source 

» Smaller sites can test their earning potential at very little risk through options like Google AdSense 

» The variety of ad formats, types, and pricing models allows a site to experiment with advertising to learn 

what type will fit it best 

» More and more advertiser money is flowing online each year, so if advertisers decide that advertising online 

with your project is rewarding to them, this revenue stream should continue to grow 

Disadvantages 
» Academic projects with smaller audiences may find it difficult to generate significant advertising income 

» Securing and retaining advertisers requires skilled personnel and time 

» Some site users may dislike the feel of ads on the site 

» Setting ad prices can be tricky when measurement criteria are so fluid 

» Ad revenue is not guaranteed and takes time to build up; it is unlikely to replace other revenue streams right 

away 

» If a site becomes overly dependent on advertising, the editorial integrity of the project can be undermined 

Costs attributable to the revenue model 
» If a project seeking advertisers works with an agency or network, this additional party will receive a 

percentage of advertising revenues as its commission (30% is common) 

» If a project works directly with advertisers, costs will include salary for skilled online advertising sales staff 

and for someone to handle invoicing/collections 

» If the project is accepting native advertisements, in addition to sales and invoicing staff it will need someone 

to be involved in the ad production cycle 

Key questions to ask if you are considering this model 
»  How much traffic does our site generate (unique visitors per month)?  

»  How many ad impressions could our site generate (page views per month)?  

»  How much do I know about the visitors to our site (demographic data)?  
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»  (Ï× ÃÁÎ ) ÍÅÁÓÕÒÅ ÕÓÅÒÓȭ ÅÎÇÁÇÅÍÅÎÔ ×ÉÔÈ ÏÕÒ ÓÉÔÅ ɉÔÉÍÅ ÓÐÅÎÔȟ ÁÒÔÉÃÌÅÓ ÖÉÅ×ÅÄȟ ÅÔÃȢɊȩ  

» How might visitors to our site be valuable to advertisers? Do they have special interests that correspond to a 

certain type of business?  

» What costs will we need to assume to host ads on our site and collect payments?  

» Will the community for this project accept that we are hosting ads?  

» How might an advertiser fit in content on our resource?  

Further reading 
AdJuggler, Inc. Guide to OnlineAdvertising adjuggler.com/docs/AdJuggler_guidetoonlineadv.pdf (accessed 3 

May 2013).  

Google AdsenseȢ Ȭ'ÅÔ -ÏÒÅ 6ÁÌÕÅ ÆÒÏÍ 9ÏÕÒ /ÎÌÉÎÅ #ÏÎÔÅÎÔȢȭ google.com/adsense/start/ 

)ÎÄÖÉËȟ ,ÁÕÒÅÎȢ Ȭ&ÁÃÅÂÏÏËȡ 3ÐÏÎÓÏÒÅÄ 3ÔÏÒÉÅÓ -ÁËÅ ΓΧ -ÉÌÌÉÏÎ Á $ÁÙȢȭ Mashable, 26 July 2012. 

http://mashable.com/2012/07/26/facebook-q2-2012-earnings-call/ 

,ÉÂÒÁÒÙ !ÎÁÌÙÔÉÃÓ ÁÎÄ -ÅÔÒÉÃÓ 0ÒÏÊÅÃÔȢ Ȭ!ÂÏÕÔ ,!-0ȭ http://jisclamp.mimas.ac.uk/about -lamp/ 

PricewaterhouseCoopers LLP. IAB Internet Advertising Revenue Report: 2012 Full Year Results. 

iab.net/media/file/IAB_Internet_Advertising_Revenue_Report_FY_2012_rev.pdfȢ 3ÅÅ ÅÓÐÅÃÉÁÌÌÙ Ȭ$ÅÆÉÎÉÔÉÏÎÓ 

ÏÆ !ÄÖÅÒÔÉÓÉÎÇ &ÏÒÍÁÔÓȟȭ ÐÐȢ ΨΨɀ23. 

3ÔÅÒÎÂÅÒÇȟ *ÏÓÈȢ Ȭ4ÈÅ !ÔÌÁÎÔÉÃ 4ÒÉÅÓ .ÁÔÉÖÅ !ÄÓȢȭ Digiday,25 September 2012. digiday.com/publishers/the-

atlantic -tries-native-ads/ 

  

http://www.adjuggler.com/docs/AdJuggler_guidetoonlineadv.pdf
http://www.google.com/adsense/start/
http://mashable.com/2012/07/26/facebook-q2-2012-earnings-call/
http://jisclamp.mimas.ac.uk/about-lamp/
http://www.iab.net/media/file/IAB_Internet_Advertising_Revenue_Report_FY_2012_rev.pdf
http://www.digiday.com/publishers/the-atlantic-tries-native-ads/
http://www.digiday.com/publishers/the-atlantic-tries-native-ads/
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Author (or Contributor) Pays  

Introduction  
Many content providers are seeking ways to offer their content freely to users, whether in response to public 

demand, a mission-driven mindset, or funder requirements. While many of the revenue models outlined in this 

report could support open content, publishers of scholarly journals and academic monographs have been most 

focused on the system that neatly shifts their source of income from subscribers, who pay for access to content, 

to their contributors, who are asked to cover the costs of publication, often with funds directed from their grants 

or home institutions.  

)Î ÓÃÈÏÌÁÒÌÙ ÐÕÂÌÉÓÈÉÎÇȭÓ ÓÕÂÓÃÒÉÐÔÉÏÎ ÏÒ ÓÁÌÅÓ ÍÏÄÅÌȟ ÔÈÅ ÐÕÂÌÉÓÈÉÎÇ ÃÏÍÐÁÎÙ ÁÓÓÕÍÅÓ ÔÈÅ ÕÐ-front costs and 

inherent risk of publication, investing in selection, peer review, editing, production and distribution of the 

content it wants to publish, and then, the company hopes, benefitting from sales to those who want to read the 

work. The author-pays model comes from a very different premise: that the publisher will recover its costs by 

charging a fee to the creators of the content, and that these fees will cover the costs of peer review, editing, 

production and distribution of the content. 

There are precedents for having authors pay up-front fees to support the publication of their work. Some 

subscription print journals required authors to pay special fees for the use of colour illustrations and other special 

elements; that is, they imposed page charges that would provide supplementary revenue to cover the additional 

costs associated with specialised work. At the other extreme, individuals whose work was not accepted by the 

publisher also had the option of paying someone to publishɂthat is, print and bindɂcopies of their work.  

Recently, this model has proven quite successful in the sciences, where grant funding is more frequently 

available to researchers. For publishers of humanities and social science disciplines, this model has been slower 

to catch on, as fewer researchers are grant supported, but many publishers are exploring this model as well, as 

are publishers of monographs.44 

This is a good fit for 
» Journal publishers in disciplines where there are sufficient sources of funding for publication fees charged to 

authors (typically the STEM disciplines: science, technology, engineering and mathematics) 

» Publishers who are able to accurately project costs and revenues, and can thus calculate what they need to 

recoup through up-front author fees 

 

44  A survey of 690 humanities and social science scholars in the UK and Europe in 2012 found that only 22.7% of authors were supported by a research 

council grant; whereas nearly 55% had relied on institutional support and self-ÆÕÎÄÉÎÇȢȱ 3ÅÅ /!0%.-UK HSS Researcher Survey Results. 
slideshare.net/OAPENUK/oapenuk-hss-researcher-survey-results 

 

http://www.slideshare.net/OAPENUK/oapenuk-hss-researcher-survey-results
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How it works 
In the author-pays or contributor-pays model, the publisher seeks the revenue it needs to cover its costs by 

charging fees up front. Journals often assign these article processing charges or APCs to authors or other content 

contributors in the form of publication or hosting fees. Unlike the subscription model, which assumes that the 

desire to read or otherwise consume content will lead people to pay for it, the contributor-pays model sees the 

primary beneficiary of publication as the author who wishes to make his or her content available on the web. In 

this model, it is the author who is responsible for paying the publisher, which in exchange provides the 

ÔÅÃÈÎÏÌÏÇÉÃÁÌȟ ÅÄÉÔÏÒÉÁÌȟ ÁÎÄ ÏÔÈÅÒ ÏÒÇÁÎÉÓÁÔÉÏÎÁÌ ÉÎÆÒÁÓÔÒÕÃÔÕÒÅ ÁÎÄ ÓÅÒÖÉÃÅÓ ÔÏ ÐÕÂÌÉÓÈ ÔÈÅ ÃÏÎÔÒÉÂÕÔÏÒȭÓ ÃÏÎÔÅÎÔȢ  

A 2012 study found that APCs averaged just over $900 (£550), but that the range of charges runs from $8 (£5) to 

$3,900 (£2,385), with higher fees common in STEM disciplines and among commercial publishers and lower fees 

typical among university presses and societies.45 There are some cases, as well, where fees are charged even for 

the review process, for example by the Journal of Neuroscience, which charges $125 (£76) for submitting an 

article.46 

Trends 
Today, the author-pays model is in the midst of a real resurgence as a means to offer scholarly content free of 

charge. This approach has become especially popular in the wake of governmental and institutional policy 

changes to either require or at least strongly encourage researchers to ensure that their scholarship is open 

access.47 In 2012, a UK government-commissioned working group issued a recommendation later accepted by 

the government to make all publicly funded scientific research available for free,48 and beginning on 1 April 2013, 

all research funded by Research Councils UK (RCUK) must be made freely available via either Green or Gold 

Open Access (OA).49 In the United States, similar policies are being explored. The Fair Access to Science and 

Technology Research Act (FASTR) bill introduced to House and Senate in February 2013 would provide funding 

to all ÆÅÄÅÒÁÌ ÁÇÅÎÃÉÅÓ ÓÏ ÔÈÁÔ ÔÈÅÙ ÃÁÎ ÄÅÖÅÌÏÐ ȰÐÕÂÌÉÃ ÁÃÃÅÓÓ ÐÏÌÉÃÉÅÓ ÒÅÌÁÔÉÎÇ ÔÏ ÒÅÓÅÁÒÃÈ ÃÏÎÄÕÃÔÅÄ ÂÙ 

ÅÍÐÌÏÙÅÅÓ ÏÆ ÔÈÁÔ ÁÇÅÎÃÙ ÏÒ ÆÒÏÍ ÆÕÎÄÓ ÁÄÍÉÎÉÓÔÅÒÅÄ ÂÙ ÔÈÁÔ ÁÇÅÎÃÙȟȱ ÁÎÄ later that month, the White HouÓÅȭÓ 

Office of Science and Technology Policy issued an executive memorandum that ultimately aims to expand the 

 

45  David J. Solomon and Bo-#ÈÒÉÓÔÅÒ"ÊĘÒËȟ Ȭ! 3ÔÕÄÙ ÏÆ /ÐÅÎ !ÃÃÅÓÓ *ÏÕÒÎÁÌÓ 5ÓÉÎÇ !ÒÔÉÃÌÅ 0ÒÏÃÅÓÓÉÎÇ #ÈÁÒÇÅÓȟȭ Journal of the American Society for 

Information Science and Technology 63.8 (August 2012): 1485ɀ95; for preprint, see: openaccesspublishing.org/apc2/preprint.pdf. See also 
Eigenfactorȟ ×ÈÉÃÈ ÐÌÏÔÓ ÊÏÕÒÎÁÌÓȭ !0#Ó ÁÇÁÉÎÓÔ ÔÈÅÉÒ ÉÍÐÁÃÔ ÆÁÃÔÏÒÓȡ eigenfactor.org/openaccess/.  

46 Society for Neuroscience, Ȭ3ÕÂÍÉÓÓÉÏÎ &ÅÅ ÁÎÄ 0ÁÙÍÅÎÔ 0ÏÌÉÃÙȟȭ The Journal of Neuroscience, jneurosci.org/site/misc/ifa_fee.xhtml. For a study of 

ÓÕÂÍÉÓÓÉÏÎ ÆÅÅÓȟ ÓÅÅ -ÁÒË 7ÁÒÅ #ÏÎÓÕÌÔÉÎÇȟ ,ÔÄȟ Ȭ3ÕÂÍÉÓÓÉÏÎ &ÅÅÓ ɀ A tool in the transition to open access? Summary of report to Knowledge 
%ØÃÈÁÎÇÅȭ ɉΨΦΧΦɊȢ knowledge-exchange.info/Default.aspx?ID=413 

47  For a list of such initiatives on the part of funders and institutions, see ROARMAP: Registry of Open Access Repositories Mandatory Archiving Policies, 
http://roarmap.eprints.org/  

48  The Working Group on Expanding Access to Published Research Findings was commissioned by the UK Minister for Universities and Science and 
chaired by Dame Janet Finch. Its report, Accessibility, Sustainability, Excellence: How to Expand Access to Research Publications, known as the Finch 
Report, is available at researchinfonet.org/wp-content/uploads/2012/06/Finch-Group-report-FINAL-VERSION.pdfȢ &ÏÒ ÔÈÅ ÇÏÖÅÒÎÍÅÎÔȭÓ ÒÅÓÐÏÎÓÅ 
to and acceptance of the Finch Report, see bis.gov.uk/assets/biscore/science/docs/l/12-975-letter -government-response-to-finch-report-research-
publications.pdf 

49 Ȭ'ÒÅÅÎȭ /! ÃÏÎÔÅÎÔ ÉÓ ÃÏÍÍÏÎÌÙ ÄÅÌÉÖÅÒÅÄ ÖÉÁ ÉÎÓÔÉÔÕÔÉÏÎÁÌ ÒÅÐÏÓÉÔÏÒÉÅÓ ÁÓ Á ÄÒÁÆÔ ÏÒ ÐÅÅÒ-ÒÅÖÉÅ×ÅÄ ÐÏÓÔ ÐÒÉÎÔȟ ×ÈÉÌÅ Ȭ'ÏÌÄȭ /! ÉÓ ÐÕÂÌÉÓÈÅÄ with 
immediate access through a designated OA Journal. On this topic OA scholar Peter Suber helpfully notesȟ ȰThe green/gold distinction is about venues 
ÏÒ ÄÅÌÉÖÅÒÙ ÖÅÈÉÃÌÅÓȟ ÎÏÔ ÕÓÅÒ ÒÉÇÈÔÓ ÏÒ ÄÅÇÒÅÅÓ ÏÆ ÏÐÅÎÎÅÓÓȢȱ http://legacy.earlham.edu/~peters/fos/overview.htm . For Research Councils UK policy, 
see rcuk.ac.uk/research/Pages/outputs.aspx. See also a decision tree summarising the policy, created by the Publishers Association and endorsed by 
RCUK: publishers.org.uk/index.php?option=com_docman&task=doc_download&gid=780&Itemid=. 

http://www.openaccesspublishing.org/apc2/preprint.pdf
http://www.eigenfactor.org/openaccess/
http://www.jneurosci.org/site/misc/ifa_fee.xhtml
http://www.knowledge-exchange.info/Default.aspx?ID=413
http://roarmap.eprints.org/
http://www.researchinfonet.org/wp-content/uploads/2012/06/Finch-Group-report-FINAL-VERSION.pdf
http://www.bis.gov.uk/assets/biscore/science/docs/l/12-975-letter-government-response-to-finch-report-research-publications.pdf
http://www.bis.gov.uk/assets/biscore/science/docs/l/12-975-letter-government-response-to-finch-report-research-publications.pdf
http://legacy.earlham.edu/~peters/fos/overview.htm
http://www.rcuk.ac.uk/research/Pages/outputs.aspx
http://www.publishers.org.uk/index.php?option=com_docman&task=doc_download&gid=780&Itemid=.
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.ÁÔÉÏÎÁÌ )ÎÓÔÉÔÕÔÅÓ ÏÆ (ÅÁÌÔÈȭÓ ÇÒÅÅÎ /! ÐÏÌÉÃÙ ÔÏ ÁÌÌ ÒÅÓÅÁÒÃÈ ÆÕÎÄÅÄ ÂÙ ÆÅÄÅÒÁÌ ÁÇÅÎÃÉÅÓ ×ÉÔÈ ÒÅÓÅÁÒÃÈ ÁÎÄ 

development expenditures greater than $100 million (£61 million).50 

For publishers faced with open access mandates, the question is whether the author/contributor-pays model can 

fully cover the costs of the publishing services they hope to deliver. For scholars contributing their work to OA, 

author-pays publications, the question is how to cover their APCs or other charges: through grants? Through 

campus publication funds? Many scholarly contributors to such publications must rely on others to cover the 

costs of publishing their research.51 

In the sciences, some of the funding for publishing comes from government agencies such as the National 

Institutes of Health in the United States and organisations such as the Wellcome Trust in the United Kingdom, 

which provide substantial funding to support research. They operate from a position of strength when it comes 

to influencing, even determining, how research results derived from work they support is disseminated. The 

7ÅÌÌÃÏÍÅ 4ÒÕÓÔȭÓ /ÐÅÎ !ÃÃÅÓÓ ÍÏÄÅÌȟ ÆÏÒ ÅØÁÍÐÌÅȟ ÐÒÏÖÉÄÅÓ ÇÒÁÎÔ ÆÕÎÄÉÎÇ ÔÏ ÁÕÔÈÏÒÓ Ôo cover OA fees 

publishers may require, and stipulates that articles be deposited into Europe PubMed Central (Europe PMC).52. 

Somewhat similarly, RCUK has also begun distributing block grants to universities in order to help those 

researchers who are publisÈÉÎÇ ×ÉÔÈ 'ÏÌÄ /! ÐÕÂÌÉÓÈÅÒÓ ÔÏ ÍÅÅÔ ÔÈÅ ÁÇÅÎÃÙȭÓ ΨΦΧΩ ÐÏÌÉÃÙ ÃÈÁÎÇÅȢ Similar 

mandates are being proposed and adopted by other foundations and government agencies. 

In the United States, many institutions have set aside money to help their faculty cover !0#ÓȢ #ÁÒÎÅÇÉÅ -ÅÌÌÏÎȭÓ 

library will contribute up to $1,500 (£917) per articleɂup to $3,000 (£1,837) annually per researcher; George 

-ÁÓÏÎȭÓ ÌÉÂÒÁÒÙ ×ÉÌÌ ÃÏÎÔÒÉÂÕÔÅ ÕÐ ÔÏ ΓΩȟΦΦΦ ɉΘΧȟήΩέɊ ÐÅÒ ÁÒÔÉÃÌÅȢ 4ÈÅ #ÏÍÐÁÃÔ ÆÏÒ /ÐÅÎ !ÃÃÅÓÓ 3ÃÈÏÌÁÒÌÙ 

Publishing Equity initiated by five major research institutions and now joined by another thirteen in the United 

3ÔÁÔÅÓȟ #ÁÎÁÄÁȟ ÁÎÄ %ÕÒÏÐÅ ÉÓ ÃÏÍÍÉÔÔÅÄ ÔÏ ȰÔÈÅ ÔÉÍÅÌÙ ÅÓÔÁÂÌÉÓÈÍÅÎÔ ÏÆ ÄÕÒÁÂÌÅ ÍÅÃÈÁÎÉÓÍÓ ÆÏÒ ÕÎÄÅÒ×ÒÉÔÉÎÇ 

reasonable publication charges for articles written by [their] faculty and published in fee-based open-access 

ÊÏÕÒÎÁÌÓ ÁÎÄ ÆÏÒ ×ÈÉÃÈ ÏÔÈÅÒ ÉÎÓÔÉÔÕÔÉÏÎÓ ×ÏÕÌÄ ÎÏÔ ÂÅ ÅØÐÅÃÔÅÄ ÔÏ ÐÒÏÖÉÄÅ ÆÕÎÄÓȢȱ53 

The shift to an author-pays model has had some downsides, however. Some less scrupulous publishers have 

been called out for their willingness to accept articles without the same degree of careful peer review or editing 

ÍÏÓÔ ÓÃÈÏÌÁÒÌÙ ÐÕÂÌÉÓÈÅÒÓ ×ÏÕÌÄ ÒÅÑÕÉÒÅȢ ! ÌÉÓÔ ÏÆ ÓÕÓÐÅÃÔÅÄ ȰÐÒÅÄÁÔÏÒÙ ÐÕÂÌÉÓÈÅÒÓȱ ÉÓ ÕÐÄÁÔÅÄ ÒÅÇÕÌÁÒÌÙ ÂÙ 

librarian Jeffrey Beall of the University of Colorado, in an effort to name and shame those publishers whose 

practices seem to suggest that they may be exploiting the system in ways that do not serve scholars or the 

advancement of scholarship.54 7ÈÉÌÅ ÓÏÍÅ /! ÁÄÖÏÃÁÔÅÓ ÁÒÅ ÃÏÎÃÅÒÎÅÄ ÔÈÁÔ "ÅÁÌÌȭÓ ÌÉÓt unfairly singles out open 

access publishers for criticism that might apply to subscription based publishers as well, his supporters 

acknowledge that the author-pays business model offers a financial incentive to publish more, not better work, 

and that policing the most egregious cases of mis-representation can only strengthen the cause of legitimate 

publishers.  

 

50  The text of the FASTR bill may be found at 

http://doyle.house.gov/sites/doyle.house.gov/files/documents/2013%2002%2014%20DOYLE%20FASTR%20FINAL.pdf. For the Office of Science 
and Technology Policy Memorandum on Expanding Public Access to Federally Funded Research, see 
whitehouse.gov/sites/default/files/microsites/ostp/ostp_public_access_memo_2013.pdf 

51  A recent survey asked authors to share their sources of funding for author-pays OA journals and the factors that influence their choice of journals in 
which to publish. See David J. Solomon and Bo-#ÈÒÉÓÔÅÒ "ÊĘÒËȟ Ȭ0ÕÂÌÉÃÁÔÉÏÎ &ÅÅÓ ÉÎ /ÐÅÎ !ÃÃÅÓÓ 0ÕÂÌÉÓÈÉÎÇȡ 3ÏÕÒÃÅÓ ÏÆ &ÕÎÄÉÎÇ Ánd Factors 
)ÎÆÌÕÅÎÃÉÎÇ #ÈÏÉÃÅ ÏÆ *ÏÕÒÎÁÌȟȭ Journal of the American Society for Information Science and Technology 63, no. 1 (2012): 98ɀ107. 

52  4ÈÅ 7ÅÌÌÃÏÍÅ 4ÒÕÓÔȭÓ /! ÐÏÌÉÃÙ ÉÓ ÁÖÁÉÌÁÂÌÅ ÏÎ ÔÈÅÉÒ ×ÅÂÓÉÔÅȟ ÁÔ wellcome.ac.uk/About-us/Policy/Policy-and-position-

statements/WTD002766.htm. Starting in October 2013, the OA policy was extended to apply to scholarly monographs and book chapters as well.  

53 Compact for Open Access Scholarly Publishing Equity, oacompact.org/compact/. 

54  *ÅÆÆÒÅÙ "ÅÁÌÌȟ Ȭ"ÅÁÌÌȭÓ ,ÉÓÔȡ 0ÏÔÅÎÔÉÁÌȟ 0ÏÓÓÉÂÌÅȟ ÏÒ 0ÒÏÂÁÂÌÅ 0ÒÅÄÁÔÏÒÙ 3ÃÈÏÌÁÒÌÙ /ÐÅÎ-!ÃÃÅÓÓ 0ÕÂÌÉÓÈÅÒÓȟȭ Scholarly Open Access, 
http://scholarlyoa.com/publishers/ 

http://doyle.house.gov/sites/doyle.house.gov/files/documents/2013%2002%2014%20DOYLE%20FASTR%20FINAL.pdf
http://www.whitehouse.gov/sites/default/files/microsites/ostp/ostp_public_access_memo_2013.pdf
http://www.wellcome.ac.uk/About-us/Policy/Policy-and-position-statements/WTD002766.htm
http://www.wellcome.ac.uk/About-us/Policy/Policy-and-position-statements/WTD002766.htm
http://www.oacompact.org/compact/
http://scholarlyoa.com/publishers/
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For those creating content collections and considering funding models, it is worth pointing out that while strong 

support exists from funders to support open access of scholarly outputs, demand for this model from scholar-

authors in the humanities and social sciences from faculty has lagged. A recent survey of faculty by Ithaka S+R 

found that less than 40% of respondents indicated that, when deciding where to publish their own articles, it was 

ÖÅÒÙ ÉÍÐÏÒÔÁÎÔ ÔÏ ÔÈÅÍ ÔÈÁÔ ÔÈÅ ȰÊÏÕÒÎÁÌ ÍÁËÅÓ ÉÔÓ ÁÒÔÉÃÌÅÓ ÆÒÅÅÌÙ ÁÖÁÉÌÁÂÌÅ ÏÎÌÉÎÅȟȱ ÐÅÒÈÁÐÓ ÂÅÃÁÕÓÅ ÏÆ ÔÈÅ 

ÁÓÓÏÃÉÁÔÉÏÎ ×ÉÔÈ ÖÁÎÉÔÙ ÐÕÂÌÉÓÈÉÎÇ ÏÒ ÐÅÒÈÁÐÓ ÆÏÒ ÏÔÈÅÒ ÒÅÁÓÏÎÓȢ Ȱ6ÅÒÙ ÉÍÐÏÒÔÁÎÔȱ ÆÏÒ ÆÁÒ ÍÏÒÅ ÐÅÏÐÌeɂover 

60%ɂ×ÁÓ ÔÈÅ ÓÔÁÔÅÍÅÎÔ ÔÈÁÔ ÔÈÅ ȰÊÏÕÒÎÁÌ ÐÅÒÍÉÔÓ ÓÃÈÏÌÁÒÓ ÔÏ ÐÕÂÌÉÓÈ ÆÏÒ ÆÒÅÅȢȱ55 

Case studies 
There are numerous examples of publishers using the author-pays model. Some are independent; many are one 

imprint within a larger organisation that also includes subscription-based publications. In addition, even the 

more established presses have begun to experiment with the author-pays model, offering open access services, 

and in some cases hybrid journals, in which some articles may be subsidised by author fees, and others are not.  

Hindawi Publishing Corporation 

hindawi.com/ 

» Criteria for publication: research articles in mathematics, engineering, and biomedicine 

» Pricing: APCs from $300-$1,750 (£183-£1,071) for accepted, peer-reviewed manuscripts; material that is not 

peer-reviewed (e.g., editorials) is published for free. Memberships for institutions, enabling authors affiliated 

with those institutions to publish in a Hindawi journal without paying APCs, are available. 

» Business model: (ÉÎÄÁ×ÉȭÓ ÖÅÒÙ ÌÏ× ÃÏÓÔ ÂÁÓÅ ÓÔÅÍÓ ÆÒÏÍ ÉÔÓ ÕÓÅ ÏÆ ÌÏÃÁÌ labour in Cairo, Egypt, and its drive 

to publish a high volume of articles via the author-pays model. A network of volunteer editors and a fully 

online editorial workflow also make it possible for the publisher to process articles quite quickly through its 

system  

PLoS ONE  

plosone.org/ 

» Criteria for publication: unique, primary scientific research56 

» Pricing: currently $1,350 ɉΘήΨΫɊȟ ÁÌÔÈÏÕÇÈ ÔÈÅÒÅ ÁÒÅ ÅØÃÅÐÔÉÏÎÓ ÄÅÐÅÎÄÉÎÇ ÏÎ ÁÕÔÈÏÒȭÓ ÁÂÉÌÉÔÙ ÔÏ ÐÁÙ ÁÎÄ 

home country 

» Business model: costs and revÅÎÕÅÓ ÓÃÁÌÅ ×ÉÔÈ ÔÈÅ ÎÕÍÂÅÒ ÏÆ ÓÕÂÍÉÓÓÉÏÎÓȢ Ȱ%ÖÅÒÙ ÁÒÔÉÃÌÅ ÁÄÄÓ ÍÏÒÅ ×ÏÒËȟ 

ÂÕÔ ÁÌÓÏ ÁÄÄÓ ÒÅÖÅÎÕÅȢȱ57 

 

55 Ross Housewright et al., Ithaka S+R US Faculty Survey 2012 (April 2013), Ithaka, sr.ithaka.org/research-publications/us-faculty-survey-2012, p. 59. 
3ÅÅ ÁÌÓÏ 3ÏÌÏÍÏÎ ÁÎÄ "ÊĘÒËȟ Ȭ0ÕÂÌÉÃÁÔÉÏÎ &ÅÅÓ ÉÎ /ÐÅÎ !ÃÃÅÓÓ 0ÕÂÌÉÓÈÉÎÇȢȭ 

56 PLOS, PLOS ONE Publication Criteria, PLOS ONE, plosone.org/static/publication.action  

57 #ÁÒÁÌÅÅ !ÄÁÍÓȟ Ȭ30!2# )ÎÎÏÖÁÔÏÒȡ 0,Ï3 /ÎÅȟȭ SPARC, sparc.arl.org/innovator/plos-one.shtml 

http://www.hindawi.com/
http://www.plosone.org/
http://www.sr.ithaka.org/research-publications/us-faculty-survey-2012
http://www.plosone.org/static/publication.action
http://www.sparc.arl.org/innovator/plos-one.shtml
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PeerJ 

https://peerj.com/ 

» Criteria for publication: research articles in biological, medial, and health sciences, judged ÂÙ ȰÓÃÉÅÎÔÉÆÉÃ ÁÎÄ 

ÍÅÔÈÏÄÏÌÏÇÉÃÁÌ ÓÏÕÎÄÎÅÓÓȢȱ58 

» Pricing: The author purchases a lifetime membership that ranges in price from $99 to $349 (£61-£213), 

depending on whether the author joins before or after a submitted article is accepted and the number of 

articles he or she anticipates publishing annually in PeerJ59 

» Business model: In addition to membership fees, PeerJ relies on membership dutiesɂthose who wish to 

publish on the site must review at least one article a year for the site60 

Wiley Open Access 

wileyopenaccess.com/details/content/12f25d1df44/About.html 

» Criteria for publication:  Peer reviewed articles in a range of scientific disciplines  

» Pricing: Cost to author is set by each journal, with discounting for articles previously considered by other 

non-open Wiley journals and for society members. For those who submit to journals that are not fully OA, 

Wiley offers the OnlineOpen programme, which for $3000 (£1,834) will take articles that have been peer-

reviewed and accepted and make them openly available via the Wiley Online Library and deposit into 

PubMed Central 

» Business model: Wiley Open Access journals accepts direct submissions, as well as manuscript transfers 

from its other journals; OnlineOpen is the hybrid model 

Benefits 
» Variable costs of production are meant to be covered as they are incurred, reducing downside risk 

» Emphasises the value of publishing to authors, by attaching a cost to the activity of publishing allowing 

authors to make informed choices  

» Permits content to be made openly available at publication. This has mission benefits, certainly. It also, in 

theory, eliminates the need to invest in a sales or distribution operation. By collecting fees up front, at the 

point of acquisition, the publisher is sure of having its costs coveredɂmaking this model much less risky than 

the traditional model, which requires a certain amount of forecasting and luck 

» Author services will improve as journals compete for them  

 

58 0ÅÅÒ*ȟ Ȭ%ÄÉÔÏÒÉÁÌ #ÒÉÔÅÒÉÁȟȭ https://peerj.com/about/editorial -criteria/Ƞ ÁÎÄ Ȭ!ÉÍÓ ÁÎÄ 3ÃÏÐÅȭȟ https://peerj.com/about/aims-and-scope/ 

59 0ÅÅÒ*ȟ Ȭ0ÁÙ /ÎÃÅȟ 0ÕÂÌÉÓÈ ÆÏÒ ,ÉÆÅȟȭ https://peerj.com/pricing/  

60 0ÅÅÒ*ȟ Ȭ4×Ï 0ÕÂÌÉÃÁÔÉÏÎÓȟȭ https://peerj.com/about/publications/Ȣ 3ÅÅ ÁÌÓÏ 0ÈÉÌ $ÁÖÉÓȟ Ȭ)Ó 0ÅÅÒ* -ÅÍÂÅÒÓÈÉÐ 0ÕÂÌÉÓÈÉÎÇ 3ÕÓÔÁÉÎÁÂÌÅȩȭ The Scholarly 
Kitchen, 14 June 2012, http://scholarlykitchen.sspnet.org/2012/06/14/is-peerj-membership-publishing-sustainable/ 

https://peerj.com/
http://www.wileyopenaccess.com/details/content/12f25d1df44/About.html
https://peerj.com/about/editorial-criteria/
https://peerj.com/about/aims-and-scope/
https://peerj.com/pricing/
https://peerj.com/about/publications/
http://scholarlykitchen.sspnet.org/2012/06/14/is-peerj-membership-publishing-sustainable/
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Disadvantages 
» It may be difficult for a publisher using an author-pays model to build a reputation for academic excellence if 

the business model privileges volume over selectivity 

» Costs are manageable for STEM disciplines, but difficult to cover in the humÁÎÉÔÉÅÓȟ ×ÈÅÒÅ ÁÕÔÈÏÒÓȭ ×ÏÒË ÉÓ 

not typically funded through grants. Some open access publishers have found that $99-$400 (£61-£245) is 

the price range for authors in humanities and social science disciplines.  

» Shifting the revenue focus to authors may create an incentive for publishers to accept more content and take 

ÌÅÓÓ ÉÎÔÅÒÅÓÔ ÉÎ ÁÕÄÉÅÎÃÅ ÆÅÅÄÂÁÃË ÁÎÄ ÁÕÄÉÅÎÃÅ ÓÁÔÉÓÆÁÃÔÉÏÎȟ ÁÓ ÔÈÅÉÒ ȰÁÕÄÉÅÎÃÅȱ ÉÓ ÎÏ× ÔÈÅ ÁÕÔÈÏÒÓ 

themselves 

» The economic upside to the model may be weakened, if the publication charges fees only for those works it 

chooses to publish 

» As a publication grows more prestigious, more articles will be submitted, driving up the costs of processing 

articles that are declined, and thus driving up publication charges for those that do get published; and as 

readership grows the associated access costs will increase without a commensurate increase in revenue. This 

can be countered by imposing submission fees.  

» The author-ÐÁÙÓ ÍÏÄÅÌ ÐÒÏÖÉÄÅÓ ÎÏ ÒÅÃÕÒÒÉÎÇ ÒÅÖÅÎÕÅ ÔÏ ÍÁÉÎÔÁÉÎ ÁÎ ÁÕÔÈÏÒȭÓ ×ÏÒËȢ ,ÏÎÇ-term preservation 

must be paid for by charging authors higher fees at the moment of contribution, or by charging current 

authors more to cover migration and other investments made in older content. 

Costs attributable to the revenue model 
» Requires successful marketing to individual scholars and researchers, as they are currently the main 

ȰÃÕÓÔÏÍÅÒÓȱ ÉÎ ÔÈÉÓ ÍÏÄÅÌ 

Key questions to ask if you are considering this model 
» What is the demand for this service among scholars who would be contributors to our publication?  

» Do authors in the discipline we publish in have access to resources to pay contribution fees?  

» What makes our site attractive as a place to publish content? Does it offer prestige through a selection 

process or credentialing? Does it have a strong brand? Does it have a large audience? Is it indexed by the 

major search engines? Will the content be connected with related content? What marketing services does 

the site provide to ensure that the content gets exposure? Finally, does the site make it easy for authors to 

submit their work and get speedy feedback and other services they may need? 

» How can costs be managed to allow for growth in the future? Cost is a key success driver for hosting services, 

which are likely to grow commoditised (unless combined with some other form of value creation). How will 

we ensure that our costs are competitive? Do we have access to low-cost labour? Are there economies of 

scale that we can utilise?  

» Will anything be left over to pay for preservation, and what is it likely to cost?  



A guide to the best revenue models and funding sources 
for your digital resources 

Nancy Maron, Ithaka S+R 

 

 

 

Author (or Contributor) Pays 30 

Further reading 
#ÒÏ×ȟ 2ÁÙÍȟ Ȭ!ÒÔÉÃÌÅ 0ÒÏÃÅÓÓÉÎÇ &ÅÅÓȭ ÉÎ Income Models for Open Access: An Overview of Current Practice (SPARC, 

2009), p 10. 

King, Donald W., and Carol Tenopir, An Evidence-"ÁÓÅÄ !ÓÓÅÓÓÍÅÎÔ ÏÆ ÔÈÅ Ȭ!ÕÔÈÏÒ-0ÁÙÓȭ -ÏÄÅÌȢȱ.ÁÔÕÒÅ 7ÅÂ 

Focus: Access to the Literature; The Debate Continues. Nature, 25 June 2004. 

nature.com/nature/focus/accessdebate/26.html. 

,ÏÙȟ -ÁÔÔÈÅ×Ȣ Ȱ(ÉÎÄÁ×É 0ÕÂÌÉÓÈÉÎÇ #ÏÒÐÏÒÁÔÉÏÎ ΨΦΧΧȡ 'ÒÏ×ÉÎÇ ÁÎ /ÐÅÎ-Access Contributor-Pays Business 

-ÏÄÅÌȢȱ Ithaka S+R . sr.ithaka.org/research-publications/hindawi-update-2011. 

OAPEN-UK, HSS Researcher Survey Results, 2012 slideshare.net/OAPENUK/oapenuk-hss-researcher-survey-

results 

Solomon , David J., and Bo-#ÈÒÉÓÔÅÒ "ÊĘÒËȟ Ȭ0ÕÂÌÉÃÁÔÉÏÎ &ÅÅÓ ÉÎ /ÐÅÎ !ÃÃÅÓÓ 0ÕÂÌÉÓÈÉÎÇȡ 3ÏÕÒÃÅÓ ÏÆ &ÕÎÄÉÎÇ ÁÎÄ 

Factors InflÕÅÎÃÉÎÇ #ÈÏÉÃÅ ÏÆ *ÏÕÒÎÁÌȭ Journal of the American Society for Information Science and Technology 63, 

no. 1 (2012): 98ɀ107. 

Solomon , David J., and Bo-#ÈÒÉÓÔÅÒ "ÊĘÒËȟȬ! 3ÔÕÄÙ ÏÆ /ÐÅÎ !ÃÃÅÓÓ *ÏÕÒÎÁÌÓ 5ÓÉÎÇ !ÒÔÉÃÌÅ 0ÒÏÃÅÓÓÉÎÇ #ÈÁÒÇÅÓȢȭ 

Journal of the American Society for Information Science and Technology 63, no. 8 (August 2012): 1485ɀ95. 

  

http://www.nature.com/nature/focus/accessdebate/26.html
http://www.sr.ithaka.org/research-publications/hindawi-update-2011
http://www.slideshare.net/OAPENUK/oapenuk-hss-researcher-survey-results
http://www.slideshare.net/OAPENUK/oapenuk-hss-researcher-survey-results
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Consulting and Other Services 

Introduction  
Many project teams who develop digital resources, whether online content or platforms or other tools, gain the 

benefit of mastering new skills in the process. In addition to acquiring expertise, the team may acquire 

sophisticated equipment or develop new processes or workflows for accomplishing their work. These, too, are 

valuable assets that may in some cases provide a way to earn revenue through the offering of consulting or 

related services.  

Transferring expertise and knowledge for a fee is a revenue model that allows the project to support its current 

operations in a way that is mission-compatible and potentially enriching to the project itself. Apart from financial 

benefits, advisory services can bring peer recognition and respect and provide the consultant with a broad view 

of the marketplace he or she serves. 

This is a good fit for 

Projects that have: 

» Teams and leaders with specific industry know-how and a leadership position 

» Specific theoretical or practical knowledge from research and experience 

» Expertise in a specific method or approach and connections to others in the field 

» Specialised equipment (high resolution scanners, for example) that requires skilled individuals to operate 

» Surplus staff time to devote to a new area 

How it works 
Offering consulting or other services to third parties by leveraging the skills used in current operations allows 

projects and programmes to generate revenue. Pure consulting services rely on individual or team expertise in a 

specific field, method or approach, where the transferable value is simply knowledge and know-how. Other 

services can be based on leasing specialised equipment and offering the services of the individual or team 

needed to run the equipment, where the transferable value is in both the equipment and the knowledge. 

Consulting fees can be structured as a flat rate, based on a set of agreed-upon deliverables, or can be based on 

time spent; pricing of services will depend on the type of service offered. In any case, before undertaking any 

new service, project leaders should become familiar with current fees and pricing schedules among other 

providers of this service. 

Providing services outside the scope of daily activities can generate revenue, but it is likely to involve additional 

costs as well. In some cases, a project may make a foray into consulting by devoting excess staff capacity to 

outside activitiesɂas, for example, when a staffer simply takes on a first consulting client within the context of 
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his current position. They may then scale up if there are signs of demand and success. Customer-facing services, 

however, come with the implicit requirement of serving the consumer, and this may well require additional time 

and staffing. While financially supporting a project is important, it cannot come at the expense of interrupting its 

daily activities. Leadership, structure and planning are required.  

In the case of the BOPCRIS Digitisation Centre at the University of Southampton, highly specialised digitisation 

equipment had been acquired along with the skilled personnel to operate such equipment, and the Centre had 

developed the ability to offer digitisation services to outside institutions for a fee.61After the Centre had trouble 

maintaining a solid stream of outside business, however, it decided to reprioritise its operations. It has scaled 

back by selling some of the equipment and hardware, and now, renamed the University of Southampton 

Digitisation Unit, focuses on digitising locally held items. 

Case studies 

Lincoln Center for the Performing Arts  

http://lc.lincolncenter.org/press/480 

Lincoln Center for the Performing Arts (LCPA) is a not-for-profit organisation based in New York City that is 

dedicated to delivering artistic performances through 11 different organisations presenting 3,000 programmes 

ÁÎÎÕÁÌÌÙȢ ,#0!ȭÓ ÏÐÅÒÁÔÉÏÎÓ ÈÁÖÅ ÔÒÁÄÉÔÉÏÎÁÌÌÙ ÂÅÅÎ ÓÕÐported by ticket purchases, membership schemes, 

corporate sponsorships, institutional donations, and matching gifts and grants. However, the success of a recent 

pilot project has led LCPA to develop consultancy services intended to generate additional revenue for the 

institution while reaffirming its mission. 

In 2010, LCPA tested the idea of offering a formal consulting service when it accepted a three-year paid 

agreement to serve as an adviser to the developers of a new performing arts complex in Tianjin, #ÈÉÎÁȭÓ ÆÉÆÔÈ-

largest city.62 LCPA agreed to provide staff training and give curatorial advice on the artistic programme, suggest 

a viable economic model, and help in the design and construction process of the facilities. The success of this 

initiative led LCPA in 2013 to launch a formal consulting practice and assemble a team to head the new business 

ÌÉÎÅȟ ×ÈÏÓÅ ÁÉÍ ×ÉÌÌ ÂÅ ÔÏ ȰÆÁÃÉÌÉÔÁÔÅ ÁÒÔÉÓÔÉÃ ÅØÃÈÁÎÇÅ ÁÎÄ ÁÄÖÉÓÅ ÃÕÌÔÕÒÁÌ ÂÏÄÉÅÓȟ ÌÅÁÄÅÒÓ ÁÎÄ ÐÈÉÌÁÎÔÈÒÏÐÉÓÔÓ 

worldwide in strategic planning, design and construction of performing arts facilities, operations, programming, 

ÂÒÁÎÄÉÎÇȟ ÓÔÁÆÆ ÄÅÖÅÌÏÐÍÅÎÔȟ ÆÕÎÄÒÁÉÓÉÎÇ ÁÎÄ ÁÕÄÉÅÎÃÅ ÂÕÉÌÄÉÎÇȢȱ63 

Humanities Research Institute, University of Sheffield 

http://hridi gital.shef.ac.uk/what-we-do 

 

61 +Ȣ +ÉÒÂÙ 3ÍÉÔÈȟ Ȭ"/0#2)3 $ÉÇÉÔÉÓÁÔÉÏÎ #ÅÎÔÒÅ ΨΦΦίȡ %ØÐÅÒÉÍÅÎÔÁÔÉÏÎ ×ÉÔÈ 3ÕÓÔÁÉÎÁÂÉÌÉÔÙ ÁÎÄ 0ÁÒÔÎÅÒÓÈÉÐÓ ÆÏÒ ,ÉÂÒÁÒÙ $ÉÇÉÔÉÓÁÔÉÏÎ 0ÒÏÊÅÃÔÓȟȭ Ithaka, 

sr.ithaka.org/research-publications/bopcris-digitisation -centre-2009. BOPCRIS stands for British Official Publications Collaborative Reader 
Information Services. &ÏÒ ÔÈÅ ΨΦΧΧ ÕÐÄÁÔÅȟ ÓÅÅ -ÁÔÔÈÅ× ,ÏÙȟ Ȭ5ÎÉÖÅÒÓÉÔÙ ÏÆ 3ÏÕÔÈÁÍÐÔÏÎ ,ÉÂÒÁÒÙ $ÉÇÉÔÉÓÁÔÉÏÎ 5ÎÉÔ 2011: Reimagining the Value 
0ÒÏÐÏÓÉÔÉÏÎȟȭ Ithaka  sr.ithaka.org/research-publications/southampton-update-2011. 

62 2ÏÂÉÎ 0ÏÇÒÅÂÉÎȟ Ȭ,ÉÎÃÏÌÎ #ÅÎÔÅÒ ÔÏ 6ÅÎÔÕÒÅ ÉÎÔÏ #ÈÉÎÁ ÁÓ !ÄÖÉÓÅÒ ÆÏÒ Á 0ÅÒÆÏÒÍÉÎÇ !ÒÔÓ 0ÒÏÊÅÃÔȟȭ New York Times, 29 April 2011, 
nytimes.com/2011/04/29/arts/lincoln-center-to-advise-china-on-cultural-project.html?_r=0 (accessed 8 May 2013). 

63 ,ÉÎÃÏÌÎ #ÅÎÔÅÒ ÆÏÒ ÔÈÅ 0ÅÒÆÏÒÍÉÎÇ !ÒÔÓȟ ȬKara Medoff Barnett Named Managing Director, Lincoln Center Globalȟȭ  ÐÒÅÓÓÒÅÌÅÁÓÅȟ Ω $ÅÃÅÍÂÅÒ ΨΦΧΨȟ 
http://lc.lin colncenter.org/press/480 (accessed 08 May 2013). 

http://lc.lincolncenter.org/press/480
http://hridigital.shef.ac.uk/what-we-do
http://www.sr.ithaka.org/research-publications/bopcris-digitisation-centre-2009
http://www.sr.ithaka.org/research-publications/southampton-update-2011
http://www.nytimes.com/2011/04/29/arts/lincoln-center-to-advise-china-on-cultural-project.html?_r=0
http://lc.lincolncenter.org/press/480
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The Humanities Research Institute (HRI) is an interdisciplinary arts and humanities research centre with a special 

focus on the uses of digital technologies in humanities research. The institute supports researchers at the 

University of Sheffield as well as at other institutions, providing them with an array of services and facilities. HRI 

Digital is the technology team within HRI. For the past twenty years the team has been supporting the innovative 

use of technology in arts and humanities research projects, working with clients to provide assistance, planning, 

training, development, and deliverables in all of the technological and digital aspects of research projects.64 HRI 

also has a publishing branch, called HRI Online, which provides online publishing services via an open access 

platform and offers a peer-review system.65 

(2)ȭÓ ÆÕÎÄÉÎÇ ÍÏÄÅÌ ÄÅÐÅÎÄÓ ÏÎ ÉÔÓ ÐÁÒÔÉÃÉÐÁÔÉÏÎ ÉÎ 5ÎÉÖÅÒÓÉÔÙ ÏÆ 3ÈÅÆÆÉÅÌÄ ÇÒÁÎÔ-funded projects and on revenue 

coming from outside institutions that need HRI Digital and HRI Online services to conduct and disseminate their 

research.66 (2)ȭÓ ÅØÔÅÒÎÁÌ ÃÌÉÅÎÔÓ ÍÁËÅ ÕÐ ÁÂÏÕÔ ÈÁÌÆ ÏÆ ÔÈÅÉÒ ×ÏÒËȟ ÁÎÄ ÔÈÅ ÒÅÖÅÎÕÅ ÆÒÏÍ ÔÈÅÓÅ ÃÌÉÅÎÔÓ ÉÓ 

ÃÏÎÓÉÄÅÒÅÄ ÃÒÉÔÉÃÁÌ ÔÏ (2)ȭÓ ÏÎÇÏÉÎÇ ÓÕÓÔÁÉÎÁÂÉÌÉÔÙȢ !Ó ÏÆ ÔÏÄÁÙȟ (2) $ÉÇÉÔÁÌ ÈÁÓ Χί ongoing projects, and over the 

years it has completed over 50.67 

$ÅÐÁÒÔÍÅÎÔ ÏÆ $ÉÇÉÔÁÌ (ÕÍÁÎÉÔÉÅÓ ɉ$$(Ɋȟ +ÉÎÇȭÓ #ÏÌÌÅÇÅ ,ÏÎÄÏÎ  

kcl.ac.uk/artshums/depts/ddh/index.aspx 

The Department of DigÉÔÁÌ (ÕÍÁÎÉÔÉÅÓ ɉ$$(Ɋ ÁÔ +ÉÎÇȭÓ #ÏÌÌÅÇÅ ,ÏÎÄÏÎ ÓÅÅÓ ÉÔÓÅÌÆ ÁÓ ÁÎ ȰÉÎÔÅÒÎÁÔÉÏÎÁÌ ÌÅÁÄÅÒ ÉÎ 

ÔÈÅ ÁÐÐÌÉÃÁÔÉÏÎ ÏÆ ÔÅÃÈÎÏÌÏÇÙ ÉÎ ÔÈÅ ÁÒÔÓ ÁÎÄ ÈÕÍÁÎÉÔÉÅÓȟ ÁÎÄ ÉÎ ÔÈÅ ÓÏÃÉÁÌ ÓÃÉÅÎÃÅÓȢȱ 4ÈÅ ÄÅÐÁÒÔÍÅÎÔ ×ÏÒËÓ ×ÉÔÈ 

dozens of projects at a time, and over the past seven years has partnered with faculty at Kings and elsewhere to 

develop innovative scholarly digital projects. In addition to its degree-awarding programmes, the department 

has a lab that focuses on visual representation for archaeology, historic buildings, cultural heritage organisations 

and academic research.68 

$$( ÈÁÓ ÍÁÄÅ ÉÔ ÁÎ ÁÉÍ ÔÏ ȰÎÅÖÅÒ ÒÅÌÙ ÏÎ ÏÎÅ ÓÏÕÒÃÅ ÏÆ ÉÎÃÏÍÅȟȱ ÁÃÃÏÒÄÉÎÇ ÔÏ 3ÉÍÏÎ 4ÁÎÎÅÒȟ ÄÉÒÅÃÔÏÒ ÏÆ 

the +ÉÎÇȭÓ $ÉÇÉÔÁÌ #ÏÎÓÕÌÔÁÎÃÙ 3ÅÒÖÉÃÅÓ ɉ+$#3Ɋ ÁÎÄ ÃÏ-director of the MA in Digital Asset ManagemenÔ ÁÔ +ÉÎÇȭÓȢ 

As of 2013, the DDH sustainability model is based on governmental and institutional funding for research, 

ÔÕÉÔÉÏÎȟ ÇÒÁÎÔ ÒÅÖÅÎÕÅÓȟ ÁÎÄ ÆÅÅÓ ÇÅÎÅÒÁÔÅÄ ÂÙ ȰËÎÏ×ÌÅÄÇÅ-ÔÒÁÎÓÆÅÒÒÉÎÇ ÁÃÔÉÖÉÔÉÅÓȱ ÏÆÆÅÒÅÄ ÔÈÒÏÕÇÈ ÔÈÅ +ÉÎÇȭÓ 

Digital Consultancy Service (KDCS).69 Since 2007, KDCS has engaged in consulting and professional training in 

an array of different areas of expertise concerning strategies for building and sustaining digital resources. Clients 

have included not-for-profit institutions from the cultural, heritage, and media sectors as well as from the 

commercial sector.70 Expanding in this way was beneficial for DDH (originally known as the Centre for 

Computing in the Humanities, or CCH), as it diversified its revenue sources and provided an ongoing stream of 

new projects, though as Tanner has pointed out, this part of the business can be vulnerable to a difficult 

economic environment. While the work has been steady, a poor economy can mean having a shorter-than-

desirable horizon for projects in the pipeline at any given time. 

 

64 (2) $ÉÇÉÔÁÌȟ Ȭ7ÈÁÔ 7Å $Ïȟȭ http://hridigital.shef.ac.uk/what -we-do (accessed 14 May 2013). 

65 (2) $ÉÇÉÔÁÌȟ Ȭ!ÂÏÕÔ (2) /ÎÌÉÎÅȟȭ http://hridigital.shef.ac.uk/hrionline/online -publishing/about-hri-online (accessed 14 May 2013). 

66  Nancy Maronȟ 3ÁÒÁÈ 0ÉÃËÌÅ ÁÎÄ *ÁÓÏÎ 9ÕÎȟ Ȭ3ÕÓÔÁÉÎÉÎÇ /ÕÒ $ÉÇÉÔÁÌ &ÕÔÕÒÅȡ )ÎÓÔÉÔÕÔÉÏÎÁÌ 3ÔÒÁÔÅÇÉÅÓ ÆÏÒ $ÉÇÉÔÁÌ #ÏÎÔÅÎÔȭȟ *ÉÓÃ 3ÔÒÁÔÅÇÉÃ #ontent Alliance, 
2013, http: //sca.jiscinvolve.org/wp/files/2013/01/Sustaining-our-digital -future-FINAL-31.pdf.  

67  (2) $ÉÇÉÔÁÌȟ Ȭ0ÒÏÊÅÃÔÓȟȭ http://hridigital.shef.ac.uk/projects  (accessed 14 May 2013). 

68  King's Visualisation Lab (KVL), home page, kvl.cch.kcl.ac.uk/index.html (accessed 8 May 2013). 

69 .ÁÎÃÙ ,Ȣ -ÁÒÏÎȟ Ȭ4ÈÅ $ÅÐÁÒÔÍÅÎÔ ÏÆ $ÉÇÉÔÁÌ (ÕÍÁÎÉÔÉÅÓ ɉ$$(Ɋ ÁÔ +ÉÎÇ΄Ó #ÏÌÌÅÇÅ ,ÏÎÄÏÎȡ #ÅÍÅÎÔÉÎÇ )ÔÓ 3ÔÁÔÕÓ ÁÓ ÁÎ !ÃÁÄÅÍÉÃ $ÅÐartment; Case 
3ÔÕÄÙ 5ÐÄÁÔÅ ΨΦΧΧȟȭ Ithaka, sr.ithaka.org/research-publications/ddh-kings-college-london 

70 +$#3ȟ Ȭ7ÈÁÔ 7Å $Ïȟȭ kdcs.kcl.ac.uk/what.html   (accessed 8 May 2013). 
 

http://www.kcl.ac.uk/artshums/depts/ddh/index.aspx
http://hridigital.shef.ac.uk/what-we-do
http://hridigital.shef.ac.uk/hrionline/online-publishing/about-hri-online
http://sca.jiscinvolve.org/wp/files/2013/01/Sustaining-our-digital-future-FINAL-31.pdf
http://hridigital.shef.ac.uk/projects
http://www.kvl.cch.kcl.ac.uk/index.html
http://www.sr.ithaka.org/research-publications/ddh-kings-college-london
http://www.kdcs.kcl.ac.uk/what.html
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Benefits 
» Offering consulting services allows projects to generate revenue by leveraging their areas of expertise 

» 4ÈÅ ÐÒÏÊÅÃÔȭÓ ÍÉÓÓÉÏÎ ÃÁÎ ÂÅ ÃÏÍÐÌÅÍÅÎÔÅÄ ÁÎÄ ÅÖÅÎ ÅÎÈÁÎÃÅÄ ÂÙ ÏÆÆÅÒÉÎÇ ÓÕÃÈ ÓÅÒÖÉÃÅÓ 

» Offering consultancy services and advisory work garners a level of recognition and acknowledgment of the 

ÐÒÏÊÅÃÔȭÓ ÏÎÇÏÉÎÇ ×ÏÒË 

» 'ÒÅÁÔÅÒ ÅØÐÅÒÔÉÓÅ ÉÓ ÇÅÎÅÒÁÔÅÄ ×ÈÅÎ Á ÐÒÏÊÅÃÔ ÌÅÁÄÅÒ ÉÓ ÁÂÌÅ ÔÏ ÇÁÉÎ Á ÂÉÒÄȭÓ-eye view of the landscape and 

can see and analyse how other institutions function 

Disadvantages 
» In running a consulting business, significant time and effort are required to follow up leads and secure new 

work  

» The project pipeline and project flow can be unpredictable 

» Consulting practices are complicated to make profitable even when they are your main business focus; it can 

be difficult to run a consultancy as a secondary operation and could require additional resources, staff, and 

expertise 

» Additional staffing or operational structures may be required in order to grow new services. Simply grafting 

them on to an existing arrangement can distract from the core mission of the parent organisation 

Costs attributable to the revenue model 
» Providing consulting services may require additional staff and resources 

» Consulting services require a lot of planning and time 

Key questions to ask if you are considering this model 
» Have individuals from our programme been asked for advice in a project independent of ours? 

» Does my programme have an area of expertise that could potentially be leverage? 

» Does my team have specific theoretical or practical knowledge gained from research or experience? 

» Do we have sufficient staffing/ time to take on outside work? 

» Does my project have special hardware, software, or human skills that could be applied elsewhere? 

» Does my project have any excess capacity in terms of facilities or personnel? 

» What other ventures, both within and outside academia, could use my expertise? 

» Who would be leading the consultancy project? 
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» How much would we be able to charge for a consultancy project? What are the potential costs, including 

opportunity costs? 

Further reading 
,ÏÙȟ -ÁÔÔÈÅ×ȟ Ȭ5ÎÉÖÅÒÓÉÔÙ ÏÆ 3ÏÕÔÈÁÍÐÔÏÎ ,ÉÂÒÁÒÙ $ÉÇÉÔÉÓÁÔÉÏÎ 5ÎÉÔ ΨΦΧΧȡ 2ÅÉÍÁÇÉÎÉÎÇ ÔÈÅ 6ÁÌÕÅ 0ÒÏÐÏÓÉÔÉÏÎȟȭ 

Ithaka sr.ithaka.org/research-publications/southampton-update-2011 

-ÁÒÏÎȟ .ÁÎÃÙ ,ȟ Ȭ4ÈÅ $ÅÐÁÒÔÍÅÎÔ ÏÆ $ÉÇÉÔÁÌ (ÕÍÁÎÉÔÉÅÓ ɉ$$(Ɋ ÁÔ +ÉÎÇ΄Ó #ÏÌÌÅÇÅ ,ÏÎÄÏÎ ΨΦΧΧȡ #ÅÍÅÎÔÉÎÇ )ÔÓ 

Status as an Academic Departmentȟȭ Ithaka, sr.ithaka.org/research-publications/ddh-kings-college-london 

-ÁÒÏÎȟ .ÁÎÃÙȟ 3ÁÒÁÈ 0ÉÃËÌÅȟ ÁÎÄ *ÁÓÏÎ 9ÕÎȟ Ȭ3ÕÓÔÁÉÎÉÎÇ /ÕÒ $ÉÇÉÔÁÌ &ÕÔÕÒÅȡ )ÎÓÔÉÔÕÔÉÏÎÁÌ 3ÔÒÁÔÅÇies for Digital 

#ÏÎÔÅÎÔȟȭ *)3# 3ÔÒÁÔÅÇÉÃ #ÏÎÔÅÎÔ !ÌÌÉÁÎÃÅȟ ΨΦΧΩ http://sca.jiscinvolve.org/wp/files/2013/01/Sustaining-our-

digital -future-FINAL-31.pdf  

3ÍÉÔÈȟ +Ȣ +ÉÒÂÙȢȬ"/0#2)3 $ÉÇÉÔÉÓÁÔÉÏÎ #ÅÎÔÒÅ ΨΦΦίȡ %ØÐÅÒÉÍÅÎÔÁÔÉÏÎ ×ÉÔÈ 3ÕÓÔÁÉÎÁÂÉÌÉÔÙ ÁÎÄ 0ÁÒÔÎÅÒÓÈÉÐÓ ÆÏÒ 

,ÉÂÒÁÒÙ $ÉÇÉÔÉÓÁÔÉÏÎ 0ÒÏÊÅÃÔÓȢȭ Ithaka,  sr.ithaka.org/research-publications/bopcris-digitisation -centre-2009 

Smith, K. Kirby Ȭ#ÅÎÔÒÅ ÆÏÒ #ÏÍÐÕÔÉÎÇ ÉÎ ÔÈÅ (ÕÍÁÎÉÔÉÅÓ ΨΦΦίȡ ,ÅÖÅÒÁÇÉÎÇ 3ÈÁÒÅÄ )ÎÆÒÁÓÔÒÕÃÔÕÒÅ ÁÎÄ %ØÐÅÒÔÉÓÅ ÔÏ 

$ÅÖÅÌÏÐ $ÉÇÉÔÁÌ 0ÒÏÊÅÃÔÓ ÉÎ ÁÎ !ÃÁÄÅÍÉÃ $ÅÐÁÒÔÍÅÎÔȟȭ Ithaka, sr.ithaka.org/research-publications/centre-

computing-humanities-2009  

  

http://www.sr.ithaka.org/research-publications/southampton-update-2011
http://www.sr.ithaka.org/research-publications/ddh-kings-college-london
http://sca.jiscinvolve.org/wp/files/2013/01/Sustaining-our-digital-future-FINAL-31.pdf
http://sca.jiscinvolve.org/wp/files/2013/01/Sustaining-our-digital-future-FINAL-31.pdf
http://www.sr.ithaka.org/research-publications/bopcris-digitisation-centre-2009
http://www.sr.ithaka.org/research-publications/centre-computing-humanities-2009
http://www.sr.ithaka.org/research-publications/centre-computing-humanities-2009
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Corporate Sponsorship 

Introduction  
In a corporate sponsorship model, a commercial enterprise donates money or in-kind resources to a non-profit 

enterprise in exchange for the benefit of being associated with the non-profit and having some degree of access 

to its core audience. This model can take many forms, ranging from a corporate donation acknowledged via a 

simple display ad, to complex arrangements involving ads, customer relationships, and the sharing of other 

resources. Corporate sponsorship differs from straight advertising in that it suggests a stronger affiliation 

between sponsor and site and may involve a suite of activities, only some of which would be considered 

advertising.  

Over the past few decades, corporations have substantially reduced their small, ad hoc donations in favour of 

more strategic approaches to philanthropy.71The practice of simply awarding grants to a variety of charities has 

ÂÅÅÎ ÒÅÐÌÁÃÅÄ ×ÉÔÈ ÍÏÒÅ ÐÒÏÆÅÓÓÉÏÎÁÌÉÓÅÄ ÃÏÒÐÏÒÁÔÅ ÓÏÃÉÁÌ ÒÅÓÐÏÎÓÉÂÉÌÉÔÙȱ ÏÒ ȰÓÏÃÉÁÌ ÉÎÖÅÓÔÍÅÎÔ ÏÐÅÒÁÔÉÏÎÓȢ 

Some of these activities, such aÓ ÓÐÏÎÓÏÒÓÈÉÐÓ ÏÒ ÇÒÁÎÔÓ ÉÎ ÔÈÅ ÃÏÍÐÁÎÙȭÓ ÎÁÍÅȟ ÁÒÅ ÉÎÔÅÎÄÅÄ ÔÏ ÈÁÖÅ Á 

commercial benefit. Others are intended to improve the business environment, for example by educating the 

future workforce or enriching the local community.72In either case, corporate sponsorships may offer some 

academic and cultural digital projects a means of generating financial or in-kind support in a way that is 

compatible with their missions. 

This is a good fit for 
» Projects that are able to measure and translate their value into terms that are meaningful for potential 

sponsors 

» Resources with significant user support 

How it works 
In its simplest form, corporate sponsorship can consist of a donation and its acknowledgment through a 

branding advertisement that appears on an ÏÒÇÁÎÉÓÁÔÉÏÎȭÓ ×ÅÂÓÉÔÅȢ "ÕÔ ÏÔÈÅÒ ÔÙÐÅÓ ÏÆ ÉÎ-kind exchanges can 

creatively exploit the value of both parties in many ways, including creating joint campaigns on mission-related 

themes, providing discounted goods or services, and more. 

 

71  Based on a survey of 183 large corporations, the median number of grants per full time employee has declined by 27% since 2007, while the median 
grant size has increased by 12%. See CECP, Giving in Numbers: 2011 Edition, p. 37, 
http://cecp.co/pdfs/giving_in_numbers/GivinginNumbers2011.pdf 

72  To give a sense of the aggregate numbers, philanthropic contributions from 213 corporations participating in the 2012 Corporate Giving Standard 
(CGS) survey totalled $19.9 billion (£12.2 billion) in cash and in-kind donations in 2011. The average giving across these companies was $21 million 
(£12.8 million), and for Fortune 500 companies it was $57 million ($34.9 million). Health and human services received 28% of contributions, followed 
by the education sector with 26% (including giving to K-12 at 15% and giving to higher education at 11%). This amounts to over $5 billion (£3.1 million) 
in financial contributions to education; while a significant chunk of that probably went to fund Research and Development in universities, this is still a 
sizable pool of funds. See CECP, Giving in Numbers: 2012 Edition.  

 

http://cecp.co/pdfs/giving_in_numbers/GivinginNumbers2011.pdf
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Sponsorships, by the strong affiliation they imply between the non-profit organisation and its commercial 

sponsor, can be seen as an implicit endorsement of the company and/or its products and services by the non-

profit. Thus, non-profit initiatives seeking corporate sponsors must carefully consider not just the potential to 

obtain support, but how well their mission and ethos fits with those of a potential sponsor. Once potential 

partners have been identified, making the case for support requires a deep understanding of the needs and goals 

of the company and an argument for how affiliation will create value for them.  

Three forms of support are most common: in-kind donations, employee volunteer time, and grants to specific 

programmes. The 2012 Corporate Giving Standard (CGS) survey found that an average of 81% of contributions 

were in form of cash, and of that, 12% of the total cash contributed by companies was done through employee 

matching activities. Many companies have set up foundations to oversee these enterprises. Some, such as IBM, 

stress the value they create through nonmonetary contributions, arguing that they can achieve greater social 

impact by drawing on their products, services, and employee talents than through funding alone.  

Corporate partnerships can extend far beyond simple sponsorships, as noted earlier, and should be considered as 

one of a range of possible arrangements that can create value on both sides. 

Case studies 

eBird 

http://ebird.org/content/ebird/  

This citizen-science database of bird watching observations attracts a large audience that has been seen as 

valuable for corporate sponsors. In 2008, optics maker Zeiss (which creates optics for binoculars, among other 

things) sponsored the site at the rate of $50,000 (£30,575) per year, in exchange for placement of a small banner 

ad on the home page of the eBird website, which in that year received 227,000 unique visitors.73 Today, in 2013, 

the eBird audience includes 100,000 participants who log over three million observations each month. In 2012 

Swarovski OPTIK, the optics-making branch of the Austrian crystal maker, became the new sponsor, still 

acknowledged in the form of a small banner ad. According to Steve Kelling, Director of Information Science at 

the Cornell Lab of Ornithology the primary sponsorship has again shifted back to Zeiss, an arrangement that 

delivers revenue, as well as in-kind contributions of optics that the lab uses and on occasion offers as incentives 

for fundraising. The shift in sponsors is due to the quickly growing user base, putting the eBird team in a position 

of effectively having potential sponsors bid competitively for this prime placement. 

MIT OpenCourseWare 

http://ocw.mit.edu/index.htm  

MIT OpenCourseWare (OWC) is a Massachusetts Institute of Technology project that places educational 

ÍÁÔÅÒÉÁÌÓ ÆÒÏÍ -)4ȭÓ ÕÎÄÅÒÇÒÁÄÕÁÔÅ ÁÎÄ ÇÒÁÄÕÁÔÅ ÃÏÕÒÓÅÓ ÏÎÌÉÎÅ ÁÎÄ ÁÌÌÏ×Ó ÁÎÙÏÎÅ ÔÏ ÁÃÃÅÓÓ ÔÈÅÍ ÆÏÒ ÆÒÅÅȢ 

Today, the website contains 2,000 total courses, 18,000 sets of lecture notes, 10,000 assignments, 1,000 exams 

and 2,000 hours of video. One of the several ways MIT OCW supports the ongoing costs of running its operations 

is through corporate sponsorships. Steve Carson, director of communications and external relations, commented 
 

73 -ÁÔÔÈÅ× ,ÏÙȟ ȬÅ"ÉÒÄȡ $ÒÉÖÉÎÇ )ÍÐÁÃÔ ÔÈÒÏÕÇÈ #ÒÏ×ÄÓÏÕÒÃÉÎÇȠ #ÁÓÅ 3ÔÕÄÙ 5ÐÄÁÔÅ ΨΦΧΧȟȭ Ithaka,sr.ithaka.org/research-publications/ebird-2011 

http://ebird.org/content/ebird/
http://ocw.mit.edu/index.htm
http://www.sr.ithaka.org/research-publications/ebird-2011
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that it took time for the project to recognise that it could offer greater value than just simple ads to potential 

sponsors, and that such value would translate to larger donations.74  

Today, MIT OWC has two levels of corporate sponsors, the original underwriters and the recently launched Next 

Decade Alliance, meant to bring corporate sponsorship to another level by offering sponsors additional benefits 

in exchange for higher levels of donation or contribution. The original underwriters receive benefits such as 

ÂÒÁÎÄ ÁÄÖÅÒÔÉÓÅÍÅÎÔ ÏÎ ÎÅ×ÓÌÅÔÔÅÒÓ ÁÎÄ ×ÅÂÓÉÔÅÓȠ ÂÒÁÎÄÅÄ ÔÁÉÌÏÒÅÄ ÃÏÕÒÓÅ ÌÉÓÔÓ ÏÎ ÔÈÅ ÃÏÍÐÁÎÙȭÓ ×ÅÂÓÉÔÅ 

ÈÉÇÈÌÉÇÈÔÉÎÇ ÍÁÔÅÒÉÁÌÓ ÒÅÌÅÖÁÎÔ ÔÏ ÔÈÅ ÃÏÍÐÁÎÙȭÓ ×ÏÒËÆÏÒÃÅ ÁÎÄ ÃÕÓÔÏÍÅÒÓȠ ÏÎ-site recruitment and access to 

potential graduates of top universities, and special recognition on MIT events globally. The Next Decade Alliance 

receives an enhanced version of these benefits plus participation in the Next Decade Alliance Advisory Council, 

which meets twice a year with MIT leaders to help steer the future of OWC.75 Some of the corporate sponsors 

that have signed up for the Next Decade Alliance are Accenture, Dow, Lockheed Martin, and Mathworks.76 

Science Buddies 

sciencebuddies.org/ 

Science Buddies is a website that helps K-12 students (in the United Kingdom, students in Year 1 through Year 

13), their teachers, and their parents find science project ideas. The resource describes over 1,000 projects, which 

users can search for by keywords or browse by topic and grade level. It also offers expert assistance from 

scientists and engineers, teacher resources such as hand-outs and grading rubrics, and information about science 

ÃÁÒÅÅÒÓȢ %ÌÍÅÒȭÓ 0ÒÏÄÕÃÔÓȟ )ÎÃȢȟ Á ÃÏÍÐÁÎÙ ËÎÏ×Î ÆÏÒ ÃÏÎÓÕÍÅÒ ÁÄÈÅÓÉÖÅÓȟ is one of the main sponsors behind 

Science Buddies, and it uses sponsorship advertisement in the form of banners and logos not only to publicise 

ÔÈÁÔ ÁÓÓÏÃÉÁÔÉÏÎȟ ÂÕÔ ÁÌÓÏ ÔÏ ÅÎÃÏÕÒÁÇÅ ÔÈÅ ÓÉÔÅȭÓ ÁÕÄÉÅÎÃÅ ÔÏ ÕÓÅ ÉÔÓ ÐÒÏÄÕÃÔÓȢ 7ÉÔÈÏÕÔ ÂÅÉÎÇ ÔÏÏ ÉÎÔÒÕÓÉÖÅȟ the 

%ÌÍÅÒȭÓ ÌÏÇÏ ÉÓ ÓÔÒÁÔÅÇÉÃÁÌÌÙ ÌÏÃÁÔÅÄ ÉÎ ÔÈÅ ÂÏÔÔÏÍ ÏÆ ÔÈÅ 0ÒÏÊÅÃÔ 'ÕÉÄÅ ×ÉÎÄÏ× ÔÏ ÅÎÃÏÕÒÁÇÅ ÔÈÅ ÓÉÔÅȭÓ ÕÓÅÒÓ ÔÏ 

ÂÕÙ %ÌÍÅÒȭÓ ÐÒÏÄÕÃÔÓ ×ÈÅÎÅÖÅÒ ÔÈÅÉÒ ÓÃÉÅÎÔÉÆÉÃ ×ÏÒË ÃÁÌÌÓ ÆÏÒ ÁÎ ÁÄÈÅÓÉÖÅȢ  

The Food Bank for New York City 

This is the largest anti-hunger charity in the United States, and has many corporate sponsors, who help to 

finance its work, feeding 1.5 million people each year. In 2011, the Japanese car manufacturer Toyota suggested 

a different sort of sponsorship, and offered to have its engineers help evaluate and improve the food distribution 

process of the Food Bank. 5ÓÉÎÇ ÔÈÅ ÐÒÁÃÔÉÃÅ ÏÆ ȬËÁÉÚÅÎȭ ÏÒ ȬÃÏÎÔÉÎÕÏÕÓ ÉÍÐÒÏÖÅÍÅÎÔȭ ÔÈÅ 4ÏÙÏÔÁ ÅÎÇÉÎÅÅÒÓ 

observed the processes in place and helped to make changes that resulted in shortening the waiting time for 

those being served dinner from as long as 90 minutes to as little as 18 minutes. The corporate donation has 

ȰÒÅÖÏÌÕÔÉÏÎÉÓÅÄ ÔÈÅ ×ÁÙ ×Å ÓÅÒÖÅ ÏÕÒ ÃÏÍÍÕÎÉÔÙȟȱ ÁÃÃÏÒÄÉÎÇ ÔÏ ÃÈÉÅÆ ÅØÅÃÕÔÉÖÅ ÁÎÄ ÐÒÅÓÉÄÅÎÔ ÏÆ ÔÈÅ &ÏÏÄ "ÁÎËȟ 

Margarette Purvis, in a recent article in the New York Times.77 

 

74  Interview with Steve Carson, MIT OpenCourseWare, 5 January 2013. 

75  Ȭ3ÕÐÐÏÒÔ -)4 /ÐÅÎ#ÏÕÒÓÅ7ÁÒÅȟȭ -)4 /ÐÅÎ#ÏÕÒÓÅ7ÁÒÅȟ http://ocw.mit.edu/support/   

76  Ȭ/ÕÒ 3ÕÐÐÏÒÔÅÒÓȟȭ -)4 /ÐÅÎ#ÏÕÒÓÅ7ÁÒÅ, http://ocw.mit.edu/donate/our -supporters/ 

77  Mona El-.ÁÇÇÁÒȟ Ȭ)Î ,ÉÅÕ ÏÆ -ÏÎÅÙȟ 4ÏÙÏÔÁ $ÏÎÁÔÅÓ %ÆÆÉÃÉÅÎÃÙ ÔÏ .Å× 9ÏÒË #ÈÁÒÉÔÙȢȭ Ψά *ÕÌÙ ΨΦΧΩȢ nytimes.com/2013/07/27/nyregion/in-lieu-of-
money-toyota -donates-efficiency-to-new-york-charity.html?pagewanted=all&_r=0  

http://www.sciencebuddies.org/
http://ocw.mit.edu/support/
http://ocw.mit.edu/donate/our-supporters
http://www.nytimes.com/2013/07/27/nyregion/in-lieu-of-money-toyota-donates-efficiency-to-new-york-charity.html?pagewanted=all&_r=0
http://www.nytimes.com/2013/07/27/nyregion/in-lieu-of-money-toyota-donates-efficiency-to-new-york-charity.html?pagewanted=all&_r=0
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Benefits 
» This model offers non-profit projects an opportunity to monetise an intangible source of value, whether 

audience or their reputation 

» Corporate sponsors sometimes agree to in-kind exchanges of value, such as expertise or deeply discounted 

hardware or software 

» Corporate sponsorship can serve as a sort of controlled experiment for other types of advertising, a way to 

test the waters with regard to accepting advertising on the website 

Disadvantages 
» Corporate sponsorships can arouse suspicions or negative perceptions within the academic community if the 

ÃÏÒÐÏÒÁÔÅ ÉÄÅÎÔÉÔÙ ÉÓ ÎÏÔ Á ÇÏÏÄ ÆÉÔ ×ÉÔÈ ÔÈÅ ÐÒÏÊÅÃÔȭÓ ÍÉÓÓÉÏÎ 

» Sponsorship could lead to mission drift, if the corporate sponsor asks to have a say in the ongoing operations 

of the project in exchange for its contributions 

» Corporate priorities can change; sponsorship by a particular company is not necessarily a long-term solution 

» Recruiting, setting up, and implementing sponsorships can be complicated, involving business development 

time and legal issues 

Costs attributable to the revenue model 
» Time investment to identify and research suitable targets and to define a clear pitch 

» Business development costs and legal costs of negotiating agreements 

Key questions to ask if you are considering this model 
» Do the goals of my project and the goals of the corporation complement each other?  

» Is my work likely to be particularly attractive to certain companies or industries? 

» Does the company we are considering approaching engage in any activities that are at odds with the mission 

or ethos of our organisation? 

» Will the company place undue restrictions on our activities or otherwise interfere with our operations? 

» Is there a good fit between the customers served by the company and the audiences for our initiative? 

» Does the company have a positive brand image in the community served by my project? 

» Does the company have a strong commitment to helping the community served by my project? 
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Further reading 
!ÎÄÒÅÁÓÅÎȟ !ÌÁÎ 2Ȣ Ȭ0ÒÏÆÉÔÓ ÆÏÒ .ÏÎÐÒÏÆÉÔÓȡ &ÉÎÄ Á #ÏÒÐÏÒÁÔÅ 0ÁÒÔÎÅÒȢȭ Harvard Business Review 74, no. 6 

(NovemberɀDecember 1996): 47ɀ59. http://hbr.org/1996/11/profits -for-nonprofits -find-a-corporate-

partner/ar/1. See especially pp.56ɀ57. 

Andreasen, Alan R., and Philip R. Kotler. Strategic Marketing for Nonprofit Organizations. 6th ed.Upper Saddle 

River, N.J.: Pearson/Prentice-Hall, 2002. See especially chapter 7, Generating Funds. 

Committee Encouraging Corporate Philanthropy (CECP). Giving in Numbers: 2012 Edition. 

http://cecp.co/pdfs/giving_in_numbers/GIN2012_finalweb.pdf 

Giving USA 2012: The Annual Report on Philanthropy for the Year 2011.Chicago: Giving USA Foundation, 2012. 

givingusareports.org/ 

,ÏÙȟ -ÁÔÔÈÅ×Ȣ ȬÅ"ÉÒÄȡ $ÒÉÖÉÎÇ )ÍÐÁÃÔ ÔÈÒÏÕÇÈ #ÒÏ×ÄÓÏÕÒÃÉÎÇȠ #ÁÓÅ 3ÔÕÄÙ 5ÐÄÁÔÅ ΨΦΧΧȢȭ 

Ithaka.sr.ithaka.org/research-publications/ebird-2011. 

Loy, Matthew ȢȬeBird: A Two-ÓÉÄÅÄ -ÁÒËÅÔ ÆÏÒ !ÃÁÄÅÍÉÃ 2ÅÓÅÁÒÃÈÅÒÓ ÁÎÄ %ÎÔÈÕÓÉÁÓÔÓȢȭIthaka. 

sr.ithaka.org/research-publications/ebird-2009  

  

http://hbr.org/1996/11/profits-for-nonprofits-find-a-corporate-partner/ar/1
http://hbr.org/1996/11/profits-for-nonprofits-find-a-corporate-partner/ar/1
http://cecp.co/pdfs/giving_in_numbers/GIN2012_finalweb.pdf
http://www.givingusareports.org/
http://www.sr.ithaka.org/research-publications/ebird-2011
http://www.sr.ithaka.org/research-publications/ebird-2009
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Freemium Models 

Introduction  
Freemium models generate revenue by combining openly available content or services with a mechanism that 

permits people to pay for some additional or enhanced features or functionality. While this approach has been 

the source of a great deal of experimentation in the commercial sector, the results have been mixed; creating a 

freemium model that works can be extremely complex.78But if a not-for-profit organisation can identify the right 

benefit for their target audience, this model can offer a mission-friendly revenue option. 

The neologism freemium was first coined by Jarid Lukin, an executive at business data aggregator Alcara, in a 

ÃÏÍÍÅÎÔ ÉÎ ÒÅÐÌÙ ÔÏ &ÒÅÄ 7ÉÌÓÏÎȭÓ ÂÌÏÇ ÐÏÓÔ ÅÎÔÉÔÌÅÄ Ȱ-Ù &ÁÖÏÕÒÉÔÅ "ÕÓÉÎÅÓÓ -ÏÄÅÌȱȟ ×ÈÉÃÈ ÄÅÓÃÒÉÂÅÓ Á ÍÏÄÅÌ ÉÎ 

×ÈÉÃÈ ÙÏÕ Ȱɍ'ɎÉÖÅ Ùour service away for free, possibly ad supported but maybe not, acquire a lot of customers 

very efficiently through word of mouth, referral networks, organic search marketing, etc, then offer premium 

priced value added services or an enhanced version of yoÕÒ ÓÅÒÖÉÃÅ ÔÏ ÙÏÕÒ ÃÕÓÔÏÍÅÒ ÂÁÓÅȢȱ79 

7ÉÌÓÏÎȭÓ ÉÎÔÅÒÅÓÔȟ ÁÓ Á ÆÏÕÎÄÅÒ ÏÆ ÔÈÅ ÖÅÎÔÕÒÅ ÃÁÐÉÔÁÌ ÆÉÒÍ 5ÎÉÏÎ 3ÑÕÁÒÅ 0ÁÒÔÎÅÒÓȟ ÉÓ ÔÏ ÆÉÎÄ ×ÁÙÓ ÆÏÒ ÄÉÇÉÔÁÌ 

services to grow and become profitable. However, the core lessons here hold true for digital projects in the 

academic and cultural sectors seeking a way to create revenue streams to support the long-term financial 

sustainability of their freely available content. Those who support the logic of freemium models hope that the 

free content or service will entice people to use the site, thereby increasing the impact of the work; and ideally, a 

portion of those people will then choose to pay for some enhancement beyond the free content or service.  

This is a good fit for 
» Projects whose content and services have the scope, flexibility, and functionality to make it possible to 

ÃÒÅÁÔÅ ȬÔÉÅÒÓȭ 

» 0ÒÏÊÅÃÔÓ ×ÈÅÒÅ ÔÈÅÒÅ ÉÓ Á ÄÅÅÐ ÕÎÄÅÒÓÔÁÎÄÉÎÇ ÏÆ ÕÓÅÒÓȭ ÎÅÅÄÓȟ ÁÎÄ ÔÈÅ ÁÂÉÌÉÔÙ ÔÏ ÓÅÇÍÅÎÔ ÕÓÅÒÓ ÉÎÔÏ ÄÉÆÆÅÒÅÎÔ 
groups based on differing needs 

How it works 
There are many types of freemÉÕÍ ÍÏÄÅÌȢ !ÌÌ ÏÆ ÔÈÅÍ ÐÅÒÍÉÔ ÕÓÅÒÓ ÔÏ ÁÃÃÅÓÓ ÓÏÍÅ ÏÆ Á ÓÉÔÅȭÓ ÃÏÎÔÅÎÔ ÏÒ ÍÁËÅ 

use of some of its services without charge, while offering additional content, features, or functionality that 

people must pay to obtain. Just as a project leader considering a subscription model will need to test the market 

to see if there are customers willing to pay, leaders considering freemium models will need to be confident that 

their intended audience actually cares enough about the added value to pay for it. In addition, freemium models 

 

78 'ÅÎÅ -ÁÒËÓȟ Ȭ$ÒÉÌÌÉÎÇ $Ï×Îȡ $ÏÅÓ ÔÈÅ Ȭ&ÒÅÅÍÉÕÍȭ -ÏÄÅÌ 2ÅÁÌÌÙ 7ÏÒËȩ9ÏÕȭÒÅ ÔÈÅ "ÏÓÓȟȭ  New York Times,11 June 2012, 

http://boss.blogs.nytimes.com/2012/06/11/drilling-down-does-the-freemium-model-really-work/. 

79 &ÒÅÄ 7ÉÌÓÏÎȟ Ȭ-Ù &ÁÖÏÒÉÔÅ "ÕÓÉÎÅÓÓ -ÏÄÅÌȟȭ AVC: Musing of a VC in NYC, 23 March 2006, avc.com/a_vc/2006/03/my_favorite_bus.html. Wilson 

ÅÎÄÏÒÓÅÄ *ÁÒÉÄ ,ÕËÉÎȭÓ ÎÁÍÅ ÆÏÒ ÔÈÅ ÍÏÄÅÌ ÉÎ ÈÉÓ ÎÅØÔ ÐÏÓÔȟ avc.com/a_vc/2006/03/the_freemium_bu.html 
 

http://boss.blogs.nytimes.com/2012/06/11/drilling-down-does-the-freemium-model-really-work/
http://www.avc.com/a_vc/2006/03/my_favorite_bus.html
http://www.avc.com/a_vc/2006/03/the_freemium_bu.html
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introduce the complexity of placing free versions in close proximity to pay versions. If the free version offers too 

little, the site may attract few users; if it offers too much, there is the risk that too many users will find the open 

veÒÓÉÏÎ ȬÇÏÏÄ ÅÎÏÕÇÈȭ ÁÎÄ ÄÅÃÌÉÎÅ ÔÏ ÐÁÙ ÆÏÒ ÅÎÈÁÎÃÅÍÅÎÔÓȢ +ÎÏ×ÉÎÇ ×ÈÅÒÅ ÔÈÅ ÌÉÎÅ ÂÅÔ×ÅÅÎ ÔÏÏ ÍÕÃÈ ÁÎÄ ÔÏÏ 

ÌÉÔÔÌÅ ÉÓ ÄÅÐÅÎÄÓ ÏÎ ÈÁÖÉÎÇ Á ÓÏÌÉÄ ÕÎÄÅÒÓÔÁÎÄÉÎÇ ÏÆ ÔÈÅ ÒÅÓÏÕÒÃÅȭÓ ÕÓÅÒÓȟ ÔÈÅÉÒ ÐÁÔÔÅÒÎÓ ÏÆ ÕÓÁÇÅȟ ÁÎÄ ×ÈÁÔ ÔÈÅÙ 

value most. 

As with any fee-based service, the revenue-generating part of the business will have paying customers who are 

likely to have expectations about features, functionality, and customer service. Serving them can generate 

additional costs; project leaders may need to increase staff and incur new expenses to accommodate them. 

Freemium models are an evolving area, and there is much variety in the way freemium offers are structured. 

Below are some common types to consider. 

Charging for a higher-quality version 

While a basic version of a piece of content may be free, some services offer a different version, perhaps images at 

a higher resolution, or video of broadcast quality. The French national audio-visual archive, ,ȭ)ÎÓÔÉÔÕÔ ÎÁÔÉÏÎÁÌ ÄÅ 

ÌȭÁÕÄÉÏÖÉÓÕÅÌȟ ÏÒ ).!ȟ ÏÆÆÅÒÓ ÆÏÒ ÆÒÅÅ ÏÎ ÔÈÅÉÒ ×ÅÂÓite 30,000 hours of digitised television and radio broadcast, but 

it also has a commercial licensing division, called InaMédiaPro that offers broadcast-quality video for the 

commercial market. 80 

Charging for additional formats 

In some cases, basic web access to content or services is offered for free, and users have the option of paying for 

access in other formats. One option is to allow users to download content, making it available offline, for a fee; 

another is charging for making the content accessible through a mobile device. Other formats may prioritise 

visual appeal or other physical qualities. The Stanford Encyclopedia of Philosophy (SEP) offers content free 

online, but as a perk of paid membership allows members to download articles in PDF format, which many find 

to provide a more pleasant reading experience. In France, INA has developed a video-on-demand service that 

allows users to download content to their cable boxes for a monthly subscription. In addition, in 2009 INA 

created a way for people to choose video content online and have it packaged and sent to them on a DVD.81 

Charging for additional features  

In the case of Evernote, an online tool for clipping and saving data online, basic access and storage is free. A 

premium version of the service, which costs $5.00 (£3) per month, gives users more storage space and various 

other small perks, including the ability to upload more data every month, top priority with regard to support, 

offline access to stored data, PDF and document search, a greater maximum size for individual files, extra 

security for Android and iOS users, and faster image recognition.82According to TechCrunch, Evernote had 34 

 

80 ).!ȟ΄/ÕÒ #ÏÌÌÅÃÔÉÏÎÓȡ )ÎÁȢÆÒȟȭ institut -national-audiovisuel.fr/en/about-us/our-collections/ina-fr.html  Inamediapro, home page, inamediapro.com 
ɉÆÏÒ ÁÎ ÏÖÅÒÖÉÅ× ÏÆ )ÎÁÍÅÄÉÁÐÒÏȟ ÃÌÉÃË Ȭ&ÉÒÓÔ 6ÉÓÉÔȭɊȢ  

81 .ÁÎÃÙ ,Ȣ -ÁÒÏÎ Ȭ,ȭ)ÎÓÔÉÔÕÔ ÎÁÔÉÏÎÁÌ ÄÅ ÌȭÁÕÄÉÏÖÉÓÕÅÌȡ "ÁÌÁÎÃÉÎÇ -ÉÓÓÉÏÎ-Based Goals and Revenue Generation; Case Study 5ÐÄÁÔÅ ΨΦΧΧȟȭ 
Ithaka,sr.ithaka.org/research-publications/ina-update-2011Ȣ &ÏÒ Á ÄÅÓÃÒÉÐÔÉÏÎ ÏÆ ÔÈÅ $6$ ÐÒÏÇÒÁÍȟ ÓÅÅ .ÁÎÃÙ ,Ȣ -ÁÒÏÎȟ Ȭ,ȭ)ÎÓÔÉÔÕÔ ÎÁÔÉÏÎÁÌ ÄÅ 
ÌȭÁÕÄÉÏÖÉÓÕÅÌ ΨΦΦίȡ &ÒÅÅ #ÏÎÔÅÎÔ ÁÎÄ 2ÉÇÈÔÓ ,ÉÃÅÎÓÉÎÇ ÁÓ #ÏÍÐÌÅÍÅÎÔÁÒÙ 3ÔÒÁÔÅÇÉÅÓȟȭ Ithaka,  sr.ithaka.org/research-publications/ina 

82  3ÅÅ %ÖÅÒÎÏÔÅ #ÏÒÐÏÒÁÔÉÏÎȟ Ȭ'Ï 0ÒÅÍÉÕÍȟȭ http://evernote.com/premium/  

http://www.institut-national-audiovisuel.fr/en/about-us/our-collections/ina-fr.html
http://www.inamediapro.com/
http://www.sr.ithaka.org/research-publications/ina-update-2011
http://www.sr.ithaka.org/research-publications/ina
http://evernote.com/premium/
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million users in May 2012, of which 1.4 million were premium users.83And the number of users has now reached 

oÖÅÒ άΦ ÍÉÌÌÉÏÎȟ ÇÉÖÅÎ %ÖÅÒÎÏÔÅȭÓ ÆÁÓÔ ÉÎÔÅÒÎÁÔÉÏÎÁÌ ÅØÐÁÎÓÉÏÎȢ84 

Offering more storage for a fee 

3ÏÍÅ ÓÅÒÖÉÃÅÓ ÍÁÙ ÃÈÏÏÓÅ ÔÏ ÏÆÆÅÒ ÃÏÎÔÅÎÔ ÏÒ ÓÅÒÖÉÃÅÓ ÆÏÒ ÆÒÅÅ ÁÎÄ ÏÎÌÙ ÃÈÁÒÇÅ ×ÈÅÎ ÔÈÅ ÕÓÅÒȭÓ ÎÅÅÄÓ ÓÃÁÌÅ 

beyond a quantitative threshold. For example, Dropbox, a file hosting service, offers 2GB of cloud storage and 

file synchronisation for free, and users can earn extra free storage, up to 18GB total, by referring to the service 

others who become registered users.85 Users who require more storage than this can upgrade to Pro accounts, 

which offer 100, 200, or 500 gigabytes of storage per month. Dropbox has even tailored plans for businesses, 

starting with a plan that offers 1TB of storage to five users and includes other features such as a centralised 

billing and administrative tool. As of November 2012, the company reported about 100 million users, with more 

than one billion files uploaded per dayɂand though 96 percent of its users had free accounts, it was estimated 

that Dropbox would generate $500 million (£306 million) in revenue that year.86 

Charging for an advertising-free environment 

In some cases, users have been willing to pay to have a better user experience, for example by having advertising 

removed from the content they are viewing. This freemium model has proven most successful and applicable to 

online platforms that offer music or video content. For example, Spotify, an online streaming music service, 

offers an impressive library of music online for free, with advertisements. Users can listen to any track through 

3ÐÏÔÉÆÙȭÓ ÄÅÓËÔÏÐ ÓÏÆÔ×ÁÒÅȟ ÂÕÔ ×ÉÌÌ ÅÎÃÏÕÎÔÅÒ Ô×Ï ÔÏ ÔÈÒÅÅ ÍÉÎÕÔÅÓ ÏÆ ÁÄÖÅÒÔÉÓÉÎÇ ÐÅÒ ÈÏÕÒ ÏÆ ÌÉÓÔÅÎÉÎÇȢ87 Users 

can pay $5.00-$10.00 (£3-6) per month to upgrade to Spotify Premium, which eliminates advertisements, 

provides better sound quality, allows skipping of songs, and offers additional options for listening abroad, offline, 

and on mobile devices. As of July 2012, Spotify reported about four million paying customers, compared to about 

15 million free users, accounting for projected sales of $880 million (£538 million) in 2012.88 

Charging for different end uses (establishing different customer categories) 

A project can offer its content for free for educational and other not-for-profit uses but charge for commercial 

use: 

» The Victoria and Albert Museum offers images from its collection for free on their online platform, but 

charges for commercial uses of its images via their commercial arm, V&A Enterprises.89 

 

83  )ÎÇÒÉÄ ,ÕÎÄÅÎȟ Ȭ%ÖÅÒÎÏÔÅ ÂÙ ÔÈÅ .ÕÍÂÅÒÓȡ ΩΪ- 5ÓÅÒÓȟ ΧȢΪ- 0ÁÙÉÎÇȟ ÁÎÄ ÔÈÅ 2ÅÌÁÔÉÖÅ -ÅÒÉÔÓ ÏÆ $ÉÆÆÅÒÅÎÔ 0ÌÁÔÆÏÒÍÓȟȭ TechCrunch,19 June 
2012,http://techcrunch.com/2012/06/19/evernote-by-the-numbers-34m-users-1-4m-paying-and-how-different -platforms-pay/ 

84 )ÎÇÒÉÄ ,ÕÎÄÅÎȟ Ȭ%ÖÅÒÎÏÔÅȟ .Ï× ×ÉÔÈ Ϊ- 5ÓÅÒÓ ÉÎ #ÈÉÎÁȟ !ÉÍÓ ÆÏÒ %ÎÔÅÒÐÒÉÓÅÓ ×ÉÔÈ 9ÉÎØÉÁÎÇ"ÉÊÉ "ÕÓÉÎÅÓÓȟȭ TechCrunch, 7 May 2013, 

http://techcrunch.com/2013/05/07/evernote-launches-yinxiang-biji -business-taking-its-premium-business-service-to-china/  

85 $ÒÏÐÂÏØȟ )ÎÃȢȟ Ȭ&ÒÅÅȟ 0ÒÏȟ "ÕÓÉÎÅÓÓȡ 0ÒÉÃÉÎÇ 4ÅÒÍÓ ÁÎÄ #ÏÎÄÉÔÉÏÎÓȭ https://www.dropbox.com/pricing . 

86 /Í -ÁÌÉËȟ Ȭ(Ï× "ÉÇ )Ó $ÒÏÐÂÏØȩ (ÉÎÔȡ 6ÅÒÙ "ÉÇȟȭ GigaOM, 13 November 2012, http://gigaom.com/2012/11/13/how-big-is-dropbox-hint -very-big/ 
(accessed 17 June 2013). 

87 !ÎÄÙ &ÉØÎÅÒȟ Ȭ3ÐÏÔÉÆÙ -ÏÂÉÌÅ 7ÅÂ-Radio ServicÅ 7ÉÌÌ #ÈÁÌÌÅÎÇÅ 0ÁÎÄÏÒÁȟȭ Bloomberg,19 June 2012, bloomberg.com/news/2012-06-19/spotify-
mobile-web-radio-service-will -challenge-pandora.html  

88 4ÉÍ "ÒÁÄÓÈÁ×ȟ Ȭ3ÐÏÔÉÆÙ $ÏÕÂÌÅÓ .ÕÍÂÅÒ ÏÆ 0ÁÙÉÎÇ 5ÓÅÒÓȟȭ Financial Times, 31 July 2012, ft.com/intl/cms/s/0/cdf16422-db2d-11e1-be74-
00144feab49a.html#axzz2RI7TOTVy  

89 .ÁÎÃÙ -ÁÒÏÎȟ Ȭ6Ǫ! )ÍÁÇÅÓȡ 3ÃÁÌÉÎÇ "ÁÃË ÔÏ 2ÅÆÏÃÕÓ ÏÎ 2ÅÖÅÎÕÅȠ #ÁÓÅ 3ÔÕÄÙ 5ÐÄÁÔÅ ΨΦΧΧȟȭ Ithaka, sr.ithaka.org/research-publications/va-update-
2011  

http://techcrunch.com/2012/06/19/evernote-by-the-numbers-34m-users-1-4m-paying-and-how-different-platforms-pay/
http://techcrunch.com/2013/05/07/evernote-launches-yinxiang-biji-business-taking-its-premium-business-service-to-china/
https://www.dropbox.com/pricing
http://gigaom.com/2012/11/13/how-big-is-dropbox-hint-very-big/
http://www.bloomberg.com/news/2012-06-19/spotify-mobile-web-radio-service-will-challenge-pandora.html
http://www.bloomberg.com/news/2012-06-19/spotify-mobile-web-radio-service-will-challenge-pandora.html
http://www.ft.com/intl/cms/s/0/cdf16422-db2d-11e1-be74-00144feab49a.html#axzz2RI7TOTVy
http://www.ft.com/intl/cms/s/0/cdf16422-db2d-11e1-be74-00144feab49a.html#axzz2RI7TOTVy
http://www.sr.ithaka.org/research-publications/va-update-2011
http://www.sr.ithaka.org/research-publications/va-update-2011
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» The online museum Maine Memory Network (MMN) offers its collection of images from historical societies 

around the state for free if they are intended for educational purposes, but charges for personal or 

commercial use of the images through Vintage Maine Images (more about MMN below, under Case Study).  

» Engrade is a set of tools offered free to teachers, who can use the tools to organise their coursework and 

teaching materials and to share information with students and their parents.90 A premium, enterprise-level 

product exists as well: For a fee, schools, colleges, and universities can obtain EngradePlus, a set of tools and 

services that aggregates individual teacher accounts and allows the institution to track school wide 

performances and make data-driven decisions.91 The price for EngradePlus depends on the type of 

institution, its size, and its mission. 

Trends 

Popularity of mobile devices 

The enhanced functionality and accessibility that are often what freemium-based enterprises offer for a fee have 

become very popular, especially in this day and age where people want access to content and services anytime 

and everywhere. Mobile phones are increasingly becoming one of the main vehicles through which users ingest 

content and information. In the commercial sector, freemium models have become particularly popular within 

the mobile sphere, where, according to an October 2012 report, freemium applications, in the form of games and 

tools among others, generated 69% of worldwide iOS app revenues and 75% of global Android app 

revenues.92Moreover, according to a study by anÁÌÙÓÔ ÆÉÒÍ #ÁÎÁÌÓÙÓȟ ȰÏÆ ÔÈÅ ÔÏÐ ΩΦΦ ÇÒÏÓÓÉÎÇ É0ÈÏÎÅ ÁÐÐÓȟ Ϋήϻ 

on average were freemium apps, while a further 13% were paid-for apps offering additional in-ÁÐÐ ÐÕÒÃÈÁÓÅÓȢȱ93 

Sobering tales for tech start-ups  

Despite various success stories and hype, and the idea that freemium models would be the business solution to 

the open-access expectations of internet users, experts have critiqued the viability of the model for many 

resources. While Spotify has seen remarkable uptake of its paid option (over 20% of users), a free-to-paid ratio of 

about 95% to 5% appears to be much more common. In 2012 Dropbox reported that 96% of its users use the 

services for free.94 Similarly, Evernote indicated an upgrade rate of only 4% from its user base.95 And these may 

actually be unusually high ratesɂDavid Cohen, founder of TechStars, a start-up accelerator, suggested that 

typical freemium businesses see only 1 or 2% of users upgrading to paid products.96These sobering revenue 

numbers seem to have led to a recent backlash against the freemium model. Freemium models are very 

 

90 %ÎÇÒÁÄÅȟ Ȭ)Ó %ÎÇÒÁÄÅ 2ÅÁÌÌÙ &ÒÅÅȩȭ https://wikis.engrade.com/help/free (accessed 14 May 2013). 

91 %ÎÇÒÁÄÅȟ Ȭ%ÎÇÒÁÄÅ 0ÌÕÓȟȭ https://www.engrade.com/plus/  (accessed 14 May 2013).  

92 2ÙÁÎ +ÉÍȟ Ȭ&ÒÅÅÍÉÕÍ !ÐÐ 2ÅÖÅÎÕÅ 'ÒÏ×ÔÈ ,ÅÁÖÅÓ 0ÒÅÍÉÕÍ ÉÎ ÔÈÅ $ÕÓÔȟȭ GigaOM, 26 October 2012, http://gigaom.com/mobile/freemium -app-

revenue-growth -leaves-premium-in-the-dust/ 

93 0ÁÕÌ 2ÅÓÎÉËÏÆÆȟ Ȭ! -ÁÊÏÒÉÔÙ ÏÆ ÔÈÅ 4ÏÐ-'ÒÏÓÓÉÎÇ !ÐÐÓ !ÒÅ .Ï× Ȭ&ÒÅÅÍÉÕÍȭȢ Ȣ Ȣ ȟȭ Digital Music News, 13 April 2013, 

digitalmusicnews.com/permalink/2013/20130415freemium  

94  -ÁÌÉËȟȬ(Ï× "ÉÇ )Ó $ÒÏÐÂÏØȩȭ  http://gigaom.com/2012/11/13/how-big-is-dropbox-hint -very-big/.  

95 LuÎÄÅÎȟ Ȭ%ÖÅÒÎÏÔÅ ÂÙ ÔÈÅ .ÕÍÂÅÒÓȟȭ  http://techcrunch.com/2012/06/19/evernote-by-the-numbers-34m-users-1-4m-paying-and-how-different -
platforms-pay/  

96 3ÁÒÁÈ %Ȣ .ÅÅÄÌÅÍÁÎ ÁÎÄ !ÎÇÕÓ ,ÏÔÅÎȟ Ȭ7ÈÅÎ &ÒÅÅÍÉÕÍ &ÁÉÌÓȟȭ Wall Street Journal, 22 August 2012 

http ://online.wsj.com/article/SB10000872396390443713704577603782317318996.html. 

https://wikis.engrade.com/help/free
https://www.engrade.com/plus/
http://gigaom.com/mobile/freemium-app-revenue-growth-leaves-premium-in-the-dust/
http://gigaom.com/mobile/freemium-app-revenue-growth-leaves-premium-in-the-dust/
http://www.digitalmusicnews.com/permalink/2013/20130415freemium
http://gigaom.com/2012/11/13/how-big-is-dropbox-hint-very-big/
http://techcrunch.com/2012/06/19/evernote-by-the-numbers-34m-users-1-4m-paying-and-how-different-platforms-pay/
http://techcrunch.com/2012/06/19/evernote-by-the-numbers-34m-users-1-4m-paying-and-how-different-platforms-pay/
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complicated and require a deep understanding of the user base, and they are not applicable to every digital 

project. Increasing demand for product and service upgrades from paying users paired with the cost of 

maintaining and servicing non-paying users can cause tension. An executive at the start-up SaneBox suggested 

ÔÈÁÔ ÍÁÎÙ ÃÏÍÐÁÎÉÅÓ ÁÒÅ ȰÕÎÄÅÒÅÓÔÉÍÁÔÉÎÇ ÈÏ× ÄÉÆÆÉÃÕÌÔ ÉÔ ÉÓ ÔÏ ÍÁËÅ ÍÏÎÅÙ ×ÈÅÎ ÙÏÕ ÏÆÆÅÒ ÙÏÕÒ ÐÒÏÄÕÃÔ ÆÏÒ 

free. Treating your free users as a marketing cost, as Fred Wilson argued back in 2006, does work for some 

companies. . . . These kinds of businesses are rare exceptions in a sea of start-ÕÐÓȢȱ97 

Case studies 

Maine Memory Network (MMN) 

mainememory.net 

The -ÁÉÎÅ -ÅÍÏÒÙ .ÅÔ×ÏÒË ɉ--.Ɋ ÉÓ Á ÄÉÇÉÔÁÌ ÍÕÓÅÕÍ ×ÉÔÈ ÔÈÅ ÍÉÓÓÉÏÎ ÏÆ ÐÒÏÍÏÔÉÎÇ -ÁÉÎÅȭÓ ÃÕÌÔÕÒÅ ÁÎÄ 

history by collecting, preserving, documenting, and exhibiting historical items online for free. The site draws 

upon the assets of 260 state institutions with a total collection of 20,000 items.98MMN, as an educational 

resource, provides teachers and students with access to primary resources and also offers online tools, 

textbooks, and lesson plans.99MMN recognises two distinct types of users, those who use its site for educational 

purposes, and those who wish to make other uses of the many historical images the site offers. For those who 

would like high-quality prints or digital files of images for personal or commercial use, Vintage Maine Images 

(VMI) offers a chargeable service.  

VMI, which makes available over 11,000 historical images selected from MMN, charges for archival print 

reproductions (suitable for framing) and for high-resolution digital files for personal use, and it licenses images 

for both not-for-profit and commercial distribution.100 Prices for obtaining an image for personal use depend on 

the desired print size and paper quality, plus shipping, or on the resolution of the digital file; and licensing fees 

take into account whether the licensee is a not-for-profit or commercial enterprise, and the scope of planned 

distribution. By making distinctions between its users and their various needs, MMN, through VMI, is able to 

tailor to specific usages what it has to offer, such that the general public, schools, and teachers are able to freely 

ÅÎÊÏÙ --.ȭÓ ÁÓÓÅÔÓ ÁÓ ÐÁÒÔ ÏÆ Á ÇÒÅÁÔÅÒ ÅÄÕÃÁÔÉÏÎÁÌ ÐÌÁÔÆÏÒÍȟ ×ÈÉÌÅ ÆÏÒ Á ÆÅÅ ÕÓÅÒÓ ÁÒÅ ÁÌÓÏ ÁÂÌÅ ÔÏ ÏÂÔÁÉÎ ÔÈÅ 

image files or prints they want, in an array of formats, mediums, and sizes. Additionally, by monetising only its 

transactions with specific types of users, MMN is able to adhere to its mission and support the long-term 

financial sustainability of the initiative. 

Stanford Encyclopedia of Philosophy 

http://plato.stanford.edu  

 

97 1ÕÏÔÅÄ ÉÎ -ÁÒËÓȟ Ȭ$ÒÉÌÌÉÎÇ $Ï×Îȟȭ http://boss.blogs.nytimes.com/2012/06/11/drilling-down-does-the-freemium-model-really-work/  

98 The MMN collection in its entirety includes letters, journals, notes, manuscripts, and other hand-written materials; photographs, albumen prints, 
glass-plate negatives, paintings, sketches, woodcuts, broadsides, business cards, and other graphic items; architectural and mechanical drawings, 
maps, and other oversized documents; clothing, tools, household goods, archaeological artifacts, and other museum objects;and audio and video 
files. 

99  Maine Memory Network, home page, mainememory.net/ (accessed12 May 2013). 

100 6ÉÎÔÁÇÅ -ÁÉÎÅ )ÍÁÇÅÓȟ Ȭ!ÂÏÕÔ 6ÉÎÔÁÇÅ -ÁÉÎÅ )ÍÁÇÅÓȟȭ vintagemaineimages.com/pages/about/about-vmi/ (accessed 14 May 2012). 

http://www.mainememory.net/
http://plato.stanford.edu/
http://boss.blogs.nytimes.com/2012/06/11/drilling-down-does-the-freemium-model-really-work/
http://www.mainememory.net/
http://www.vintagemaineimages.com/pages/about/about-vmi/
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The Stanford Encyclopedia of Philosophy (SEP) is a dynamic open-access reference source founded in 1995. 

Today the website contains more than 1,500 entries that are constantly being updated and reviewed. Entries are 

written by philosophy scholars and then reviewed by an editorial board before they are made public.101For 

revenue SEP depends on investment returns from an endowment created by donors and academic institutions, 

and on individual memberships. The membership organisation called Friends of the SEP Society102operates 

according to a freemium model in which individuals pay for increased functionality and features with regard to 

ÔÈÅ ÃÏÎÔÅÎÔ ÁÖÁÉÌÁÂÌÅ ÆÏÒ ÆÒÅÅ ÏÎ 3%0ȭÓ ×ÅÂÓÉÔÅȢ 0ÁÙÉÎÇ ÍÅÍÂÅÒÓ ÃÁÎ ÄÏ×ÎÌÏÁÄ 0$& ÖÅÒÓÉÏÎÓ ÏÆ ÔÈÅ ÅÎÔÒÉÅÓ, 

which they can then print and export to other reading devices, including mobile. The price of membership varies 

depending on the status of the individual; SEP has identified three different types of users and their specific 

needs. Student members pay $5.00 (£3) per year, while nonstudent members pay $10.00 (£6) per year, which 

allows them to download up to five different PDFs per day. Professional members pay $25.00 (£15) per year, and 

they can download an unlimited number of entries. Additionally, all members receive email notifications when 

an article that they have downloaded as a PDF has been updated. 103The Friends of the SEP Society  has allowed 

SEP to creatively monetise from content already free to the public and to better navigate the inconsistencies of 

the return on its endowment. In its first year, the initiative attracted 1,700 members, generating $20,000 

(£12,200) in revenue.104By segmenting its user base and charging for increased functionality, SEP has been able 

to develop a revenue stream while remaining true to its mission of offering a free open-access online resource. 

Benefits  
» Freemium models allow open-access resources to generate revenue from their free content or services 

» Offering additional or enhanced features does not impede open access 

» 7ÈÅÎ ÄÏÎÅ ×ÅÌÌȟ Á ÆÒÅÅÍÉÕÍ ÍÏÄÅÌ ÃÁÎ ÅÎÃÏÕÒÁÇÅ ÓÕÐÐÏÒÔ ÆÒÏÍ Á ÓÉÔÅȭÓ ÐÏ×ÅÒ ÕÓÅÒÓɂthose who derive the 

most value from it 

Disadvantages 
» &ÒÅÅÍÉÕÍ ÍÏÄÅÌÓ ÃÁÎ ÂÅ ÖÅÒÙ ÃÏÍÐÌÅØ ÁÎÄ ÒÅÑÕÉÒÅ Á ÄÅÅÐ ÕÎÄÅÒÓÔÁÎÄÉÎÇ ÏÆ ÕÓÅÒÓȭ ÎÅÅÄÓ 

» For a site to earn much revenue through a freemium model a large pool of users may be required, given the 

traditionally low rate of conversion of non-paying users into paying users 

Costs attributable to the revenue model 
» Market research, to determine willingness of audience to participate in this model 

» Additional staff required to run the commercial aspect of the work 

 

101 3ÔÁÎÆÏÒÄ %ÎÃÙÃÌÏÐÅÄÉÁ ÏÆ 0ÈÉÌÏÓÏÐÈÙ ɉ3%0Ɋȟ Ȭ!ÂÏÕÔ ÔÈÅ 3ÔÁÎÆÏÒÄ %ÎÃÙÃÌÏÐÅÄÉÁ ÏÆ 0ÈÉÌÏÓÏÐÈÙȟȱ ÈÔÔÐȡȾȾÐÌÁÔÏȢÓÔÁÎÆÏÒÄȢÅÄÕȾÁÂÏÕÔȢÈÔÍÌ ɉÁÃÃÅÓÓÅÄ ΧΨ -ÁÙ 
2013). 

102 &ÏÒ ÍÏÒÅ ÄÅÔÁÉÌ ÏÎ ÔÈÅ &ÒÉÅÎÄÓ ÏÆ ÔÈÅ 3%0 3ÏÃÉÅÔÙȟ ÓÅÅ 3%0ȟ Ȭ4ÈÅ 3ÏÃÉÅÔÙȟȭ https://leibniz.stanford.edu/fr iends/ 

103 3%0ȟ Ȭ"ÅÃÏÍÅ Á &ÒÉÅÎÄ ÏÆ ÔÈÅ 3%0 ÁÎÄ !ÃÃÅÓÓ 0$&Óȟȭ http://plato.stanford.edu/support/friends.html  (accessed 12 May 2013).  

104 -ÁÔÔÈÅ× ,ÏÙȟ Ȭ3ÔÁÎÆÏÒÄ %ÎÃÙÃÌÏÐÅÄÉÁ ÏÆ 0ÈÉÌÏÓÏÐÈÙȡ ,ÁÕÎÃÈÉÎÇ Á Ȭ&ÒÅÅÍÉÕÍ -ÏÄÅÌȭȠ #ÁÓÅ 3ÔÕÄÙ ΨΦΧΧȟȭ Ithaka, sr.ithaka.org/research-
publications/sep-update-2011 

https://leibniz.stanford.edu/friends/
http://plato.stanford.edu/support/friends.html
http://www.sr.ithaka.org/research-publications/sep-update-2011
http://www.sr.ithaka.org/research-publications/sep-update-2011
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» Billing costs associated with charging certain users 

» Legal and accounting costs associated with the commercialisation of content or other features 

Key questions to ask if you are considering this model 
» Who are my end users and what are their needs? 

» What sorts of features or functionality would they be willing to pay for? 

Further reading 
!ÎÄÅÒÓÏÎȟ #ÈÒÉÓȢ Ȭ&ÒÅÅȦ 7ÈÙ ΓΦȢΦΦ )Ó ÔÈÅ &ÕÔÕÒÅ ÏÆ "ÕÓÉÎÅÓÓȢȭ Wired Magazine,25 February 2008. 

wired.com/techbiz/it/magazine/16-03/ff_free?currentPage=all. 

$ÕÐÒÅÅȟ 3ÔÅÖÅȢ Ȱ4ÈÒÅÅ &ÌÁÖÏÒÓ ÏÆ &ÒÅÅÍÉÕÍȢȱRichmond Global, 28 March 2013. rglobal.com/flavors-freemium/. 

,ÏÙȟ -ÁÔÔÈÅ×Ȣ Ȭ3ÔÁÎÆÏÒÄ %ÎÃÙÃÌÏÐÅÄÉÁ ÏÆ 0ÈÉÌÏÓÏÐÈÙȡ"ÕÉÌÄÉÎÇ ÁÎ %ÎÄÏ×ÍÅÎÔ ×ÉÔÈ #ÏÍÍÕÎÉÔÙ 3ÕÐÐÏÒÔȠ #ÁÓÅ 

3ÔÕÄÙ ΨΦΦίȢȭ sr.ithaka.org/research-publications/stanford-encyclopedia-philosophy-2009 

,ÏÙȟ -ÁÔÔÈÅ×ȢȰ3ÔÁÎÆÏÒÄ %ÎÃÙÃÌÏÐÅÄÉÁ ÏÆ 0ÈÉÌÏÓÏÐÈÙȡ ,ÁÕÎÃÈÉÎÇ Á Ȭ&ÒÅÅÍÉÕÍȭ -ÏÄÅÌȠ #ÁÓÅ 3ÔÕÄÙ 5ÐÄÁÔÅ 

ΨΦΧΧȢȱIthaka. sr.ithaka.org/research-publications/sep-update-2011 

-ÁÒÏÎȟ .ÁÎÃÙȢ Ȭ,ȭ)ÎÓÔÉÔÕÔ ÎÁÔÉÏÎÁÌ ÄÅ ÌȭÁÕÄÉÏÖÉÓÕÅÌȡ "ÁÌÁÎÃÉÎÇ -ÉÓÓÉÏÎ-based Goals and Revenue Generation; Case 

3ÔÕÄÙ 5ÐÄÁÔÅ ΨΦΧΧȢȭ Ithaka. sr.ithaka.org/research-publications/ina-update-2011 

Maron, Nancy. Ȭ,ȭ)ÎÓÔÉÔÕÔ ÎÁÔÉÏÎÁÌ ÄÅ ÌȭÁÕÄÉÏÖÉÓÕÅÌ ΨΦΦίȡ &ÒÅÅ #ÏÎÔÅÎÔ ÁÎÄ 2ÉÇÈÔÓ ,ÉÃÅÎÓÉÎÇ ÁÓ #ÏÍÐÌÅÍÅÎÔÁÒÙ 

3ÔÒÁÔÅÇÉÅÓȢȭ Ithaka.sr.ithaka.org/research-publications/ina 

Maron, Nancy. Ȭ6Ǫ! )ÍÁÇÅÓ ΨΦΧΧȡ 3ÃÁÌÉÎÇ "ÁÃË ÔÏ 2ÅÆÏÃÕÓ ÏÎ 2ÅÖÅÎÕÅȠ #ÁÓÅ 3ÔÕÄÙ 5ÐÄÁÔÅ ΨΦΧΧȢȭ Ithaka. 

sr.ithaka.org/research-publications/va-update-2011  

3ÍÉÔÈȟ +ÉÒÂÙȢ Ȭ6Ǫ! )ÍÁÇÅÓ ΨΦΦίȡ )ÍÁÇÅ ,ÉÃÅÎÓÉÎÇ ÁÔ Á #ÕÌÔÕÒÁÌ (ÅÒÉÔÁÇÅ )ÎÓÔÉÔÕÔÉÏÎȠ #ÁÓÅ 3ÔÕÄÙ 5ÐÄÁÔÅ ΨΦΧΧȭ 

Ithaka. sr.ithaka.org/research-publications/va-images-2009  

7ÉÌÓÏÎȟ &ÒÅÄȢ ȭ-Ù &ÁÖÏÒÉÔÅ "ÕÓÉÎÅÓÓ -ÏÄÅÌȢȭ AVC: Musing of a VC in NYC, 23 March 2006. 

avc.com/a_vc/2006/03/my_favorite_bus.html  

Examples 

Evernote, http://evernote.com/  

Dropbox, https://www.dropbox.com/  

Spotify, https://www.spotify.com/us/f or-music/ 

Engrade, https://www.engrade.com/  

http://www.wired.com/techbiz/it/magazine/16-03/ff_free?currentPage=all
http://www.rglobal.com/flavors-freemium/
http://www.sr.ithaka.org/research-publications/stanford-encyclopedia-philosophy-2009
http://www.sr.ithaka.org/research-publications/sep-update-2011
http://www.sr.ithaka.org/research-publications/ina-update-2011
http://www.sr.ithaka.org/research-publications/ina
http://www.sr.ithaka.org/research-publications/va-update-2011
http://www.sr.ithaka.org/research-publications/va-images-2009
http://www.avc.com/a_vc/2006/03/my_favorite_bus.html
http://evernote.com/
https://www.dropbox.com/
https://www.spotify.com/us/for-music/
https://www.engrade.com/
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Host Institution Support  

Introduction  
Securing funding to build and launch a new digital initiative is difficult; turning that into an ongoing service or 

organisation is more so. And in the non-profit sector, becoming entirely self-sustaining is a bar very few tend to 

reach.  

More common is the model of a project that lives within a larger establishment (a library, a museum) and 

continues to benefit from the parent or host organisation. If the project is defined at the outset as part of the 

core mission of the institutionɂÁÎ ÅØÁÍÐÌÅ ×ÏÕÌÄ ÂÅ ÔÈÅ ÄÉÇÉÔÉÓÁÔÉÏÎ ÏÆ Á ÍÕÓÅÕÍȭÓ ÃÏÌÌÅÃÔÉÏÎÓ ÔÏ ÓÕÐÐÏÒÔ 

preservation and increase public accessɂchances are good that the institution itself will find ways to support it. 

Those activities with weaker ties to the parent organisation can find it challenging to tap into host support when 

they need it later on. Either way, gaining and securing ongoing support from a parent institution requires 

thought and planning, just like any other revenue strategy. In cases where we have seen host support effectively 

secured, the project leaders have succeeded because they have developed very clear, well-executed plans for 

delivering value to the institution, and have employed a range of tactics to make sure their internal stakeholders 

are well aware of the value the project provides. 

How it works 
Universities, colleges, libraries, and museums allocate resources based on their organisational goals and 

missionsɂbuilding a new programme area, attracting better faculty and students, enhancing alumni relations, 

raising awareness of their collections, and so forth. Projects that look to educational organisations for support 

must be consistent with those organisatioÎÓȭ ÍÉÓÓÉÏÎÓ ÁÎÄ ÔÈÅÎ ÍÁËÅ ÔÈÅ ÃÁÓÅ ÔÈÁÔ ÔÈÅÙ ÃÒÅÁÔÅ ÖÁÌÕÅ ÆÏÒ ÔÈÅÉÒ 

host organisations.  

Host support can take many forms, from staff time to office and server space, to direct payments to cover 

operating expenses. Many, if not most, of the academic ventures we have studied benefit from some form of 

host support, though very often the arrangements are informal, arrived at through individual appeals and 

maintained through tradition, rather than being spelled out and guaranteed. In most cases, host support is one 

of several forms of support that a given project will use; it often supplements other efforts, including soliciting 

outside donations or generating revenue though sales or licensing or other means. 

This is a good fit for 
» Any digital resource project that is part of a larger organisation and can determine to what extent the 

institution is willing to cover some or all of its operating costs  

» Projects that are integral to the reputation or mission of their institutions and provide value to them in terms 

of prestige or other important factors 

» Projects whose leaders can successfully (and repeatedly) make their case to administrators, using compelling 

quantitative and qualitative data to support it that case 
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Trends  
Recent studies have shown just how heavily digital projects in the academic and cultural sectors are relying on 

the support their institutions provide, whether on a regular basis or when the need arises.  

Ithaka Case Studies in Sustainability (2009) offered examples of several initiatives that benefited from this 

ÁÒÒÁÎÇÅÍÅÎÔȟ ÉÎÃÌÕÄÉÎÇ ÔÈÅ %ÌÅÃÔÒÏÎÉÃ %ÎÌÉÇÈÔÅÎÍÅÎÔȟ ÓÕÐÐÏÒÔÅÄ ÉÎ ÐÁÒÔ ÂÙ /ØÆÏÒÄ 5ÎÉÖÅÒÓÉÔÙȭÓ "ÏÄÌÅÉÁÎ ÌÉÂÒÁÒÙȟ 

and the Stanford Encyclopedia of Philosophy (SEP), to which Stanford University donates financial management 

ÆÏÒ 3%0ȭÓ ÇÒÏ×ÉÎÇ ÅÎÄÏ×ÍÅÎÔ ÁÓ ×ÅÌÌ ÁÓ ÓÏÍÅ ÓÔÁÆÆ ÔÉÍÅȢ )Î ÔÈÅ ÃÁÓÅ ÏÆ )ÎÁÍÅÄÉÁÐÒÏȟ ÔÈÅ ÉÍÁÇÅ ÌÉÃÅÎÓÉÎÇ 

component of the French national audio-visual archive, INA, its financial viability stemmed in part from the fact 

that it was not burdened with the considerable costs of running a rights clearance department, a cost borne 

elsewhere in its parent organisation. 

While support from a host institution is a real benefit to the team that receives it, it comes with a risk that should 

the support be withdrawn, the project would suddenly have a significant gap in its funding.  

When that support has been formalised in some wayɂÓÏÍÅÔÉÍÅÓ ÃÁÌÌÅÄ ȬÅÍÂÅÄÄÉÎÇȭ ÏÒ ȬÎÅÓÔÉÎÇȭ Á ÐÒÏÊÅÃÔɂit 

suggests that there is less risk that host support will disappear should administrators change jobs, or institutional 

priorities shift over time.  

Case study 

Stanford Encyclopedia of Philosophy 

http://plato.stanford.edu/  

The Stanford Encyclopedia of Philosophy was included in the 2009 Ithaka Case Studies in Sustainability as an 

example in which the building of an endowment was used to support an ongoing digital resource. While the 

ÅÎÄÏ×ÍÅÎÔ ÃÁÍÐÁÉÇÎ ÃÏÎÔÉÎÕÅÓ ÔÏ ÂÅ ÁÎ ÉÍÐÏÒÔÁÎÔ ÐÁÒÔ ÏÆ 3%0ȭÓ ÓÕÐÐÏÒÔȟ ÔÈÅ 3%0 ÔÅÁÍ ×ÁÓ ÁÌÓÏ ÆÏÒÔÕÎÁÔÅ ÉÎ 

receiving some support from its institutional home, Stanford University.105 In 2013, SEP reports that they have 

ÁÒÒÉÖÅÄ ÁÔ Á ÓÔÒÏÎÇ ÁÒÒÁÎÇÅÍÅÎÔ ×ÉÔÈ ÔÈÅ ÕÎÉÖÅÒÓÉÔÙȠ 3ÔÁÎÆÏÒÄ ÈÁÓ ÁÇÒÅÅÄ ÔÏ ȰÐÅÒÍÁÎÅÎÔÌÙ ÅÁÒÍÁÒË ÁÄÄÉÔÉÏÎÁÌ 

funds (roughly $150,000 or £92,000 for financial year 2012) from the General Fund for the SEP. This money is 

marked for salary expenses and allows the SEP project to move [project leaders] Zalta and Nodelman up to 100% 

time (previously, they had been working at 75% time) and it allowed the SEP project to hire additional part-time 

ÅÍÐÌÏÙÅÅÓȢȱ106 

Below is a short summaryɂprovided by Zaltaɂoutlining how he and his colleague Uri Nodelman built and 

presented the case for support:  

  

 

105  4ÈÅ ÏÎÇÏÉÎÇ ÒÏÌÅ ÏÆ ÔÈÅ ÕÎÉÖÅÒÓÉÔÙ ÉÎ ÓÕÐÐÏÒÔÉÎÇ ÔÈÅ 3%0ȭÓ ÅÆÆÏÒÔÓ ÁÔ ÓÕÓÔainability are detailed in two case studies: see p. 2, Nancy Maron and Matthew 

,ÏÙȟ Ȭ3ÔÁÎÆÏÒÄ %ÎÃÙÃÌÏÐÅÄÉÁ ÏÆ 0ÈÉÌÏÓÏÐÈÙ ΨΦΦίȡ "ÕÉÌÄÉÎÇ ÁÎ %ÎÄÏ×ÍÅÎÔ ×ÉÔÈ #ÏÍÍÕÎÉÔÙ 3ÕÐÐÏÒÔȟȭ ΨΦΦίȟ http://sr.ithaka.org/research-
publications/stanford-encyclopedia-philosophy-2009 and p. 2-3ȟ .ÁÎÃÙ -ÁÒÏÎ ÁÎÄ -ÁÔÔÈÅ× ,ÏÙȟ Ȭ3ÔÁÎÆÏÒÄ %ÎÃÙÃÌÏÐÅÄÉÁ ÏÆ 0ÈÉÌÏÓÏÐÈÙ ΨΦΧΧȡ 
,ÁÕÎÃÈÉÎÇ  &ÒÅÅÍÉÕÍ -ÏÄÅÌȟȭ ΨΦΧΧȟ http://sr.ithaka.org/research-publications/sep-update-2011 

106 Correspondence with Edward N. Zalta, 18 April 2013. 

http://plato.stanford.edu/
http://sr.ithaka.org/research-publications/stanford-encyclopedia-philosophy-2009%20and%20p.%202-3
http://sr.ithaka.org/research-publications/stanford-encyclopedia-philosophy-2009%20and%20p.%202-3
http://sr.ithaka.org/research-publications/sep-update-2011
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Basically, we suggested (A) that the SEP had already brought a great deal of credit to the University but that (B) on 
account of its success and increased scale, a mismatch had developed between the work that needed to be done and the 
amount of staff time available to do the work, so as to continue accomplishing its goals. Finally, we noted (C) that other 
universities have pledged direct financial support of open access projects that they host. 

 

Value of the SEP (A) 

The Stanford Encyclopedia of Philosophy (SEP) has become one of the most widely accessed and trusted academic 
reference works in the world. It has had a wide impact in a broad range of disciplines in addition to philosophy and has 
brought Stanford an enormous amount of prestige and good publicity. The SEP has become known for (1) its high-
quality academic content, (2) its unique publishing model, and (3) its efforts to remain open access through innovative 
funding plans.  

4ÈÅ 3%0 ÆÕÒÔÈÅÒÓ ÔÈÅ 5ÎÉÖÅÒÓÉÔÙȭÓ ÍÉÓÓÉÏÎ ÁÓ ÁÎ ÉÎÔÅÒÎÁÔÉÏÎÁÌ ÁÃÁÄÅÍÉÃ ÐÒÏÊÅÃÔ ÆÏÓÔÅÒÉÎÇ ÃÏÌÌÁÂÏÒÁÔÉÏÎ ÁÍÏÎÇ ΧȟΫΦΦ 
researchers to maintain start-of-the-art analyses of concepts important to the human condition. It shows Stanford is 
devoting resources for the benefit of the public and academia. Both Zalta and Nodelman have been widely recognised 
outside Stanford for their abilities; both have dedicated themselves to: 

(a) developing the SEP to universal acclaim, 

(b) raising over $4,000,000 for the SEP, and 

ɉÃɊ ÍÁÉÎÔÁÉÎÉÎÇ ÁÎ ÉÎÔÅÒÎÁÔÉÏÎÁÌÌÙ ÒÅÓÐÅÃÔÅÄ ÒÅÓÅÁÒÃÈ ÒÅÃÏÒÄ ÔÈÁÔ ÒÅÄÏÕÎÄÓ ÔÏ ÔÈÅ 5ÎÉÖÅÒÓÉÔÙȭÓ ÃÒÅÄÉÔ 

4ÈÅ 3%0ȭÓ ÂÕÄÇÅÔ ÉÓ ÒÅÌÁÔÉÖÅÌÙ ÓÍÁÌÌ ÆÏÒ ÔÈ is record of achievement. 

 

Summary of remarks for (B): 

The SEP has been so successful within its profession that it has had to scale up beyond its original expectations. There 
are more entries than originally projected and entry length has grown from an average of 7,000 words to 12,000 words. 
The demands of administering the sizeable volunteer workforce (noted above) and the ongoing daily demands of our 
new and revised entry production schedule has outstripped the abilities of its current staffing level. Thus, increased 
staff time is needed for the ongoing activities of the SEP and the Friends of the SEP Society, such as: 

»  increased email load and communication time with authors and editors 

»  increased time spent reading referee reports 

»  increased time spent converting Word and LaTeX documents to professional HTML 

»  code improvement and maintenance 

»  refinement of the entry production process 

»  improvement and maintenance of documentation 

 

Summary of remarks for (C): 

We noted that other universities have been making large contributions to open access and similar projects. (1) 
MIT underwrote the portion of the $30,000,000 (£18,000,000) OCW budget not paid by the $11,000,000 (£6, 
700, 000) in grants from the Mellon and Hewlett Foundations and has a long-term commitment to OCW. (2) 
Since 2005, Cornell has underwritten the arXiv.org budget ($400,000/year [£240,000/year]) and will continue 
to make significant contributions for the long term. (3) The University of California/Irvine contributes $108,000 
(£66, 000) per year to the budget of the Thesaurus Linguae Graecae project. 

Documentation 

» From 2005ɀ2010, the SEP was cited 345 times in law review articles available through a Lexis-Nexis search, and 
ÅÎÔÅÒÅÄ ÑÕÏÔÅÄ ÓÅÁÒÃÈ ÔÅÒÍÓ Ȱ3ÔÁÎÆÏÒÄ %ÎÃÙÃÌÏÐÅÄÉÁȟȱ ÓÅÌÅÃÔÅÄ Ȱ,ÅÇÁÌȱ ÉÎ ÔÈÅ 3ÅÁÒÃÈ 7ÉÔÈÉÎ ÆÉÅÌÄȟ ÁÎÄ Ȱ0ÒÅÖÉÏÕÓ Ϋ 
ÙÅÁÒÓȱ ÆÏÒ ÔÈÅ 3ÐÅÃÉÆÙ $ÁÔÅ ÆÉÅÌÄ 

» The SEP has been cited in a legal opinion filed by an Advocate General with the European Court of Justice. See the 
Opinion of the Advocate General Sharpston, delivered on 22 May 2008, Case Cɂ ΪΨέȾΦά ɉȬ"ÉÒÇÉÔ "ÁÒÔÓÃÈ Ö "ÏÓÃÈ ÕÎÄ 
3ÉÅÍÅÎÓ (ÁÕÓÇÅÒßÔÅ ɉ"3(Ɋ !ÌÔÅÒÓÆİÒÓÏÒÇÅ 'ÍÂ(ȭɊȢ !ÄÖÏÃÁÔÅÓ 'ÅÎÅÒÁÌ ÁÒÅ ÏÆÆÉÃÉÁÌ ÁÄÖÉÓÏÒÓ ÔÏ ÔÈÅ #ÏÕÒÔ. The opinion 
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is retrievable from: http:/ /curia.europa.eu/jurisp/cgi-bin/form.pl?lang=en 

» We pointed to letters from the presidents of philosophy associations from around the world, which are available 
online. These were submitted in support of a 2004 grant application to the NEH 

» A search in Google in 2010 on the (unquoted) titles of the first 100 entries published in the SEP reveals that 64 come 
up 1st in the list of results, and 93 come up either 1st, 2nd, or 3rd in the list of results 

» In 2010, analysis of our web access logs showed that many different departments within each university were 
accessing the SEP. At one well-known university, we found accesses from: Architecture, Art, Biology, Computer 
Science, Chemistry, Divinity, Drama, English, Forestry, Law, Medicine, Music, Philosophy, Physics, Political Science, 
Psychology, and Sociology 

» ! ÒÅÃÅÎÔ ÁÃÁÄÅÍÉÃ ÓÔÕÄÙ ÏÆ ÔÈÅ 3%0 ×ÁÓ ÐÕÂÌÉÓÈÅÄ ÂÙ 0ÒÏÆȢ *ÏÈÎ 7ÉÌÌÉÎÓËÙȟ Ȭ3ÏÃÒÁÔÅÓ "ÁÃË ÏÎ ÔÈÅ 3ÔÒÅÅÔȡ 7ÉËÉÐÅÄÉÁȭÓ 
#ÉÔÉÎÇ ÏÆ ÔÈÅ 3ÔÁÎÆÏÒÄ %ÎÃÙÃÌÏÐÅÄÉÁ ÏÆ 0ÈÉÌÏÓÏÐÈÙȟȭ ÉÎ International Journal of Communication, volume 2 (2008): 
1269ɀ88 

» Without our curating or maintaining the page in any way, over 4,600 fans (as of 2010ɂit is now over 11,000 fans) 
ÓÐÏÎÔÁÎÅÏÕÓÌÙ ÊÏÉÎÅÄ ÔÈÅ 3%0ȭÓ &ÁÃÅÂÏÏË ÇÒÏÕÐ fan page at facebook.com/stanfordencyclopedia 

Benefits 
» Institution-based projects can piggyback on institutional resources (space, staff expertise, labour of grad 

students, infrastructure such as servers, financial resources) 

» The brand of the institution can lend prestige to the work 

» There is also potential for the successes of a strong project to lend prestige to the host, or even suggest a 

new area the host may choose to invest in further 

Disadvantages 
» Priorities of institutions can change, leaving the project without a home or support 

» Making the case for continuing support can be difficult when projects are competing against other 

institutional priorities (such as teaching and research at a university) 

» Those projects that think they can get by on nothing more than some basic contributed costs are likely to be 

underestimating the resources needed to keep them growing and valuable 

Costs attributable to the revenue model 
» Regular maintenance of the relationship between project and host institution, translating value for users to 

value for host 

» Possible need to devote time to developing new ways to track, analyse, and communicate value in ways that 

are most meaningful to the host institution 

Key questions to ask if you are considering this model 
» How does my project servÅ ÍÙ ÉÎÓÔÉÔÕÔÉÏÎȭÓ ÍÉÓÓÉÏÎȩ 

http://curia.europa.eu/jurisp/cgi-bin/form.pl?lang=en
http://www.facebook.com/stanfordencyclopedia
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» (Ï× ÄÏÅÓ ÍÙ ÐÒÏÊÅÃÔ ÅÎÈÁÎÃÅ ÍÙ ÉÎÓÔÉÔÕÔÉÏÎȭÓ ÒÅÐÕÔÁÔÉÏÎȩ 

» If my host institution is a college or university, does my initiative help the institution attract new students 

and faculty? 

» If my host institution is a college or university, does my work provide a valuable service to alumni? 

» Does my project create skills, expertise, or opportunities that are valuable elsewhere in the organisation? 

» Does my project leverage institutional assets such as faculty interests or library and museum special 

collections? 

Further reading 
Chatterton, Peter. Sustaining and Embedding Innovations: Good Practice Guide. 2010. JISC InfoNet. 

https://sustainembed.pbworks.com/w/page/31632855/Welcome 

Maron, Nancy L., and Matthew Loy. &ÕÎÄÉÎÇ ÆÏÒ 3ÕÓÔÁÉÎÁÂÉÌÉÔÙȡ (Ï× &ÕÎÄÅÒÓȭ 0ÒÁÃÔÉÃÅÓ )ÎÆÌÕÅÎÃÅ ÔÈÅ &ÕÔÕÒÅ ÏÆ 

Digital Resources. 2011. Ithaka. sr.ithaka.org/research-publications/funding-sustainability-how-

funders%E2%80%99-practices-influence-future-digital  

Maron, Nancy L., K. Kirby Smith, and Matthew Loy. Sustaining Digital Resources: An On-the-Ground View of 

Projects Today. 2011. Includes Ithaka Case Studies in Sustainability 2009 

Ithaka.sr.ithaka.org/research-publications/funding-sustainability-how-funders%E2%80%99-practices-

influence-future-digital  

Examples 

Thesaurus Linguae Graecae,  tlg.uci.edu/ 

  

https://sustainembed.pbworks.com/w/page/31632855/Welcome
http://www.sr.ithaka.org/research-publications/funding-sustainability-how-funders%E2%80%99-practices-influence-future-digital
http://www.sr.ithaka.org/research-publications/funding-sustainability-how-funders%E2%80%99-practices-influence-future-digital
http://www.sr.ithaka.org/research-publications/funding-sustainability-how-funders%E2%80%99-practices-influence-future-digital
http://www.sr.ithaka.org/research-publications/funding-sustainability-how-funders%E2%80%99-practices-influence-future-digital
http://www.tlg.uci.edu/
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Membership Models 

Introduction  
Membership models provide a way for a project to receive support for its mission by enlisting contributions from 

individuals or institutions that will subsidise ongoing operations and/or costs, in exchange for access to a range of 

services and benefits. Some of the benefits frequently offered by membership schemes that support online 

academic resources include priority access, public recognition, and some type of advisory and leadership role. 

While the financial advantage of establishing a membership model can make a project less dependent on its host 

institution, membership schemes can require significant up-front planning and can become very complex to 

administer, depending on the type of perks offered to members. There is quite a range of membership models, 

too, some asking little more of participants than an annual fee, and others expecting people to roll up their 

sleeves and take an active part in the ongoing activities and governance of the organisation. 

This is a good fit for 
» Projects whose users are affiliated with a variety of like-minded institutions and are in a position to 

contribute time and/or financial resources  

» Projects whose value and reputation are recognised by other institutions within the academic community 

» Projects whose leaders can successfully (and repeatedly) make the case to the members to support their 

cause 

How it works 
In its basic form, a membership model involves having an institution or an individual give money or make an in-

kind contribution (time, tools, materials, etc) to a programme, initiative, or cause in return for direct affiliation, 

access, privileges, or an in-kind consideration for a specific period of time. Usually membership initiatives run 

annually or monthly and require membership renewal at the end of each period. 

Organisations wishing to establish a membership venture develop a list of benefits that this will confer. If the 

project supports open access, members will expect to receive benefits beyond simply gaining access to content. 

Advantages of membership can come in many flavours, some of which include: 

» Public recognition: Acknowledgment of a level of contribution 

» Premium services or content: Privileges such as access to early releases of research or special resources. For 

example, the Online Computer Library Center (OCLC) membership programme, apart from providing its 

members with access to many resources such as the WorldCat Knowledge Base, also offers market research 

reports about trends at libraries and other institutions.107The Museum of Modern Art (MoMA) offers its 

 

107  /ÎÌÉÎÅ #ÏÍÐÕÔÅÒ ,ÉÂÒÁÒÙ #ÅÎÔÅÒȟ )ÎÃȢȟ Ȭ"ÅÎÅÆÉÔÓ ÏÆ -ÅÍÂÅÒÓÈÉÐȟȭ oclc.org/membership/benefits.en.html. 

http://www.oclc.org/membership/benefits.en.html
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corporate members selected exhibition catalogues, lectures, courses, store discounts, special exhibitions 

previews, private receptions, and private group tours for collections.108 

» Governance: The right to participate in the governance of the organisation, through voting or other forms of 

participation and decision-making 

Fees can vary by membership types and also in relationship to ÔÈÅ ÍÅÍÂÅÒȭÓ ÃÁÐÁÃÉÔÙ ÔÏ ÐÁÙ. If a scheme offers 

multiple types of membership, it is essential to establish a balance between fees and benefits, so that the 

different types do not cannibalise each other. It is most important that the benefits be crafted with a good sense 

ÏÆ ×ÈÁÔ ×ÉÌÌ ÁÐÐÅÁÌ ÔÏ ÐÏÔÅÎÔÉÁÌ ÍÅÍÂÅÒÓȟ ÁÎÄ ÔÈÁÔ ÔÈÅ ÃÏÓÔ ÏÆ ÂÅÎÅÆÉÔÓ ÉÓ ÒÅÁÓÏÎÁÂÌÅ ÁÎÄ ×ÏÎȭÔ ÄÉÖÅÒÔ ÔÈÅ ÐÒÏÊÅÃÔ 

from its mission. 

Membership programmes require a lot of time and planning and can grow into a very complex set of 

relationships and networks. Establishing a membership means commencing important associations with other 

institutions or individuals that will now hold a stake in the project. Such relationships must be managed properly 

and additional staff could be required in ordeÒ ÔÏ ÍÅÅÔ ÍÅÍÂÅÒÓȭ ÅØÐÅÃÔÁÔÉÏÎÓ ÁÎÄ ÔÈÅ ÐÒÏÇÒÁÍÍÅȭÓ 

commitments. Annual or monthly reports to communicate progress to the members are considered good 

practice, along with the planning of events and summits or other means of keeping membership involved in the 

organisation.109 The extent to which this is necessary depends upon the type of membership model in place. 

Membership or partnership? 

4ÈÅÒÅ ÃÁÎ ÂÅ ÓÏÍÅ ÃÏÎÆÕÓÉÏÎ ÁÂÏÕÔ ÊÕÓÔ ×ÈÁÔ ȬÍÅÍÂÅÒÓÈÉÐȭ ÍÅÁÎÓȟ ÁÎÄ ÈÏ× ÉÔ ÄÉÆÆÅÒÓ ÆÒÏÍ ÐÁÒÔÎÅÒÓÈÉÐȟ 

participation in consortia, or other models implying shared responsibility and support. 

Membership model. Membership schemes are intended to offer financial support to a project most often through 

a monetary fee, in exchange for certain defined benefits. At one end of the spectrum, a membership is quite 

similar to a structured donation plan that offers some premium in exchange: members of a local museum, for 

example, may receive a card that permits them free or reduced entry to the institution. Listeners who become 

members of a not-for-ÐÒÏÆÉÔ ÒÁÄÉÏ ÓÔÁÔÉÏÎ ÍÁÙ ÒÅÃÅÉÖÅ Á ȬÆÒÅÅȭ ÒÅÃÏÒÄÉÎÇ ÉÎ ÅØÃÈÁÎÇÅ ÆÏÒ Á ÃÅÒÔÁÉÎ ÌÅÖÅÌ ÏÆ 

donation. In those cases, the project leader or organisation maintains full control of the activity and membership 

benefits are fairly modest, based more on the eagerness of a devoted audience to support a cause than an 

expectation of deep or engaged participation. This is in many ways a donation model, where being called a 

ȬÍÅÍÂÅÒȭ ÉÓ ÏÎÅ ÏÆ ÔÈÅ ÂÅÎÅÆÉÔÓ ÏÆ ÇÉÖÉÎÇȢ 

There are other models, however, that offer governance benefits in return, such as attendance at board 

meetings and some type of voting rights.  

Partnership model. Partners may also be called upon to contribute to the financial well-being of an organisation, 

but a partnership model is not just a revenue strategy, but an operational structure that suggests a shared 

responsibility for the ongoing health of the business. Typically, if a membership scheme resembles a partnership, 

members participate in the management of the project and have seats and voting rights at board meetings, to 

the extent that members can be given enough say to even influence the direction and the mission. Partners may 

also contribute other resources such as employees, facilities, hardware, and expertise, which in turn also increase 

 

108  -ÕÓÅÕÍ ÏÆ -ÏÄÅÒÎ !ÒÔȟ Ȭ#ÏÒÐÏÒÁÔÅ -ÅÍÂÅÒÓÈÉÐȡ ,ÅÖÅÌÓ ÁÎÄ 
"ÅÎÅÆÉÔÓȟȭmoma.org/support/support_the_museum/corporate_membership/corporate_levels#sponsor_level  

109  7ÉÌÄ !ÐÒÉÃÏÔȟ )ÎÃȢȟ Ȭ-ÅÍÂÅÒÓÈÉÐ +ÎÏ×ÌÅÄÇÅ (ÕÂȡ 'ÅÔÔÉÎÇ 3ÔÁÒÔÅÄ ×ÉÔÈ -ÅÍÂÅÒÓÈÉÐ ÏÒ .ÏÎ-0ÒÏÆÉÔ 0ÕÂÌÉÃÉÔÙȟȭ wildapricot.com/membership-
articles/non-profit -publicity/  

http://www.moma.org/support/support_the_museum/corporate_membership/corporate_levels#sponsor_level
http://www.wildapricot.com/membership-articles/non-profit-publicity/
http://www.wildapricot.com/membership-articles/non-profit-publicity/
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their stakes in the project. Furthermore, in such models, the relationship between the partner institutions 

becomes more organic, and this is because usually the institutions involved have aligned missions and similar 

operations. Programmes may also position partners to provide key infrastructural services, lightening their 

organisation load. (See the HathiTrust Case Study below.) 

Project leaders contemplating a membership model should begin by reaching out to their users and to the 

members of their academic community to try to gauge the potential levels of involvement, and by assessing the 

sort of participation and contribution they seek.   Truly understanding the institutions and individuals who will 

benefit the most will help determine which sort of membership model is likely to be the best fit. If a project 

leader wants to continue to lead the work and to be responsible for its ongoing operations, a basic membership 

model that offers well-defined benefits in exchange for financial support is a much simpler proposition than a 

partnership. Some examples of benefits that would be recommended are invitations to talks and other 

community-building events, special online tools to enhance the online resource, or early access to new content.  

On the other hand, project leaders who recognise the value of having other like-minded institutions embrace the 

project as if it were their own should consider models that resemble a partnership. Member institutions would 

participate not only in financial terms, but could also contribute non-monetary resources such as facilities and 

people, and would ultimately help to steer and manage the project. 

Case studies 

arXiv 

http://arxiv.org/  

arXiv is an open-access digital archive operated and administered by Cornell University Library that contains 

more than 770,000 e-prints from the fields of physics, mathematics, computer science, quantitative biology, 

quantitative finance and statistics. In 2012, the repository enjoyed approximately 63.8 million downloads.110 

Membership is reserved for libraries, research institutions, laboratories, and foundations that contribute to the 

financial support of the service. 

Currently, arXiv is financially supported by Cornell University Library, the Simons Foundation, and the member 

pledges, which consist of a five-year membership fee commitment. Membership fees are based on an 

ÉÎÓÔÉÔÕÔÉÏÎȭÓ ÕÓÁÇÅ ÏÆ ÁÒ8ÉÖ ɉÉȢÅȢȟ ÈÏ× ÍÁÎÙ ÁÒÔÉÃÌÅÓ ÄÏ×ÎÌÏÁÄÅÄɊ ÁÎÄ ÖÁÒÙ ÆÒÏÍ ΓΧȟΫΦΦ ÔÏ Γ3,000 (£918-£1,833) 

per year. Some of the benefits arXiv provides to its members are participation in a Scientific Advisory Board and 

a Member Advisory Board, which serve as advisors to Cornell University Library, and public recognition of the 

ÍÅÍÂÅÒÓȭ ÆÉÎancial support.111 

HathiTrust Digital Library 

hathitrust.org/  

 

110 ÁÒ8ÉÖȢÏÒÇȟ ȬΨΦΧΨ )ÎÓÔÉÔÕÔÉÏÎÁÌ ÁÒ8ÉÖ 5ÓÁÇÅ $ÁÔÁȟȭ http:/ /arxiv.org/help/support/2012_usage  

111 ÁÒ8ÉÖȟ ȬÁÒ8ÉÖ -ÅÍÂÅÒÓÈÉÐ 0ÒÏÇÒÁÍ &!1ȟȭ http://arxiv.org/help/support/faq   

http://arxiv.org/
http://www.hathitrust.org/
http://arxiv.org/help/support/2012_usage
http://arxiv.org/help/support/faq
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The HathiTrust Digital Library was started by a group of academic libraries that participated in the original 

Google Books scanning project. As part of the Google initiative, participating universities received a copy of the 

scanned files created from their book collections by Google, and libraries from the University of California 

system and the Committee on Institutional Cooperation wished to establish a repository in which to archive their 

copies of the files. Today, HathiTrust is a full collaboration and partnership among major international research 

institutions and libraries working together to preserve cultural records by collecting, organising, preserving, 

communicating, and sharing them digitally. (ÁÔÈÉ4ÒÕÓÔȭÓ ÏÎÇÏÉÎÇ ÏÐÅÒÁÔÉÏÎÓ ÁÒÅ ÎÏ× ÓÕÐÐÏÒÔÅÄ ÂÙ άΦ ÐÌÕÓ 

members. !ÎÙ ÒÅÓÅÁÒÃÈ ÏÒ ÁÃÁÄÅÍÉÃ ÉÎÓÔÉÔÕÔÉÏÎ ÔÈÁÔ ÓÈÁÒÅÓ ÔÈÅ ÐÒÏÇÒÁÍÍÅȭÓ ÍÉÓÓÉÏÎ ÁÎÄ ÈÁÓ Á ÌÁÒÇÅ ÃÏÌÌÅÃÔÉÏÎ 

ÏÆ ÅÉÔÈÅÒ ÄÉÇÉÔÁÌ ÏÒ ÐÒÉÎÔÅÄ ÒÅÓÏÕÒÃÅÓ ÉÓ ÅÌÉÇÉÂÌÅ ÔÏ ÂÅÃÏÍÅ Á ÍÅÍÂÅÒȢ (ÁÔÈÉ4ÒÕÓÔȭÓ ÍÅÍÂÅÒÓÈÉÐ ÆÅÅÓ ÖÁÒÙ ÂÙ 

partner. The fees are based on two components: the first, fixed component is an even share of the cost of 

supporting the public domain content in the collection spread among all members, and the second, variable 

ÃÏÍÐÏÎÅÎÔ ÉÓ ÃÁÌÃÕÌÁÔÅÄ ÂÁÓÅÄ ÏÎ ÔÈÅ ÅØÔÅÎÔ ÏÆ ÔÈÅ ÐÁÒÔÎÅÒȭÓ ÉÎ-copyright print holdings.112 

3ÏÍÅ ÏÆ ÔÈÅ ÂÅÎÅÆÉÔÓ ÔÈÁÔ ÍÅÍÂÅÒÓÈÉÐ ÉÎ (ÁÔÈÉ4ÒÕÓÔ ÃÏÎÆÅÒÓ ÁÒÅ ÔÈÅ ÐÒÅÓÅÒÖÁÔÉÏÎ ÏÆ ÔÈÅ ÐÁÒÔÎÅÒȭÓ ÃÏÎÔÅÎÔȟ ÆÕÌÌ 

access to and PDF download of works in the public domain and bibliographic and search tools for the deposited 

content. The governance-related benefits allow partners the right to nominate and vote for six of the 12 

members of the Board of Governors.113 

IMS Global Learning Consortium (IMS GLC) 

imsglobal.org/ 

IMS GLC is a not-for-profit organisation focused on the development of learning technology in the education and 

corporate sectors. Funded by a membership scheme, IMS GLC is currently supported by 190 members composed 

of institutions involved with education and learning technology as well as governmental entities worldwide. 

IMS GLC offers three types of membership, depending on the preferred level of involvement and financial 

commitment. Corporations, not-for-profits, government entities, and educational institutions that are 

developers or end users of learning technology are all eligible to become members. Membership fees, which 

range from $250 to $55,000 (£153 ɀ ΘΩΩȟΫήΦɊ Á ÙÅÁÒȟ ÁÒÅ ÒÅÌÁÔÉÖÅ ÔÏ ÔÈÅ ÍÅÍÂÅÒȭÓ ÓÉÚÅ ÁÎÄ ÁÎÎÕÁÌ ÒÅÖÅÎÕÅȟ ÁÎÄ ÔÏ 

the type of membership.114 The higher fees correspond to the highest level of membership, which offers 

members greater benefits that include a governance role, voting rights, and public acknowledgment of support, 

while the lowest level of membership, available for lower fees, simply provides access to information and a 

community. 

Benefits  
» Income stream not dependent on one host institution  

» Access to a pool of like-minded institutions or individuals who support the project 

 

112 (ÁÔÈÉ 4ÒÕÓÔ $ÉÇÉÔÁÌ ,ÉÂÒÁÒÙȟ Ȭ#ÏÓÔȟȭ hathitru st.org/cost. The fixed component of the fee is determined by the shared cost of maintaining and making 

available the content of public-domain volumes from member libraries distributed evenly among the members, and the variable component of the fee 
is based on the shared cost of maintaining in-copyright content in the HathiTrust that overlaps with volumes currently or previously held by the 
partner institution. 

113 (ÁÔÈÉ4ÒÕÓÔȟ Ȭ0ÁÒÔÎÅÒÓÈÉÐ &ÅÁÔÕÒÅÓ ÁÎÄ "ÅÎÅÆÉÔÓȟȭ hathitrust.org/features_benefits  

114  )-3 'ÌÏÂÁÌ ,ÅÁÒÎÉÎÇ #ÏÎÓÏÒÉÕÍȟ )ÎÃȢȟȬ!ÂÏÕÔ )-3 'ÌÏÂÁÌ ,ÅÁÒÎÉÎÇ #ÏÎÓÏÒÔÉÕÍȟȭ imsglobal.org/aboutims.html   
 

http://www.imsglobal.org/
http://www.hathitrust.org/cost
http://www.hathitrust.org/features_benefits
http://www.imsglobal.org/aboutims.html
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» Potential of a renewable income stream  

Disadvantages  
» Establishing and building a membership  can be time consuming and could potentially distract programme 

directors from other important daily activities 

» Membership schemes require investment to remain in touch with members, keep them apprised of 

developments, and encourage them to continue their memberships 

Costs attributable to the revenue model 
» Staff to create the incentives and structure, and to seek members and renewals  

» Cost of annual maintenance of the scheme, including organising events, summits and conferences 

» Cost of producing annual reports or disclosures of operations to members 

Key questions to ask if you are considering this model 
» Who will be managing the membership scheme? 

» What is the membership plan and strategy? What are some metrics we can use to track the progress and 

impact of the project? 

» How much revenue do we need to raise through members?  

» What member types do we want: individuals? Institutions? Government? 

» If we seek members who will be active in the organisation, how will we define their role?  

» What is the correct balance between the fees the programme would like to charge and the benefit it can 

offer? 

Further reading 
!ÂÅÌȟ 2ÏÂÅÒÔȢ Ȭ3ÅÖÅÎ 2ÅÁÓÏÎÓ 7ÈÙ Á -ÅÍÂÅÒÓÈÉÐ -ÏÄÅÌ ÉÓ ÔÈÅ "ÅÓÔ 7ÁÙ ÔÏ 'ÅÔ ÔÏ /ÐÅÎ 3ÔÁÎÄÁÒÄÓ ÉÎ %ÄÕÃÁÔÉÏÎȢȭ 

Learning Impact Blog, 2 April 2013. IMS Global Learning Consortium.imsglobal.org/blog/?p=254 (accessed 2 April 

2013). 

(ÕÄÓÏÎȟ 0ÁÔÒÉÃÉÁ !Ȣȟ -0Ó3Ãȟ ÁÎÄ *ÁÍÅÓ 2Ȣ (ÕÄÓÏÎȟ 0È$Ȣ Ȭ)Æ 9ÏÕ "ÕÉÌÄ )Ô Ȣ Ȣ Ȣ 7ÉÌÌ 4ÈÅÙ #ÏÍÅȩ 4ÈÅ &ÕÔÕÒÅ ÏÆ 

Member Involvement in the ElectrÏÎÉÃ !ÇÅȢȭ  -ÅÌÏÓ )ÎÓÔÉÔÕÔÅ !ÒÔÉÃÌÅ 3ÅÒÉÅÓ. Melos Institute. 

melosinstitute.org/resources/Documents/BOK%20Art%20If%20You%20Build%20It%20Will%20They%20Co

me%20The%20Future%20of%20Member%20Involvement%20in%20the%20Electronic%20Age.pdf  

2ÁÂÉÎÏ×ÉÔÚȟ 0ÈÉÌȢ Ȭ%ÓÔÁÂÌÉÓÈÉÎÇ ÁÎÄ -ÁÉÎÔÁÉÎÉÎÇ Á -ÅÍÂÅÒÓÈÉÐ 0ÒÏÇÒÁÍÍÅȢȭ %ÄÉÔÅÄ Ây Bill Berkowitz. Work 

Group for Community Health and Developmentat the University of Kansas. The Community Tool Box. 

http://ctb.ku.edu/en/tablecontents/sub_section_main_1347.aspx (accessed 2 May 2013). 

http://www.imsglobal.org/blog/?p=254
http://www.melosinstitute.org/resources/Documents/BOK%20Art%20If%20You%20Build%20It%20Will%20They%20Come%20The%20Future%20of%20Member%20Involvement%20in%20the%20Electronic%20Age.pdf
http://www.melosinstitute.org/resources/Documents/BOK%20Art%20If%20You%20Build%20It%20Will%20They%20Come%20The%20Future%20of%20Member%20Involvement%20in%20the%20Electronic%20Age.pdf
http://ctb.ku.edu/en/tablecontents/sub_section_main_1347.aspx


A guide to the best revenue models and funding sources 
for your digital resources 

Nancy Maron, Ithaka S+R 

 

 

 

Membership Models 58 

2ÉÅÇÅÒȟ /ÙÁ 9Ȣ Ȭ!ÓÓÅÓÓÉÎÇ ÔÈÅ 6ÁÌÕÅ ÏÆ /ÐÅÎ !ÃÃÅÓÓ )ÎÆÏÒÍÁÔÉÏÎ 3ÙÓÔÅÍÓȡ -ÁËÉÎÇ Á #ÁÓÅ ÆÏÒ #ÏÍÍÕÎÉÔÙ-Based 

3ÕÓÔÁÉÎÁÂÉÌÉÔÙ -ÏÄÅÌÓȢȭ Journal of Library Administration 51, no. 5ɀ6 (JulyɀSeptember 2011). Preprint, Cornell 

University Library. 

https://confluence.cornell.edu/download/attachments/127116484/RiegerSchCommPrepring.pdf?version=1

&modificationDate=1317226746000. 

2ÉÅÇÅÒȟ /ÙÁ 9Ȣȟ ÁÎÄ 3ÉÍÅÏÎ 7ÁÒÎÅÒȢ Ȭ3ÕÓÔÁÉÎÁÂÉÌÉÔÙ #ÁÓÅ 3ÔÕÄÙȡ %ØÐÌÏÒÉÎÇ #ÏÍÍÕÎÉÔÙ-Based Business Models 

ÆÏÒ ÁÒ8ÉÖȢȭ )ÎÔÅÒÎÁÔÉÏÎÁÌ #ÏÎÆÅÒÅÎÃÅ ÏÎ 0ÒÅÓÅÒÖÁÔÉÏÎ ÏÆ $ÉÇÉÔÁÌ /Âjects, Vienna, Austria, September 2010. Online 

ÁÔ Ȭ!ÒÃÈÉÖÅ 3ÕÓÔÁÉÎÁÂÉÌÉÔÙ )ÎÉÔÉÁÔÉÖÅȟȭ Confluence at Cornell,  

htt ps://confluence.cornell.edu/download/attachments/127116484/iPres2010RiegerWarner.pdf?version=1&

modificationDate=1287506138000  

Robinson, Ellis M. The Nonprofit Membership Toolkit. San Francisco: Jossey-Bass, 2003. 

Wild Apricot, Inc. Ȭ'ÅÔÔÉÎÇ 3ÔÁÒÔÅÄ ×ÉÔh Membership or Non-0ÒÏÆÉÔ 0ÕÂÌÉÃÉÔÙȢȭ -ÅÍÂÅÒÓÈÉÐ +ÎÏ×ÌÅÄÇÅ (ÕÂ. Wild 

Apricot. wildapricot.com/membership-articles/non-profit -publicity  

Wild Apricot, Inc. Membership Knowledge Hub. Wild Apricot. wildapricot.com/membership-knowledge-hub  

Examples 

Online Computer Library Center (OCLC), oclc.org  

Museum of Modern Art (MoMA),moma.org/ 

  

https://confluence.cornell.edu/download/attachments/127116484/RiegerSchCommPrepring.pdf?version=1&modificationDate=1317226746000
https://confluence.cornell.edu/download/attachments/127116484/RiegerSchCommPrepring.pdf?version=1&modificationDate=1317226746000
https://confluence.cornell.edu/download/attachments/127116484/iPres2010RiegerWarner.pdf?version=1&modificationDate=1287506138000
https://confluence.cornell.edu/download/attachments/127116484/iPres2010RiegerWarner.pdf?version=1&modificationDate=1287506138000
http://www.wildapricot.com/membership-articles/non-profit-publicity
http://www.wildapricot.com/membership-knowledge-hub
http://www.oclc.org/
http://www.moma.org/
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Licensing of Content and Software 

Introduction  
The intellectual property that many online academic resources own is an important and unique source of value, 

and it can be valuable to other bodies and companies who might have additional ways of using it. A licensing or 

syndication model involves granting other organisations permission to distribute the outputs of a project, 

whether content or software. Licensing can generate a predictable stream of revenue for a period of time, as well 

ÁÓ ÓÉÇÎÉÆÉÃÁÎÔÌÙ ÅØÐÁÎÄ ÔÈÅ ÐÒÏÊÅÃÔȭÓ ÁÕÄÉÅÎÃÅȢ (Ï×ÅÖÅÒȟ ÉÄÅÎÔÉÆÙÉÎÇ ÓÕÉÔÁÂÌÅ ÐÁÒÔÎÅÒÓ ÁÎÄ ÄÅÖÅÌÏÐÉÎÇ ÓÕÉÔÁÂÌÅ 

terms can be very complex and may require expertise not possessed by regular staff. 

This is a good fit for 
» Owners of unique content, technical infrastructure, or software applications 

» Projects that cannot afford to build the infrastructure to reach core markets 

» Projects that have large secondary markets they cannot afford to reach 

» Projects with content that would benefit from being part of a larger aggregation 

How it works 
This model is employed in its simplest form when a project leader chooses to grant a license to another 

organisation or company that permits it to use for a new or different purpose the content or software the work 

has created.  

These arrangements can take many different shapes. Content owners, for example, can license their content or 

copyright to a third party in exchange for royalties. Mayoclinic.com and International Movie Database (IMDB) are 

two examples of open-access databases that license extended versions of their databases to third parties within 

their specific industries. The Mayo Clinic offers direct access to its content and tools via syndication for any 

business or individual who would like to use its content on their own website. Information is integrated and 

updated with an FTP server, and delivered in XML format for easy integration.115 IMDB mainly licenses its 

content to institutions within the film industry, such as film studios, cable companies, and video retailers. It is 

also able to tailor and package different levels of content depending on the needs of the third party.116 

Software-related licensing refers to the licensing of a software program or method to a third party in exchange 

for royalties. Bloomberg L.P., for example, licenses not only its financial database (its content) to third parties, 

but also licenses to businesses and financial institutions worldwide its tools, software, and customisable 

applications.117 

 

115 -ÁÙÏ #ÌÉÎÉÃ 3ÔÁÆÆȟ Ȭ#ÏÎÔÅÎÔ ,ÉÃÅÎÓÉÎÇȟȭ Mayo Clinic,mayoclinic.com/health/advertising-information/AM00040 

116  )-$ÂȢÃÏÍȟ )ÎÃȢȟ Ȭ#ÏÎÔÅÎÔ ,ÉÃÅÎÓÉÎÇȟȭ imdb.com/licensing/ 

117  BloÏÍÂÅÒÇ &ÉÎÁÎÃÉÁÌ ,Ȣ0Ȣȟ Ȭ"ÌÏÏÍÂÅÒÇ 0ÒÏÆÅÓÓÉÏÎÁÌ 3ÅÒÖÉÃÅȡ $ÅÌÉÖÅÒÉÎÇ ÔÈÅ 7ÏÒÌÄȭÓ 
)ÎÆÏÒÍÁÔÉÏÎȟȭbloomberg.com/professional/company/#professional-service  

http://www.mayoclinic.com/health/advertising-information/AM00040
http://www.imdb.com/licensing/
http://www.bloomberg.com/professional/company/#professional-service
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Licensing options include: 

» Exclusive licensing. A single party is granted thÅ ÅØÃÌÕÓÉÖÅ ÒÉÇÈÔ ÔÏ ÄÉÓÔÒÉÂÕÔÅ Á ÐÒÏÊÅÃÔȭÓ ÃÏÎÔÅÎÔ ÏÒ ÓÏÆÔ×ÁÒÅȢ 

This type of licensing can be necessary to encourage substantial investment in further developing and 

distributing the project, but it also means that the undertaking is more dependent on its ÐÁÒÔÎÅÒȭÓ ÓÔÒÁÔÅÇÙ 

and execution. There will always be a balance between how much each side is willing to invest in the form of 

effort and capital, and how much control over the venture each can reasonably expect. Even more important, 

the exclusive license model can sometimes come into conflict with the overall mission of the project, which 

in many cases may be to provide free access to its users.  

» Nonexclusive licensing. The same content or software is licensed to multiple outlets. As with exclusive 

licensing, the licensor or project originator receives a fee or royalty payment for use of the content or 

software; however, fees for nonexclusive licenses tend to be lower than fees for exclusive licenses.  

» 2ÅÃÉÐÒÏÃÁÌ ÏÒ ȬÆÒÅÅȭ ÌÉÃÅÎÓÉÎÇ. A content creator (eg. Time, Inc., Guardian News and Media Ltd.) syndicates 

content to a portal or aggregator (eg. Yahoo!, MSN). Here no money changes hands, but the content creator 

benefits from increased exposure on additional platforms, and may also benefit from increased traffic when 

users click over from the portal or aggregator.  

Case studies 

,ȭ)ÎÓÔÉÔÕÔ ÎÁÔÉÏÎÁÌ ÄÅ ÌȭÁÕÄÉÏÖÉÓÕÅÌ ɉ).!Ɋ 

,ȭ)ÎÓÔÉÔÕÔ ÎÁÔÉÏÎÁÌ ÄÅ ÌȭÁÕÄÉÏÖÉÓÕÅÌ ɉ).!Ɋȟ ÔÈÅ &ÒÅÎÃÈ ÎÁÔÉÏÎÁÌ ÁÕÄÉÏÖÉÓÕÁÌ ÉÎÓÔÉÔÕÔÅȟ ÈÏÕÓÅÓ 31,000 hours of 

television news, programming, ÁÎÄ ÏÔÈÅÒ ÆÏÏÔÁÇÅȢ )Î ÁÄÄÉÔÉÏÎ ÔÏ ÏÆÆÅÒÉÎÇ ÏÐÅÎ ÃÏÎÔÅÎÔ ÏÎ ÔÈÅÉÒ ÍÁÉÎ ×ÅÂÓÉÔÅȟ 

ÔÈÅÙ ÈÁÖÅ ÂÕÉÌÔ Á ÃÏÍÍÅÒÃÉÁÌ ÌÉÃÅÎÓÉÎÇ ÂÕÓÉÎÅÓÓ ÃÁÌÌÅÄ )ÎÁ-ïÄÉÁ0ÒÏÔÈÁÔ ÐÒÏÖÉÄÅÓ ÃÌÉÅÎÔÓ ÁÃÃÅÓÓ ÔÏ ).!ȭÓ 

encyclopedic audiovisual catalogue. In 2011 this division generated 91% ÏÆ ).!ȭÓ ÅÁÒÎÅÄ ÒÅÖÅÎÕÅȟ ÅÁÒÎÉÎÇ ΏΧΪȢΩ 

ÍÉÌÌÉÏÎ ɉΘΧΧȢήή ÍÉÌÌÉÏÎɊ ÉÎ ΨΦΧΧ ÁÇÁÉÎÓÔ ÄÉÒÅÃÔ ÃÏÓÔÓ ÏÆ ΏέȢΫ ÍÉÌÌÉÏÎ ɉΘάȢΨΩ ÍÉÌÌÉÏÎɊȢ )ÍÐÏÒÔÁÎÔÌÙȟ ÔÈÉÓ ÌÉÃÅÎÓÉÎÇ 

solution fits within the (governmental) remit of the INA to share and promote its vast library of FraÎÃÅȭÓ 

audiovisual historyɂÁÌÌ ×ÈÉÌÅ ÈÅÌÐÉÎÇ ÔÏ ÓÕÂÓÉÄÉÓÅ ).!ȭÓ ÏÔÈÅÒ ÏÐÅÒÁÔÉÏÎÓȢ118 

Vanderbilt Television News Archive 

Vanderbilt Television News Archive, a national broadcast news archive, licenses access to its content for annual 

fees ranging from $1,000 to $3,500 (£610 ɀ £2,140). Working in partnership with the Motion Picture, 

Broadcasting, and Recorded Sound Division of the Library of Congress and operating as a part of the Vanderbilt 

University Library, the Television News Archive has been able to monetise its extensive collection (which begins 

×ÉÔÈ ÐÒÏÇÒÁÍÍÅÓ ÒÅÃÏÒÄÅÄ ÉÎ ΧίάήɊ ÂÙ ȬÌÏÁÎÉÎÇȭ ɉÉÅȟ licensing) materials to its subscribers for the above-

mentioned fees.  

 

118 Nancy L. Maron, Ȭ,ȭ)ÎÓÔÉÔÕÔ ÎÁÔÉÏÎÁÌ ÄÅ ÌȭÁÕÄÉÏÖÉÓÕÅÌȡ "ÁÌÁÎÃÉÎÇ -ÉÓÓÉÏÎ-"ÁÓÅÄ 'ÏÁÌÓ ÁÎÄ 2ÅÖÅÎÕÅ 'ÅÎÅÒÁÔÉÏÎȠ #ÁÓÅ 3ÔÕÄÙ 5ÐÄÁÔÅ ΨΦΧΧȟȭ Ithaka, 
sr.ithaka.org/research-publications/ina-update-2011  

http://www.sr.ithaka.org/research-publications/ina-update-2011
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Atavist  

Atavist, Inc. is a digital publishing start-up based in Brooklyn, New York, that began publishing digital-first 

multimedia books on its custom-built platform, and has recently expanded to license the platform, called 

Creatavist, to other content publishers. Creatavist is a digital self-publishing platform with an array of different 

tools that allows users to publish their works using text, video, and audio. Users may also publish one story for 

free. Those who require more than 150MB of storage, or who want unlimited publishing, can pay $10 (£6) per 

month. Institutions can work with Atavist to create their own customised apps and enable e-commerce as well. 

!ÍÏÎÇ #ÒÅÁÔÉÖÉÓÔȭÓ ÅÎÔÅÒÐÒÉÓÅ ÐÁÒÔÎÅÒÓ ÁÒÅ 4%$ #ÏÎÆÅÒÅÎÃÅÓ ,,#ȟ 0ÅÁÒÓÏÎ 0,#ȟ ÔÈÅ Paris Review, the Berkeley 

Graduate School of Journalism and Dartmouth College.119 

eBird 

eBird is an interactive database that gathers information on bird species from enthusiasts and researchers; it is 

ÓÕÐÐÏÒÔÅÄ ÂÙ #ÏÒÎÅÌÌ 5ÎÉÖÅÒÓÉÔÙȭÓ ,ÁÂ ÏÆ /ÒÎÉÔÈÏÌÏÇÙȢ &ÏÒ Á ÌÉÃÅÎÓÉÎÇ ÆÅÅȟ Å"ÉÒÄ ÏÆÆÅÒÓ ÉÔÓ ÄÁÔÁÂÁÓÅ ÔÏ ÒÅÇÉÏÎÁÌ ÁÎÄ 

international wildlife organisations through a customised interface. eBird has two types of customised portals for 

its clients, one for $1,000 (£612) annually and one for $10,000 (£6,120) annually. In 2011, the revenue that eBird 

received from licensing was close to $50,000 (£30,587), representing 17% of its total revenue of $300,000 (£183, 

520).120 

The National Archives 

The National Archives (TNA) of the United Kingdom developed an ambitious plan to digitise 100 million 

documents through partnerships with private companies. The Licensed Internet Associates (LIA) endeavour was 

created to provide a way for partnersɂmost often commercial genealogy websitesɂto assume the costs of 

digitising important series of archives in exchange for a period of exclusive access to the digitised data. In 2009ɀ

10, royalty income from licensing contracts was £2.1 million, compared to £1.5 million in 2008. The LIA venture 

has been an efficient way to digitise these archivesɂwith estimated savings of over £53 million in digitisation 

costs over the first four years of the schemeɂ×ÈÉÌÅ ÇÅÎÅÒÁÔÉÎÇ ÓÏÍÅ ÒÅÖÅÎÕÅ ÔÏ ÃÌÏÓÅ Á ×ÉÄÅÎÉÎÇ ÇÁÐ ÉÎ 4.!ȭÓ 

funding.121 A similar model has been used by the American Antiquarian Society in the United States, as well.  

4ÈÅ "ÒÉÔÉÓÈ ,ÉÂÒÁÒÙȭÓ .Å×ÓÐÁÐÅÒÓ $ÉÇÉÔÉÓÁÔÉÏÎ 0ÒÏÊÅÃÔ 

The British Library is working with Jisc, Brightsolid, and Gale Cengage on the Newspapers Digitisation Project, 

×ÈÉÃÈ ÁÉÍÓ ÔÏ ÄÉÇÉÔÉÓÅ ÏÖÅÒ ΪΦ ÍÉÌÌÉÏÎ ÎÅ×ÓÐÁÐÅÒ ÐÁÇÅÓ ÆÒÏÍ ÔÈÅ "ÒÉÔÉÓÈ ,ÉÂÒÁÒÙȭÓ ÃÏÌÌÅÃÔÉÏÎ ÏÖÅÒ ÔÅÎ ÙÅÁÒÓȢ 4ÈÅ 

British Library, with the help of Jisc, has licensed its collection of newspapers to Brightsolid, a growing IT and 

digital publishing firm located in Dundee, Scotland.122 The British Library receives royalties from Brightsolid, and 

has been able to secure the digitisation of a massive cache of newspapers that it would not have been 

economically feasible for the Library to digitise on its own. The British Newspaper Archive is freely searchable, 

but users who wish to view more than three pages must choose a fee-based package. Choices range from a two-

 

119 Atavist, Inc., FAQ, https://www.atavist.com/faq/ . 

120 -ÁÔÔÈÅ× ,ÏÙȟ ȬÅ"ÉÒÄȡ $ÒÉÖÉÎÇ )ÍÐÁÃÔ ÔÈÒÏÕÇÈ #ÒÏ×ÄÓÏÕÒÃÉÎÇȠ #ÁÓÅ 3ÔÕÄÙ 5ÐÄÁÔÅ ΨΦΧΧȟȭ  Ithaka, sr.ithaka.org/research-publications/ebird-2011  

121  .ÁÎÃÙ ,Ȣ -ÁÒÏÎȟ Ȭ4ÈÅ .ÁÔÉÏÎÁÌ !ÒÃÈÉÖÅÓ ɉ4.!Ɋȡ %ÎÈÁÎÃÉÎÇ ÔÈÅ 6ÁÌÕÅ ÏÆ #ÏÎÔÅÎÔ ÔÈÒÏÕÇÈ 3ÅÌÅÃÔÉÏÎ ÁÎÄ #ÕÒÁÔÉÏÎȠ #ÁÓÅ 3ÔÕÄÙ 5ÐÄÁÔÅ ΨΦΧΧȟȭ Ithaka, 

sr.ithaka.org/research-publications/tna-update-2011 

122 ""# .Å×Óȟ Ȭ/ÎÌÉÎÅ #ÏÍÐÁÎÙ "ÒÉÇÈÔÓÏÌÉÄ3ÅÅÓ 0ÒÏÆÉÔÓ 'ÒÏ×ȟȭ ΨΪ *ÁÎÕÁÒÙ ΨΦΧΨȟ  ""#, bbc.co.uk/news/uk-scotland-scotland-business-16689966 

https://www.atavist.com/faq/
http://www.sr.ithaka.org/research-publications/ebird-2011
http://www.sr.ithaka.org/research-publications/tna-update-2011
http://www.bbc.co.uk/news/uk-scotland-scotland-business-16689966


A guide to the best revenue models and funding sources 
for your digital resources 

Nancy Maron, Ithaka S+R 

 

 

 

Licensing of Content and Software 62 

day pass, which costs £6.95 and allows the user to view up to one hundred pages, to a twelve-month pass, which 

costs £79.95 and offers unlimited pages.123 As of 2012, the British Library reported that there had been 50,000 

unique subscribers to the service, and that 100 million pages had been viewed.124 

The John Johnson Collection: An Archive of Printed Ephemera 

The Electronic Ephemera Project is a public-ÐÒÉÖÁÔÅ ÐÁÒÔÎÅÒÓÈÉÐ ÂÅÔ×ÅÅÎ /ØÆÏÒÄȭÓ "ÏÄÌÅÉÁÎ ,ÉÂÒÁÒÙȟ *ÉÓÃȟ ÁÎÄ 

ProQuestȢ )Ô ÁÉÍÓ ÔÏ ÐÒÏÖÉÄÅ ÁÃÃÅÓÓ ÔÏ άΫȟΦΦΦ ÉÔÅÍÓ ÆÒÏÍ ÔÈÅ "ÏÄÌÅÉÁÎȭÓ *ÏÈÎ *ÏÈÎÓÏÎ #ÏÌÌÅÃÔÉÏÎ ÏÆ 0ÒÉÎÔÅÄ 

Ephemera via 170,000 images and descriptive metadata. Here, Jisc provides the funds and project framework, 

while the Bodleian manages the content and ProQuest delivers the resource and associated services on the 

web.125 0ÒÏ1ÕÅÓÔ ×ÉÌÌ ÁÌÓÏ ÃÏÖÅÒ ÔÈÅ ÏÎÇÏÉÎÇ ÃÏÓÔÓ ÏÆ ÍÁÉÎÔÅÎÁÎÃÅ ÁÎÄ ÔÈÅ ÃÏÓÔ ÏÆ ÃÒÅÁÔÉÎÇ ÔÈÅ ÐÒÏÊÅÃÔȭÓ 

interfaceɂproviding free access within the United Kingdom, but retaining the right to sell access internationally. 

This licensing agreement enables the project to provide access and accomplish digitisation with help from a 

government body to move things along. The licensing of content to the third partyɂProQuestɂcovers costs for 

implementation, but leaves the resource free to U.K. residents.  

Benefits  
» 3ÉÇÎÉÆÉÃÁÎÔ ÅØÐÁÎÓÉÏÎ ÏÆ Á ÐÒÏÊÅÃÔȭÓ ÁÕÄÉÅÎÃÅȟ ×ÈÅÎ ÔÈÅ ÌÉÃÅÎÓÏÒ ÉÎÔÅÎÄÓ ÔÏ ÐÒÏÍÏÔÅ ÔÈÅ ÃÏÎÔÅÎÔ ÔÏ Á ×ÉÄÅÒ ÏÒ 

different audience segment 

» Offers the possibility of moving projects into environments requiring sophisticated technology (such as 

customising content for handheld devices) beyond the scope of existing staff expertise 

» Allows not-for-profits to maintain their day-to-day focus on mission and core competencies 

» Can create opportunities for resource creation and enhancement that benefit the project owner, including 

digitisation and customisation 

» Can subsidise other areas of a project to enable provision of wider access 

Disadvantages 
» Inevitably involves a loss of control of some content; the third partÙ ÌÉÃÅÎÓÉÎÇ ÔÈÅ ÐÒÏÊÅÃÔȭÓ ÃÏÎÔÅÎÔ ÁÎÄ ÏÔÈÅÒ 

outputs may well have different goals 

» Removes originators of the content from direct contact with some portion of audience 

» Need for sophisticated business modelling to understand advantages and disadvantages of a licensing 

model, such as comparing potential income from royalties with potential costs and revenues associated with 

reaching markets directly 

 

123 4ÈÅ "ÒÉÔÉÓÈ .Å×ÓÐÁÐÅÒ !ÒÃÈÉÖÅȟ Ȭ'ÅÔÔÉÎÇ 3ÔÁÒÔÅÄɂ4ÈÅ "ÁÓÉÃÓȟȭ britishnewspaperarchive.co.uk/help-faq/getting -started---the-basics#5ȟ ÁÎÄ Ȭ(Ï× 
-ÕÃÈ $ÏÅÓ )Ô #ÏÓÔ ÔÏ 5ÓÅ 4ÈÉÓ 3ÉÔÅȩȭ britishnewspaperarchive.co.uk/help-faq/how-much-does-it -cost-to-use-this-site#13  

124 0ÁÔÒÉÃË &ÌÅÍÍÉÎÇȟ Ȭ#ÏÎÔÅÎÔȟ #ÏÌÌÁÂÏÒÁÔÉÏÎȟ ÁÎÄ !ÇÇÒÅÇÁÔÅÄ #ÏÎÎÅÃÔÉÖÉÔÙȟȭ ÐÒÅÓÅÎÔÁÔÉÏÎ ÁÔ ΨΦΧΨ )&,! 7ÏÒÌÄ ,ÉÂÒÁÒÙ ÁÎÄ )ÎÆÏÒÍÁÔion Congress, 
Helsinki, ifla2012mikkeli.com/getfile.php?file=142 

125 David Tomkins and Peter Whiteȟ Ȭ&ÉÎÁÎÃÉÎÇ ÔÈÅ Ȭ%ÌÅÃÔÒÏÎÉÃ %ÐÈÅÍÅÒÁȭ 0ÒÏÊÅÃÔ ÔÈÒÏÕÇÈ Á 0ÕÂÌÉÃ-0ÒÉÖÁÔÅ 0ÁÒÔÎÅÒÓÈÉÐȟȭ *ÉÓÃ, 
jisc.ac.uk/media/documents/events/2009/06/tomkins_white_1a.pdf  

http://www.britishnewspaperarchive.co.uk/help-faq/getting-started---the-basics#5
http://www.britishnewspaperarchive.co.uk/help-faq/how-much-does-it-cost-to-use-this-site#13
http://www.ifla2012mikkeli.com/getfile.php?file=142
http://www.jisc.ac.uk/media/documents/events/2009/06/tomkins_white_1a.pdf
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Costs attributable to the revenue model 
» Contractual agreements can be very complex and thus require investment of time and expertise  

» Business development capacity is needed to research and contact potential licensors 

» Editorial or curatorial expertise is needed to select, bundle, or otherwise package and present content in a 

way that is appealing to potential partners 

Key questions to ask if you are considering this model 
» (Ï× ÄÏÅÓ ÔÈÅ ÔÈÉÒÄ ÐÁÒÔÙ ÐÌÁÎ ÔÏ ÍÏÎÅÔÉÓÅ ÍÙ ÃÏÎÔÅÎÔȩ 7ÉÌÌ ÔÈÉÓ ÍÅÔÈÏÄ ÁÌÉÇÎ ×ÉÔÈ ÍÙ ÐÒÏÊÅÃÔȭÓ ÍÉÓÓÉÏÎȩ 

» What are the implications of a licensing agreement for my long-term goals and sustainability? 

» Which type of license would be appropriate, exclusive or nonexclusive? 

» Under a licensing agreement, who would control the product? Would the licensee be permitted to make 

modifications to the project, and to what extent?  

» How long will a license agreement last? 

» What sort of guaranteed or minimum royalties should be paid? What is a reasonable royalty rate?  

Further reading 
!ÓÓÏÃÉÁÔÉÏÎ ÏÆ 2ÅÓÅÁÒÃÈ ,ÉÂÒÁÒÉÅÓȢ Ȭ-ÁÒËÅÔÐÌÁÃÅ ÁÎÄ ,ÉÃÅÎÓÉÎÇȢȭ 4ÏÏÌËÉÔ ÆÏÒ ÇÕÉÄÁÎÃÅ ÃÏÎÃÅÒÎÉÎÇ ÃÏÎÔÅÎÔ 

licensing. arl.org/focus-areas/scholarly-communication/marketplace-licensing. 

,ÏÙȟ -ÁÔÔÈÅ×Ȣ ȬÅ"ÉÒÄȡ $ÒÉÖÉÎÇ )ÍÐÁÃÔ ÔÈÒÏÕÇÈ #ÒÏ×ÄÓÏÕÒÃÉÎÇȠ #ÁÓÅ 3ÔÕÄÙ 5ÐÄÁÔÅ ΨΦΧΧȢȭ Ithaka. 

sr.ithaka.org/research-publications/ebird-2011. 

,ÏÙȟ -ÁÔÔÈÅ×Ȣ ȬeBird: A Two-ÓÉÄÅÄ -ÁÒËÅÔ ÆÏÒ !ÃÁÄÅÍÉÃ 2ÅÓÅÁÒÃÈÅÒÓ ÁÎÄ %ÎÔÈÕÓÉÁÓÔÓȢȭ Ithaka. 

sr.ithaka.org/research-publications/ebird-2009  

Maron, Nancy L. Ȭ,ȭ)ÎÓÔÉÔÕÔ ÎÁÔÉÏÎÁÌ ÄÅ ÌȭÁÕÄÉÏÖÉÓÕÅÌȡ "ÁÌÁÎÃÉÎÇ -ÉÓÓÉÏÎ-Based Goals and Revenue Generation; 

#ÁÓÅ 3ÔÕÄÙ 5ÐÄÁÔÅ ΨΦΧΧȢȭ Ithaka. sr.ithaka.org/research-publications/ina-update-2011 

Maron, Nancy L. Ȭ,ȭ)ÎÓÔÉÔÕÔ ÎÁÔÉÏÎÁÌ ÄÅ ÌȭÁÕÄÉÏÖÉÓÕÅÌ ΨΦΦίȡ &ÒÅÅ #ÏÎÔÅÎÔ ÁÎÄ 2ÉÇÈÔÓ ,ÉÃÅÎÓÉÎÇ ÁÓ #ÏÍÐÌÅÍÅÎÔÁÒÙ 

3ÔÒÁÔÅÇÉÅÓȢȭ Ithaka. sr.ithaka.org/research-publications/ina 

Maron, Nancy L. Ȭ 6Ǫ! )ÍÁÇÅÓȡ )ÍÁÇÅ ,ÉÃÅÎÓÉÎÇ ÁÔ Á #ÕÌÔÕÒÁÌ (ÅÒÉÔÁÇÅ )ÎÓÔÉÔÕÔÉÏÎȢȭIthaka. 

sr.ithaka.org/research-publications/va-images-2009 

Maron, Nancy L. Ȭ6Ǫ! )ÍÁÇÅÓȡ 3ÃÁÌÉÎÇ "ÁÃË ÔÏ 2ÅÆÏÃÕÓ ÏÎ 2ÅÖÅÎÕÅȠ #ÁÓÅ 3ÔÕÄÙ 5ÐÄÁÔÅ ΨΦΧΧȢȭ Ithaka. 

sr.ithaka.org/research-publications/va-update-2011 

3ÔÒÁÔÉÇÏÓȟ !ÎÔÈÅÁȢ ȬΧΦ 4ÉÐÓ ÆÏÒ ,ÉÃÅÎÓÉÎÇ ÁÎÄ 0ÁÒÔÎÅÒÉÎÇȢȭ /ÕÔÓÅÌÌȭÓ "ÌÏÇȟ Χά .ÏÖÅÍÂÅÒ ΨΦΧΧȢ Outsell. 

outsellinc.com/blogs/outsell/2011/11/16/10-tips-for-licensing-and-partnering/#respond 

  

http://www.arl.org/focus-areas/scholarly-communication/marketplace-licensing
http://www.sr.ithaka.org/research-publications/ebird-2011
http://www.sr.ithaka.org/research-publications/ebird-2009
http://www.sr.ithaka.org/research-publications/ina-update-2011
http://www.sr.ithaka.org/research-publications/ina
http://www.sr.ithaka.org/research-publications/va-images-2009
http://www.sr.ithaka.org/research-publications/va-update-2011
http://www.outsellinc.com/blogs/outsell/2011/11/16/10-tips-for-licensing-and-partnering/#respond
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Purchase or pay-per-use 

Introduction  
For those project leaders who are considering charging for access to the content they hold, there are several 

ways to permit users to purchase that content without their having to enter into longer-term agreements, as 

implied by a subscription model.  

Pay-per-use models permit the user to either purchase specific pieces of content (eg. a collection, an article or 

some other unit) or gain access for a limited amount of time (eg. by the hour, day or week) rather than buying 

access to a bundle of content for a sustained period of time, as in a traditional subscription model. Many 

scholarly publishers have introduced these more limited models to appeal to audiences beyond the traditional 

members of scholarly societies or patrons of libraries, who may enjoy access via subscription-based site licenses.  

There are two directions project leaders may come from in considering this model. Publishers who are 

accustomed to selling or licensing access to large collections of content may see pay-per-use as a method for 

content owners to reach potential customers who do not require unlimited access to a digital resource, or who 

may prefer not to have the ongoing relationship with the site publisher that a subscription requires.  

On the other hand, for those content holders who typically offer content to users for free, a pay-per-use model 

need not be out of the question. Many varieties of the freemium model permit publishers to maintain open 

content while carefully developing premium versions of that content, often for niche audiences or specialised 

uses. This model is common among museums and historical societies, where images may be freely available to 

view online, but a fee is charged to those who wish to download high-resolution images or obtain print copies of 

them.  

This is a good fit for 
» Projects whose content is highly valued by users for quality, immediacy, authenticity, or other characteristics 

they are willing to pay for  

» A resource that already charges users, but may want to expand its market by permitting smaller or periodic 

purchases for those uninterested in a subscription 

How it works 
There are many, many varieties of this model, offering users a chance to purchase pieces of content, as opposed 

to collections, or to pay for access for short periods of time, as opposed to annual subscriptions. For those 

projects considering offering both subscription to a large collection and pay-per-use options, clearly 

differentiating the offers is critical; prices are usually set so that frequent users of the resource will recognise the 

financial incentive to subscribe. Project leaders and publishers of all types are actively experimenting with ways 

to offer their content to users in the units that are most appealing to them. Below are descriptions of some of the 

most common forms this can take. 
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Paying by the unit: collections, books, journals, articles 

Projects can charge users access to individual units of content within larger collections, such as a single article or 

a book chapter. The publication branch of the American Chemical Society (ACS) offers a collection of 40 journals 

plus weekly magazines, archives, and books, and members are granted free access to a portion of this content of 

their choosing, plus significant discounts on additional content. For non-members, ACS offers the option of 

purchasing individual journal articles and book chapters both in digital and hard-copy formats through their 

Articles on Command feature.126 

JSTOR, an online database that aggregates content from publishers of scholarly journals, books, and primary 

sources, traditionally offered access to entire collections to libraries and other organisations for a subscription 

fee. Recognising that there were individuals unaffiliated with libraries or other subscribing institutions who were 

interested in the journals but did not want to pay for an entire collection, JSTOR established a new programme, 

Register and Read, specifically tailored to the needs of these individuals. After the user has registered on the 

JSTOR website and created an account, he or she can access some collections for free and also purchase single 

articles. Currently, there are approximately 859 journals that offer single articles for sale.127 

Projects can offer nonregistered users or unaffiliated individuals and institutions smaller sections of a unified 

piece of work such as chapters of a book, or articles. ScienceDirect is a scientific database offering over 11 million 

individual articles and book chapters from more than 2,500 journals and 11,000 books.128 Guest users of 

ScienceDirecÔ ÁÒÅ ÁÂÌÅ ÔÏ ÁÃÃÅÓÓ ÁÎÄ ÐÕÒÃÈÁÓÅ ÓÕÃÈ ÐÉÅÃÅÓ ÏÆ ÃÏÎÔÅÎÔ ÔÈÏÕÇÈ 3ÃÉÅÎÃÅ$ÉÒÅÃÔȭÓ ÐÁÙ-per-view 

model. Prices average from $20 to $40 (£12.40-£24.50) depending on the subject, and the content is available for 

24 hours.129 

Similarly, in the commercial sector, iTunes was revolutionary in allowing users to purchase individual songsɂto 

which they will have access in perpetuityɂas opposed to entire albums. In 2012, more than three quarters of the 

sales of recorded music were purchases of single digital songs, and 63% of these were purchased on iTunes.130 

Paying for limited-time access 

Content holders can offer access in aggregate or sections, for a specific time frame. Anthrosource, supported by 

the American Anthropological Association, is a digital database containing more than 250,000 anthropological 

articles. While members of AAA receive access as a benefit of annual membership, AAA also offers non-

members 24 hour access to individual articles for $12.00 (£7.30) each.131 History Today a monthly magazine that 

has been puÂÌÉÓÈÅÄ ÉÎ ÔÈÅ 5ÎÉÔÅÄ +ÉÎÇÄÏÍ ÓÉÎÃÅ ΧίΫΧȟ ÏÆÆÅÒÓ ÒÅÁÄÅÒÓ ÏÎÅ ×ÅÅËȭÓ ÁÃÃÅÓÓ ÔÏ ÔÈÅÉÒ ÁÒÃÈÉÖÅ ÏÆ ΧΧȟΦΦΦ 

articles dating back to 1980 for a fee of £7.95. Monthly (£15) and annual (£70) passes are also available.132 The 

Vermont newspaper Addison County Independent offers what it calls a one-×ÅÅË ȬÐÁÓÓȭȢ 7ÈÉÌÅ ÏÎÅ ÙÅÁÒ ÏÆ ÁÃÃÅÓÓ 

 

126 !ÍÅÒÉÃÁÎ #ÈÅÍÉÃÁÌ 3ÏÃÉÅÔÙȟ Ȭ!#3 0ÕÂÌÉÃÁÔÉÏÎÓȡ !ÂÏÕÔ 5Óȟȭ  http://pubs.acs.org/page/about-us.htmlȠ Ȭ0ÕÂÌÉÃÁÔÉÏÎÓ "ÅÎÅÆÉÔÓȟȭ 
acs.org/content/acs/en/membership-and-networks/acs/benefits/professional/publications-benefits.html ; aÎÄ Ȭ3ÕÂÓÃÒÉÐÔÉÏÎ )ÎÆÏÒÍÁÔÉÏÎȟȭ 
http://pubs.acs.org/page/subscribe.html 

127 *34/2ȟ Ȭ2ÅÇÉÓÔÅÒ ÁÎÄ 2ÅÁÄȟȭ http://about.jstor.org/rr  

128 3ÃÉ6ÅÒÓÅȟ Ȭ!ÂÏÕÔ 3ÃÉÅÎÃÅ$ÉÒÅÃÔȟȭ info.sciverse.com/sciencedirect/about  

129 3ÃÉ6ÅÒÓÅȟ Ȭ0ÁÙ-per-ÖÉÅ×ȟȭ info.sciverse.com/sciencedirect/buying/individual_article_purchase_options/ppv  

130 !ÄÒÉÅÎ #ÏÖÅÒÔȟ Ȭ! $ÅÃÁÄÅ ÏÆ É4ÕÎÅÓ 3ÉÎÇÌÅÓ +ÉÌÌÅÄ ÔÈÅ -ÕÓÉÃ )ÎÄÕÓÔÒÙȟȭ #..-ÏÎÅÙȟ ΨΫ !ÐÒÉÌ ΨΦΧΩȟ 
http://money.cnn.com/2013/04/25/technology/itunes-music-decline/index.html   

131  !ÍÅÒÉÃÁÎ !ÎÔÈÒÏÐÏÌÏÇÉÃÁÌ !ÓÓÏÃÉÁÔÉÏÎȟ Ȭ!ÎÔÈÒÏ3ÏÕÒÃÅ &!1Óȟȭ aaanet.org/Help/as.cfm 

132 (ÉÓÔÏÒÙ 4ÏÄÁÙȟ Ȭ/ÎÅ 7ÅÅË !ÃÃÅÓÓȟȭ historytoday.com/shop/one-week-access  

http://pubs.acs.org/page/about-us.html
http://www.acs.org/content/acs/en/membership-and-networks/acs/benefits/professional/publications-benefits.html
http://pubs.acs.org/page/subscribe.html
http://about.jstor.org/rr
http://www.info.sciverse.com/sciencedirect/about
http://www.info.sciverse.com/sciencedirect/buying/individual_article_purchase_options/ppv
http://money.cnn.com/2013/04/25/technology/itunes-music-decline/index.html
http://www.aaanet.org/Help/as.cfm
http://www.historytoday.com/shop/one-week-access
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to the online version is $35.00 (£21.40) and home delivery of the print edition is $40.00 (£24.50), delivery service, 

a one-week pass for the online edition is just $2.00 (£1.20).133 

Paying for a number of units for a limited time 

3ÁÆÁÒÉ "ÏÏËÓ /ÎÌÉÎÅȟ ÃÒÅÁÔÅÄ ÂÙ /ȭ2ÅÉÌÌÙ -ÅÄÉÁȟ )ÎÃȢ ÁÎÄ 0ÅÁÒÓÏÎ %ÄÕÃÁÔÉÏÎȟ ÃÏÎÔÁÉÎÓ ÍÏÒÅ ÔÈÁÎ ΨήȟΦΦΦ ÂÏÏËÓ 

and videos from over one hundred publishers of technology-ÒÅÌÁÔÅÄ ÃÏÎÔÅÎÔȢ 4ÈÅ ÂÕÌË ÏÆ 3ÁÆÁÒÉȭÓ ÓÕÂÓÃÒÉÐÔÉÏn 

business is based on institutional customersɂlibraries, corporations, and government offices make up the 

ÍÁÊÏÒÉÔÙ 3ÁÆÁÒÉȭÓ ÓÕÂÓÃÒÉÂÅÒÓɂbut the company has also developed offerings for individuals. Safari Library allows 

users to explore the entire library and have unlimited access to all books and videos in the collection for $42.99 

(£26.30) per month. For those individuals who may not need unlimited access, for $19.99 (£12.20) per month 

(which increases to $27.99 [£17.10] per month after the first six months) users can create an online bookshelf, 

choosing up to ten books and videos from the collection that will be available for 30 days from the time they are 

ÉÎÉÔÉÁÌÌÙ ȬÃÈÅÃËÅÄ ÏÕÔȭȢ134 While this is a modified subscription model, we include it here given its focus on allowing 

the user to choose the particular slice of content for which he or she will pay. 

$ÅÍÁÎÄ ÍÏÄÅÌ ɉȬÐÁÔÒÏÎ-ÄÒÉÖÅÎ ÁÃÑÕÉÓÉÔÉÏÎȭɊ 

An additional type of pay-per-use is offering content in a bundle or collection, but charging users only when they 

actually open or use the content or a section of the content. This demand-based model allows users to explore 

entire collections, yet only charges participants for the specific pieces of content they actually use. For example, 

De Gruyter Online offers libraries and affiliated groups access to its entire content, composed of 50,000 journal 

and book documents and more than 15 million database entries, but charges a fee that reflects how many actual 

units are used, read, or downloaded.135 The library is charged according to how much the patron uses the 

content, from a rental charge if the user merely browses parts of a book, to a full purchase price if the user reads 

and downloads an entire book.136 

Trends 

PDA (or DDA) 

4ÈÅ ÌÁÓÔ ÍÏÄÅÌ ÄÅÓÃÒÉÂÅÄ ÁÂÏÖÅȟ ȬÐÁÔÒÏÎ-drivÅÎȭ ÏÒ ȬÄÅÍÁÎÄ-ÄÒÉÖÅÎȭ ÁÃÑÕÉÓÉÔÉÏÎ ɉ0$!ȟ ÏÒ $$!Ɋȟ ÈÁÓ ÅÍÅÒÇÅÄ ÏÖÅÒ 

the past five years, and promises to radically alter the way publishers are providing content to institutions. 

Rather than packaging a bundle of content for sale or license to a library, with the institution paying for it up 

ÆÒÏÎÔȟ ÐÕÂÌÉÓÈÅÒÓ ÁÒÅ ÏÆÆÅÒÉÎÇ ȬÐÁÔÒÏÎ-ÄÒÉÖÅÎȭ ÏÒ ȬÄÅÍÁÎÄ-ÄÒÉÖÅÎȭ ÁÃÑÕÉÓÉÔÉÏÎ ÍÏÄÅÌÓ. In this model, the library 

helps to select a group of titles that will become searchable by its patrons. Only once the patrons have chosen to 

ÕÓÅ ÔÈÅ ÔÉÔÌÅÓ ɉÁÃÃÏÒÄÉÎÇ ÔÏ ÃÒÉÔÅÒÉÁ ÔÈÅ ÐÕÂÌÉÓÈÅÒ ÈÁÓ ÅÓÔÁÂÌÉÓÈÅÄ ÔÏ ÄÅÍÏÎÓÔÒÁÔÅ ÓÉÇÎÉÆÉÃÁÎÔ ȬÕÓÅȭɊ ÉÓ ÔÈÅ ÌÉÂÒÁÒÙ 

 

133  Addison Independent, addisonindependent.com/onlinesubscribe  

134  3ÁÆÁÒÉ "ÏÏËÓ /ÎÌÉÎÅȟ Ȭ!ÂÏÕÔ 3ÁÆÁÒÉ "ÏÏËÓ /ÎÌÉÎÅȟȭ safaribooksonline.com/about-us (accessed 17 May 2013). Information about the offerings for 
individuals is available athttps://ssl.safaribooksonline.com/trial?iid=b2c-trialbutton -subscriptions-link  

135  $Å 'ÒÕÙÔÅÒȟ Ȭ0ÁÔÒÏÎ $ÒÉÖÅÎ !ÃÑÕÉÓÉÔÉÏÎȡ ! -ÏÄÅÌ ÆÏÒ 0ÒÏÖÉÄÉÎÇ #ÏÍÐÌÅÔÅ !ÃÃÅÓÓ ÔÏ %ÌÅÃÔÒÏÎÉÃ #ÏÎÔÅÎÔ 7ÈÉÌÅ ,ÉÍÉÔÉÎÇ #ÏÓÔÓ &ÏÒ ,ÉÂÒÁÒÉÅÓȟȭ ×ÈÉÔÅ ÐÁÐÅÒȟ 
8 November 2012, degruyter.com/staticfiles/pdfs/wp_PDA_EN.pdf 

136 *ÏÓÅÐÈ %ÓÐÏÓÉÔÏȟ Ȭ0$! ÁÎÄ )ÎÔÅÒ-ÌÉÂÒÁÒÙ ,ÏÁÎȟȭ Scholarly Kitchen, 13 March 2012, http://scholarlykitchen.sspnet.org/2012/03/13/pda-and-inter-
library-loan/  

http://www.addisonindependent.com/onlinesubscribe
http://www.safaribooksonline.com/about-us
https://ssl.safaribooksonline.com/trial?iid=b2c-trialbutton-subscriptions-link
http://www.degruyter.com/staticfiles/pdfs/wp_PDA_EN.pdf
http://scholarlykitchen.sspnet.org/2012/03/13/pda-and-inter-library-loan/
http://scholarlykitchen.sspnet.org/2012/03/13/pda-and-inter-library-loan/
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obliged to pay. Libraries or other customers do not pay, then, for content that their patrons never use. While this 

poses some threÁÔ ÔÏ ÐÕÂÌÉÓÈÅÒÓ ÕÓÅÄ ÔÏ ÓÅÌÌÉÎÇ ÃÏÎÔÅÎÔ ȬÊÕÓÔ ÉÎ ÃÁÓÅȟȭ ÔÈÉÓ ÍÏÄÅÌ ÁÌÓÏ ÃÁÒÒÉÅÓ ÔÈÅ ÐÏÔÅÎÔÉÁÌ ÂÅÎÅÆÉÔ 

of compensating the publisher for those books that are used more than others. While in the past, systems 

including Interlibrary Loan have permitted library systems to effectively share one copy of a book among many 

institutions, this metered approach requires each institution to pay based on usage. If usage is very low, no fee is 

assessed; if usage is higher than the threshold established (typically a certain number of accesses of a particular 

ÔÙÐÅɊȟ ÔÈÅ ÌÉÂÒÁÒÙ ÍÁÙ ÂÅ ÏÂÌÉÇÅÄ ÔÏ ÐÕÒÃÈÁÓÅ ÁÄÄÉÔÉÏÎÁÌ ȬÃÏÐÉÅÓȢȭ137 

There are many systems in place to determine just exactly what constitutes the level of usage that triggers a 

purchase. Some triggers we have seen include: 

» Viewing ten pages of the body of a book in one single session 

» Viewing a book for more than five minutes 

» Copying or printing 

Micropayments 
The notion of micropayments has attracted attention over the past decade or so. This is based on the idea that 

people might be willing to pay for pieces of content even smaller than a book chapter or a journal article, say, a 

newspaper article or a comic strip, for a few pence per piece. Internet commentator Clay Shirky argued against 

ÍÉÃÒÏÐÁÙÍÅÎÔÓ ÂÁÃË ÉÎ ΨΦΦΦȟ ÏÎ ÔÈÅ ÇÒÏÕÎÄÓ ÔÈÁÔ ȬÕÓÅÒÓ ÈÁÔÅ ÔÈÅÍȭ ÂÅÃÁÕÓÅȟ ÁÍÏÎÇ ÏÔÈÅÒ ÔÈÉÎÇÓȟ ÔÈÅÙ ÄÏÎȭÔ ÅÎÄ 

up saving users any time or anxiety in the transaction process, since people cannot help but try to evaluate the 

value of what they are buying, even if the cost is low.138 Some early champions of the model, including cartoonist 

3ÃÏÔÔ -Ã#ÌÏÕÄȟ ÆÏÕÎÄ ÔÈÁÔ ÔÈÅÉÒ ÅØÐÅÒÉÍÅÎÔÓ ÄÉÄ ÎÏÔ ÓÕÃÃÅÅÄȢ -Ã#ÌÏÕÄȭÓ ×ÅÂ ÃÏÍÉÃ The Right Number was 

available via BitPass for 25 cents (15p) per issue, but by 2007, BitPass had gone out of business, and McCloud 

chose to make the comic available for free.139 

In 2009 the topic heated up again, as newspapers, eager for new models to support their content, considered 

micropayments anew. Optimism from the world of journalism was met with scepticism from pundits, the tenor 

ÏÆ ÔÈÅ ÒÅÓÐÏÎÓÅ ÃÈÁÒÁÃÔÅÒÉÓÅÄ ÂÙ ÁÒÔÉÃÌÅÓ ÌÉËÅ Ȭ4ÈÅÙȭÒÅ 4ÁÌËÉÎÇ ÁÂÏÕÔ -ÉÃÒÏÐÁÙÍÅÎÔÓȢ !ÇÁÉÎȟȭ140 and Shirky 

stressing that micropayments tend to give users the feeliÎÇ ÏÆ ÂÅÉÎÇ ȰÎÉÃËÅÌ-and-ÄÉÍÅÄȟȱ ÕÌÔÉÍÁÔÅÌÙ ÅÎÃÏÕÒÁÇÉÎÇ 

them to go around the system.141 Indeed, over the past decade, there are far more examples of failed attempts 

to facilitate micropayments than there are of successes.142 

That said, some evidence points to a resurgence of optimism about this model, given perhaps the widespread 

adoption of mobile and other advancements in technology and software. Google introduced Google OnePass in 

 

137 *ÏÓÅÐÈ *Ȣ %ÓÐÏÓÉÔÏȟ Ȭ! 0ÕÂÌÉÓÈÅÒȭÓ 3ÔÒÁÔÅÇÙ ÆÏÒ 0ÁÔÒÏÎ-Driven Acquisitions ɉ0$!Ɋȟȭ Scholarly Kitchen, 21 May 2012, 
http://scholarlykitchen.sspnet.org/2012/05/21/a-publishers-strategy-for-patron-driven-acquisitions-pda/  

138 #ÌÁÙ 3ÈÉÒËÙȟ Ȭ4ÈÅ #ÁÓÅ !ÇÁÉÎÓÔ -ÉÃÒÏÐÁÙÍÅÎÔÓȟȭ Χί $ÅÃÅÍÂÅÒ ΨΦΦΦȟ OpenP2P, openp2p.com/pub/a/p2p/2000/12/19/micropayments.html  

139 Clay 3ÈÉÒËÙȟ Ȭ3ÏÒÒÙȟ 7ÒÏÎÇ .ÕÍÂÅÒȡ -Ã#ÌÏÕÄ !ÂÁÎÄÏÎÓ -ÉÃÒÏÐÁÙÍÅÎÔÓȟȭ -ÁÎÙΨ-ÁÎÙ ÂÌÏÇȟ ΨΫ !ÐÒÉÌ ΨΦΦέȟ Corante, 

http://many.corante.com/archives/2007/04/25/sorry_wrong_number_mccloud_abandons_micropayments.php 

140 ,ÅÓ *ÏÎÅÓȟ Ȭ4ÈÅÙ΄ÒÅ 4ÁÌËÉÎÇ ÁÂÏÕÔ -ÉÃÒÏÐÁÙÍÅÎÔÓȢ !ÇÁÉÎȟȭ .Ï 3ÉÌÅÎÃÅ (ÅÒÅ ÂÌÏÇȟ έ &ÅÂÒÕÁÒÙ ΨΦΦίȟ Knoxnews.com, 

http://blogs.knoxnews.com/silence/archives/2009/02/theyre_talking.shtml 

141  #ÌÁÙ 3ÈÉÒËÙȟ Ȭ7ÈÙ 3ÍÁÌÌ 0ÁÙÍÅÎÔÓ 7ÏÎȭÔ 3ÁÖÅ 0ÕÂÌÉÓÈÅÒÓȟȭ ί &ÅÂÒÕÁÒÙ ΨΦΦίȟ Clay Shirky, shirky.com/weblog/2009/02/why-small-payments-wont -

save-publishers/. 

142 Wikipediaȟ Ȭ-ÉÃÒÏÐÁÙÍÅÎÔȟȭ http://en.wikipedia.org/wiki/Micropayment . 

http://scholarlykitchen.sspnet.org/2012/05/21/a-publishers-strategy-for-patron-driven-acquisitions-pda/
http://www.openp2p.com/pub/a/p2p/2000/12/19/micropayments.html
http://many.corante.com/archives/2007/04/25/sorry_wrong_number_mccloud_abandons_micropayments.php
http://blogs.knoxnews.com/silence/archives/2009/02/theyre_talking.shtml
http://www.shirky.com/weblog/2009/02/why-small-payments-wont-save-publishers/
http://www.shirky.com/weblog/2009/02/why-small-payments-wont-save-publishers/
http://en.wikipedia.org/wiki/Micropayment


A guide to the best revenue models and funding sources 
for your digital resources 

Nancy Maron, Ithaka S+R 

 

 

 

Purchase or pay-per-use 68 

2011, expanded to the Google Wallet in 2012,143 and PayPal launched a micropayment system in 2010. Both are 

aimed at reducing the friction of transaction for even small sums.144 Znak It, a new entrant in the field, is making 

a go of it, though its founder admits that he has had difficulty gaining clients for this service.145 

Content holders now experimenting with micropayments include Random House, with its experimental 

interactive fiction app called Black Crown.146 Google Wallet has begun to work with content holders, including 

Oxford Reference, Dorling Kindersley, and Pearson's Peachpit, all of which are suppliers of education and 

reference content, but this seems to be still in early days. 

Benefits  
» Pay-per-use can broaden the audience of a subscription-based model by appealing to users who are unable 

or unwilling to commit to a longer term or more expensive obligation 

» Pay-per-use can allow users to purchase the precise material they need even when it is part of a broader 

context 

» It provides a low-cost way to test the demand for a single unit of a resource 

Disadvantages 
» This model may conflict with mission-based mandates to not charge for content. (For more on open models 

that can include revenue generation, see article on freemium models)  

» For those already running a subscription service, prices must be set carefully, to provide a service to a new 

category of users while not undermining the existing subscription base 

» Establishing a system to invoice or accept payments may require extra resources 

» Content aggregators looking to do this may have to negotiate new terms with rights holders 

Costs attributable to the revenue model 
» Licensing an access and payment module, and perhaps paying fees for transactions on those platforms 

» Legal, accounting and customer service expenses  

» Online platform and search engine might need to be optimised 

 

143 2ÏÂÅÒÔ !ÎÄÒÅ×Óȟ Ȱ'ÏÏÇÌÅ 2ÅÂÏÏÔÉÎÇ #ÏÎÔÅÎÔ -ÉÃÒÏÐÁÙÍÅÎÔÓ )ÎÉÔÉÁÔÉÖÅ ÕÎÄÅÒ 7ÁÌÌÅÔȟȱ paidContent, 3 October 2012, 
http://paidcontent.org/2012/10/03/google-relaunching-content-micropayments-initiative -under-wallet/  

144 $ÁÖÅ ,ÅÅȟ Ȱ-ÉÃÒÏÐÁÙÍÅÎÔÓȡ 7ÏÕÌÄ 9ÏÕ 0ÁÙ ΨΦÐ ÔÏ 2ÅÁÄ ÁÎ !ÒÔÉÃÌÅȩȱ Χί .ÏÖÅÍÂÅÒ ΨΦΧΨȟ BBC News, bbc.co.uk/news/business-20395407. 

145  -ÁÔÔÈÅ× )ÎÇÒÁÍȟ Ȱ4ÈÉÎË -ÉÃÒÏÐÁÙÍÅÎÔÓ ÆÏÒ -ÅÄÉÁ #ÁÎȭÔ 7ÏÒËȩ 'ÒÅÇ 'ÏÌÅÂÉÅÓ×ÓËÉ 3ÁÙÓ 9ÏÕ !ÒÅ 7ÒÏÎÇȟȱ paidContent,6 May 

2013,http://paidcontent.org/2013/05/06/think -micropayments-for-media-cant-work-greg-golebiewski-says-you-are-wrong/. 

146 0ÈÉÌÉÐÐÁ 7ÁÒÒȟ Ȭ"ÌÁÃË #ÒÏ×Î "ÒÉÎÇÓ -ÉÃÒÏÐÁÙÍÅÎÔÓ ÔÏ )ÎÔÅÒÁÃÔÉÖÅ &ÉÃÔÉÏÎȟȭ Wired.co.uk, 15 April 2013, wired.co.uk/news/archive/2013-04/15/black-

crown-interactive-fiction  
 

http://paidcontent.org/2012/10/03/google-relaunching-content-micropayments-initiative-under-wallet/
http://www.bbc.co.uk/news/business-20395407
http://paidcontent.org/2013/05/06/think-micropayments-for-media-cant-work-greg-golebiewski-says-you-are-wrong/
http://www.wired.co.uk/news/archive/2013-04/15/black-crown-interactive-fiction
http://www.wired.co.uk/news/archive/2013-04/15/black-crown-interactive-fiction
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Key questions to ask if you are considering this model 
» Who are my end users, what are their needs, and would they be willing to pay for my content or sections of 

it? 

» Is there an intrinsic value in the individual sections that make up the total body of content? Will there be a 

demand from users to purchase them independently? 

» Is there really sufficient demand outside my targeted audience to justify the effort to establish this new 

pricing model? 

» Is my metadata optimised to attract users beyond core subscribers? What information is needed for users to 

be able to determine whether something is worth purchasing? 

Further reading 
$Å 'ÒÕÙÔÅÒȢ Ȭ0ÁÔÒÏÎ $ÒÉÖÅÎ !ÃÑÕÉÓÉÔÉÏÎȡ ! -ÏÄÅÌ ÆÏÒ 0ÒÏÖÉÄÉÎÇ #ÏÍÐÌÅÔÅ !ÃÃÅÓÓ ÔÏ %ÌÅÃÔÒÏÎÉÃ #ÏÎÔÅÎÔ 7ÈÉÌÅ 

Limiting Costs For LiÂÒÁÒÉÅÓȢȭ 7ÈÉÔÅ ÐÁÐÅÒȢ DeGruyter. degruyter.com/staticfiles/pdfs/wp_PDA_EN.pdf 

%ÓÐÏÓÉÔÏȟ *ÏÓÅÐÈ *Ȣȟ +ÉÚÅÒ 7ÁÌËÅÒȟ ÁÎÄ 4ÅÒÒÙ %ÈÌÉÎÇȢ Ȭ0$! ÁÎÄ ÔÈÅ 5ÎÉÖÅÒÓÉÔÙ 0ÒÅÓÓȢȭ Scholarly Kitchen, 26 

September 2013. http://scholarlykitchen.files.wordpress.com/2012/10/pda-and-the-university-press-5-2-

final.pdf . 

&ÌÁÃÙȟ -ÉËÅȢ Ȭ'ÏÏÇÌÅ ,ÁÕÎÃÈÅÓ -ÉÃÒÏÐÁÙÍÅÎÔÓ 3ÅÒÖÉÃÅ ÆÏÒ 7ÅÂ #ÏÎÔÅÎÔȢȭ Digital Trends, 2 October 2012. 

digitaltrends.com/web/google-launches-micropayments-for-web-content/ . 

Gasser, Urs, David 2Ȣ /ȭ"ÒÉÅÎ ÁÎÄ *ÏÈÎ 'Ȣ 0ÁÌÆÒÅÙ *ÒȢ Ȭ%ÂÏÏËÓ ÉÎ ,ÉÂÒÁÒÉÅÓȡ ! "ÒÉÅÆÉÎÇ $ÏÃÕÍÅÎÔ $ÅÖÅÌÏÐÅÄ ÉÎ 

Preparation for a Workshop on E-,ÅÎÄÉÎÇ ÉÎ ,ÉÂÒÁÒÉÅÓȢȭ "ÅÒËÍÁÎ#ÅÎÔÅÒ 2ÅÓÅÁÒÃÈ 0ÕÂÌÉÃÁÔÉÏÎ .ÏȢ ΨΦΧΨɀ15. 

http://papers.ssrn.com/sol3/papers.cfm?abstract_id=2111396 See especially p. 10. 

)ÎÇÒÁÍȟ -ÁÔÔÈÅ×Ȣ Ȭ4ÈÉÎË -ÉÃÒÏÐÁÙÍÅÎÔÓ ÆÏÒ -ÅÄÉÁ #ÁÎȭÔ 7ÏÒËȩ 'ÒÅÇ 'ÏÌÅÂÉÅ×ÓËÉ 3ÁÙÓ 9ÏÕ !ÒÅ 7ÒÏÎÇȢȭ 

paidContent, 6 May 2013. http://paidcontent.org/2013/05/06/think -micropayments-for-media-cant-work-

greg-golebiewski-says-you-are-wrong/ 

Examples 

Addison County Independent, addisonindependent.com/onlinesubscribe  

AnthroSource, aaanet.org/Help/as.cfm#  

DeGruyter, degruyter.com/page/428 

GoogleWallet, google.com/wallet/buy-online/ 

History Today, historytoday.com/shop/one-week-access, 

JSTOR, http://about.jstor.org/individuals  

PayPal, https://www.paypalobjects.com/IntegrationCenter/ic_micropayments.html  

Safari Library, safaribooksonline.com/  

http://www.degruyter.com/staticfiles/pdfs/wp_PDA_EN.pdf
http://scholarlykitchen.files.wordpress.com/2012/10/pda-and-the-university-press-5-2-final.pdf
http://scholarlykitchen.files.wordpress.com/2012/10/pda-and-the-university-press-5-2-final.pdf
http://www.digitaltrends.com/web/google-launches-micropayments-for-web-content/
http://papers.ssrn.com/sol3/papers.cfm?abstract_id=2111396
http://paidcontent.org/2013/05/06/think-micropayments-for-media-cant-work-greg-golebiewski-says-you-are-wrong/
http://paidcontent.org/2013/05/06/think-micropayments-for-media-cant-work-greg-golebiewski-says-you-are-wrong/
http://www.addisonindependent.com/onlinesubscribe
http://www.aaanet.org/Help/as.cfm
http://www.degruyter.com/page/428
http://www.google.com/wallet/buy-online/
http://www.historytoday.com/shop/one-week-access
http://about.jstor.org/individuals
https://www.paypalobjects.com/IntegrationCenter/ic_micropayments.html
http://www.safaribooksonline.com/
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Sciencedirect, info.sciverse.com/sciencedirect/buying/individual_article_purchase_options  

Znak It, znakit.com/files/pdf/Pilot_results_Znak_it_white_paper.pdf  

  

http://www.info.sciverse.com/sciencedirect/buying/individual_article_purchase_options
http://www.znakit.com/files/pdf/Pilot_results_Znak_it_white_paper.pdf
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Philanthropy 

Introduction  
7ÈÉÌÅ ÐÈÉÌÁÎÔÈÒÏÐÙ ÁÎÄ ÉÔÓ ÅÍÂÒÁÃÅ ÏÆ ȬÐÒÉÖÁÔÅ ÁÃÔÓ ÆÏÒ ÔÈÅ ÐÕÂÌÉÃ ÇÏÏÄȭ ÅØÐÌÉÃÉÔÌÙ ÓÅÐÁÒÁÔÅÓ ÔÈÅ ÁÃÔ ÏÆ ÇÉÖÉÎÇ ÆÒÏÍ 

any expectation of material return, leaders of digital activities by now have likely realised that the world of 

charitable giving can be just as competitive an environment as the commercial world. Demand for donated 

resources far exceeds supply. 

In the academic and cultural sectors, public and private grant funding has been a pillar of efforts to develop 

digital resources since the mid-1990s, and remains so today. Other forms of major gift, including campaigns to 

build an endowment, have found some success in this sector. In addition, the internet, and the rise of social 

media in particular over the past few years, have given rise to new forms of online fundraising and greatly 

facilitated charitable giving. Even the smallest ventures have the potential to amass followers on Twitter and 

friends on Facebook and to build lists of potential donors via their own websites. 

The sections below will discuss in turn the characteristics of grant funding, endowments, and online fundraising. 

Common to all of these models of philanthropy, however, is the need to make a strong case to whomever it is 

you are expecting to support your work.  

1. Grant Funding 
Grant funding is, of course, a critical source of funds for innovation in academic resources. Initial investment to 

create a digital resource often derives from grant funding, and many project leaders continue to seek grant 

support for subsequent stages of development. As most not-for-profit project leaders have considerable 

experience in pursuing and securing grant funding, and given the different perspectives of different funders, we 

will not address the issue at length. But we offer here some food for thought for those contemplating grant 

funding for start-up or continued resource development. 

» Structure a project in stages. Funders of digital ideas most often seek to invest in new creations or 

innovative approaches, not to sustain a project already built. How can the long-term structure of the activity 

be conceived in a way that new phases of growth are organic to the project and not just tacked on, in an 

effort to secure a new round of funding, when the current round is coming to a close? 

» Consider the funder a type of customer. Giving away money effectively and in ways that have positive 

impact on a community is very challenging. Well-ÆÒÁÍÅÄ ÐÌÁÎÓ ×ÉÌÌ ÔÁËÅ ÔÈÅ ÆÕÎÄÅÒȭÓ ÍÉÓÓÉÏÎ ÁÎÄ ÇÒÁÎÔ 

making objectives into account. Such projects will also provide clear arguments for how their proposed 

activities will heÌÐ ÔÈÅ ÇÒÁÎÔ ÍÁËÅÒ ÁÃÈÉÅÖÅ ÉÔÓ ÏÂÊÅÃÔÉÖÅÓ ɉÎÏÔ ÊÕÓÔ ÈÏ× ÔÈÅ ÆÏÕÎÄÁÔÉÏÎȭÓ ÍÏÎÅÙ ÃÁÎ ÈÅÌÐ ÔÈÅ 

grantee achieve its objectives!). 

» Think beyond the grant, even before the grantȢ )Î ÓÅÅËÉÎÇ ÇÒÁÎÔ ÆÕÎÄÉÎÇȟ Á ÓÏÒÔ ÏÆ ȬÃÏÎÔÅÓÔ ÃÕÌÔÕÒÅȭ ÔÅÎÄÓ ÔÏ 

prevail, where winning a grant becomes the goal. This can have the effect of de-emphasising the long road 

ahead. Funders have begun to require that applicants submit data management plans and sustainability 

plans, as they want to see the impact of the work they support carried into the future and shared broadly. 
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» Keep in mind that funders may be subject to economic pressures. While some areas, such as scientific 

research, have weathered difficult economic times, many funders in the humanities and social sciences 

experience the same financial pressures that are felt in the academic and cultural sectors. Grant seeking is a 

reasonable activity for projects that are continuing to demonstrate value and to grow. But diversifying the 

type of grant that is sought (approaching both public and private funders, for example) may be one way to 

protect against the possibility of a critical revenue stream drying up. 

This is a good fit for 

» Projects that are continuing to grow and can identify discreet new phases of development 

» Project leaders who have been successful with previous ventures, and can demonstrate success and impact 

» Projects whose aims align with the grant making priorities of funders 

2. Endowment 
The endowment model is well established on college and university campuses in the United States as a way to 

sustain the institution as a whole as well as special projects, and faculty chairs. It is less common in countries 

whose academic and cultural institutions are more fully supported by government subsidy and where private 

philanthropy plays a lesser role.  

This is a good fit for  

Projects that  

» are able to make the case for the importance of their resources to indirect beneficiaries such as host 

institutions and other donors 

» have access to fundraising staff or other development support  

» have developed strong relationships with a group of core supporters or donors 

» are able to identify attributes of importance to potential funders (high-quality content, open access, cross-

disciplinary appeal)  

How does it work? 

Building an endowment entails accumulating enough capital that an activity or operation can be supported by 

the income from investments and interest on that capital, without tapping into the funds themselves. Once an 

endowment is established, organisations typically spend approximatelÙ Ϊ ÔÏ Ϋϻ ÏÆ ÔÈÅ ÅÎÄÏ×ÍÅÎÔȭÓ ÔÏÔÁÌ ÖÁÌÕÅ 

per year. (In the United States, foundations with endowments are required to spend a minimum of 5% of their 

endowment value per year.) This means that in order to rely solely on this method of funding operations on an 

ongoing basis, projects need to raise an endowment that is approximately twenty times their annual operating 

budget. 

This model is appealing for several reasons: once built, an endowment can, in theory, support the ongoing 

activities over time, as the endowment, wisely invested, continues to generate interest and returns on 
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investment that are used by the project for its ongoing costs. In practice, however, this model can be difficult to 

implement and carries certain risks, such as a dependence on the maÒËÅÔȭÓ ÐÅÒÆÏÒÍÁÎÃÅȟ ×ÈÉÃÈ ÉÓ ÃÏÍÐÌÅÔÅÌÙ ÏÕÔ 

ÏÆ ÁÎÙÏÎÅȭÓ ÈÁÎÄÓȢ147 

The National Endowment for the Humanities (U.S.) has an office of Challenge Grants.148 The grants are intended 

to be matched by fundraising the project team will do, and past and current grantees have sought the grants 

specifically to build endowments. During autumn 2012, NEH awarded 15 new Challenge Grants, of which ten 

were specifically to build endowments, and two were specifically aimed at digital humanities projects.149 

Case Studies 

Stanford Encyclopedia of Philosophy 

The Stanford Encyclopedia of Philosophy is a dynamic open-access reference source whose entries are written 

by philosophy scholars and then reviewed by an editorial board before they are made public.SEP has reported 

that it is making progress towards its endowment goal of $4 million (£2.45 million):150 over $2.2 million (£1.35 

million) has been raised by contributing library partners (that total includes a $500,000 (£305,900) challenge 

grant from the NEH), and Stanford University has raised $1.125 million (£688,200,000) through its own 

development efforts. 

Encyclopedia Virginia 

The Encyclopedia Virginia, developed by the Virginia Foundation for the Humanities, is an interactive online 

resource that explores the cultural, political, and economic history of Virginia. In 2008, project leaders raised $1.5 

million (£917,600,000) from corporate and individual donors to create an endowment that would help the 

Encyclopedia begin to have an additional revenue stream, apart from the support it gets from the Virginia 

Foundation for the Humanities.151 

Benefits 

» An endowment offers an ongoing, steady revenue source  

» Raising an endowment encourages community support and buy-in for a well-established resource  

Disadvantages 

» Projects funded through an endowment will always have to support free ridersɂthose who never choose to 

contribute, but still benefit from using the resource, and the number of such users is likely to grow if reliance 

on endowments proliferates 

 

147 +ÁÔÈÒÙÎ 7Ȣ -ÉÒÅÅȟ Ȭ&ÒÏÍ 4ÈÅÏÒÙ ÔÏ 0ÒÁÃÔÉÃÅȡ 4ÈÒÅÅ 3ÕÃÃÅÓÓÆÕÌ -ÏÄÅÌÓ ÔÏ "ÕÉÌÄ Endowmentȟȭ ΨΦΦΩȟ Kathryn W. Miree and Associates, Inc., 
kathrynmireeandassociates.com/PDF/Three%20Successful%20Models%20to%20Build%20Endowment.pdf  

148 National Endowment for the Humanities, Office of Challenge Grants, neh.gov/divisions/challenge  

149 .%( /ÆÆÉÃÅ ÏÆ #ÈÁÌÌÅÎÇÅ 'ÒÁÎÔÓȟ Ȭ#ÈÁÌÌÅÎÇÅ 'ÒÁÎÔÓ !×ÁÒÄÓ  ,ÉÓÔ .ÏÖÅÍÂÅÒ ΨΦΧΨȟȭ 
neh.gov/files/divisions/challenge/challenge_grants_awards_list_november_2012.pdf  

150 *ÕÌÉÅ "ÏÂÁÙȟ Ȭ3ÔÁÎÆÏÒÄ %ÎÃÙÃÌÏÐÅÄÉÁ ÏÆ 0ÈÉÌÏÓÏÐÈÙȟȭ 0Ï×ÅÒ0ÏÉÎÔ ÐÒÅsentation at2012 ALA Conference,  

http://ala12.scheduler.ala.org/files/ala12/Julie_Bobay_StanfordEncyclopediaOfPhilosophy.pdf  

151 Interview with Matthew Gibson, Director of Digital Initiatives and Editor, Encyclopedia Virginia, 18 June 2013.  

http://www.kathrynmireeandassociates.com/PDF/Three%20Successful%20Models%20to%20Build%20Endowment.pdf
http://www.neh.gov/divisions/challenge
http://www.neh.gov/files/divisions/challenge/challenge_grants_awards_list_november_2012.pdf
http://ala12.scheduler.ala.org/files/ala12/Julie_Bobay_StanfordEncyclopediaOfPhilosophy.pdf
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» To be sustained by endowment income, a project must raise an endowment totalling 20 times its annual 

operating budget; this goal must be approached as any other major fundraising drive by a university or 

cultural institution, and it is not clear that many online projects have access to the necessary fundraising 

apparatus and relationships to do this 

» The endowment model has the risk of insulating a project from the needs of its market, since the funding is 

contributed up front 

» Since the endowment target is often calibrated to support a skeletal level of funding, there is little room to 

ÇÒÏ× ÏÒ ÅÖÏÌÖÅ ÉÎÔÏ ÓÏÍÅÔÈÉÎÇ ÖÅÒÙ ÄÉÆÆÅÒÅÎÔ ÓÈÏÕÌÄ ÉÔÓ ÕÓÅÒÓȭ ÎÅÅÄÓ ÃÈÁÎÇÅȢ )Æ Á ÐÒÏÊÅÃÔ ÍÁËÅÓ ÔÈÅ ÃÁÓÅ ÔÈÁÔ 

it needs to raise over £3 million to cover £150,000 in yearly operating expenses, will there be funds available 

to pursue capital projects?  

Costs attributable to this revenue model 

» Staff required to develop and organise the donations to create an endowment 

» Costs of financial advisory and management services 

Key questions to ask if you are considering this model 

» Will it be possible for us to appeal to libraries for up-front contributions that will permanently free both sides 

from the logistics of a subscription model, especially when annual subscription prices are rising and budgets 

are being cut? 

» How will we raise in endowment, when there are obviously limited funds available from our existing direct 

beneficiaries? 

3. Online Fundraising 
The democratisation of the internet has led to rapid growth in online fundraising, as new ventures of many kinds 

have embraced the power of the web to reach large numbers of potential donors quickly and cheaply. The online 

fundraising model relies on receiving contributions from either individuals or organisations; online fundraising 

campaigns may differ in the audiences they target, the resources they devote to outreach, and the revenue they 

aim to generate. 

Blackbaud, a firm that specialises in fundraising software for use by non-profits, recently issued a report 

highlighting the key factors they cited for having helped them increase online donations:152 

» &ÏÃÕÓÉÎÇ ÏÎ ÉÍÐÒÏÖÉÎÇ ÔÈÅ ÏÒÇÁÎÉÓÁÔÉÏÎȭÓ ×ÅÂÓÉÔÅȟ ÏÒ ÉÎÃÒÅÁÓÉÎÇ ÔÈÅ ÁÃÃÅÓÓÉÂÉÌÉÔÙ ÏÆ ÉÔÓ ×ÅÂÓÉÔÅ 

» Making efforts to increase public awareness of online donation options through improved strategic 

communications, including emails and newsletters 

» A cultural change towards acceptance of online transactions in general, including online donations 

 

152 "ÌÁÃËÂÁÕÄȟ )ÎÃȢȟ ȬΨΦΧΨ 3ÔÁÔÅ ÏÆ ÔÈÅ .ÏÎÐÒÏÆÉÔ )ÎÄÕÓÔÒÙȡ 3ÕÒÖÅÙ 3ÕÍÍÁÒÙ 2ÅÐÏÒÔȟȭ /ÃÔÏÂÅÒ ΨΦΧΨȟ 

https://www.blackbaud.com/files/resources/soni_final_2012.pdf 
 

https://www.blackbaud.com/files/resources/soni_final_2012.pdf
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» Adoption of new software and technologies to make online donation options more available and easier to 

use 

Development in philanthropy has also been driven by the use of third-party fundraising platforms, commonly 

known as crowd-funding sites. While the websites of many not-for-profit organisations feature links to allow 

people to make donations, the implementation of more dynamic means of giving has been very successful for 

them too. Crowd-funding and giving via social media sites have begun to offer interesting ways to encourage 

donation via the internet.  

This is a good fit for 

» Projects that fulfil some philanthropic or other socially important mission 

» Initiatives that have developed large or very enthusiastic online audiences  

How it works 

Online fundraising is a viable option for many digital resources, although the campaigns that have generated 

substantial revenue have required careful planning and a large audience base. On the low end of the scale, a 

Ȱ$ÏÎÁÔÅ ÎÏ×Ȧȱ ÂÕÔÔÏÎ ÉÓ ÁÎ ÅÁÓÙ ÐÌÁÃÅ to start, though such a device is unlikely to drive significant donations. 

Similarly, simply asking for money on Kickstarter or a similar site may not be enough to trigger potential donors 

to support your cause. Furthermore, while the development of donation and crowd-funding platforms makes it 

increasingly simple for even the smallest not-for-profit to participate, the concept and the pitch require real 

thought and understanding of the value of what is being offered, and a good understanding of the potential 

audience of supporters.  

The Facebook application JustGiving is an example of an interesting development in online fundraising. As one 

ÂÌÏÇ ÎÏÔÅÄȟ Ȱ4ÈÅ *ÕÓÔ 'ÉÖÉÎÇ ÁÐÐ ÁÌÌÏ×Ó ÃÈÁÒÉÔÉÅÓ ÔÏ ÉÎÖÉÔÅ ÐÅÏÐÌÅ ÔÏ ÄÏÎÁÔÅ without having to leave their 

Facebook coÍÆÏÒÔ ÚÏÎÅȱ153 ɀ an important development in online fundraising. In this way, the company has been 

able to collect millions for charities, acting as an intermediary for individual and small fundraisers. This 

application also enables Facebook users to start conversations that might help further publicise fundraising 

initiatives, bringing in more interest and, hopefully, revenue. This example is akin to Facebook commerce, which 

has proven to be a legitimate source of income for many small businesses and service providers, who sell their 

products (or enable those purchases) on Facebook.154 As a driver for revenue the JustGiving app has taken in over 

$53 million (£32,400,000) in donations, and it utilises the virility of social media to drive donations.155 

AdditionallÙȟ ÍÕÃÈ ÌÉËÅ ÎÁÔÉÖÅ ÁÄÖÅÒÔÉÓÉÎÇȟ ÔÈÅ ÁÐÐ ÉÓ ÁÂÌÅ ÔÏ ÂÌÅÎÄ ÉÎÔÏ ÔÈÅ ÓÏÃÉÁÌ ÍÅÄÉÁ ÓÉÔÅȭÓ ÆÏÒÍÁÔȟ ÆÕÎÃÔÉÏÎÉÎÇ 

under the same principals of integration. Other popular crowd-funding tools and platforms are Kickstarter 

(kickstarter.com), Indiegogo (indiegogo.com) and GoFundMe (gofundme.com). 

 

153 3ÔÅÐÈ *ÅÎÎÉÎÇÓ Ȭ*ÕÓÔ Ȭ3ÏÃÉÁÌȭ 'ÉÖÉÎÇɂ!ÄÄÉÎÇ 9ÏÕÒ *ÕÓÔ 'ÉÖÉÎÇ !ÐÐ ÔÏ &ÁÃÅÂÏÏËȟȭ ΨΪ .ÏÖÅÍÂÅÒ ΨΦΧΧ ÐÏÓÔȟ PodNosh: Social Media for Social Good, 
http://podnosh.com/blog/2011/11/24/just-social-giving-adding-your-just-giving-app-to-facebook/ 

154 %ÉÌÅÎÅ:ÉÍÍÅÒÍÁÎȟ Ȭ3ÍÁÌÌ 2ÅÔÁÉÌÅÒÓ /ÐÅÎ 5Ð 3ÔÏÒÅÆÒÏÎÔÓ ÏÎ &ÁÃÅÂÏÏË 0ÁÇÅÓȟȭ 3ÍÁÌÌ-Business Guide, New York Times, 25 July 2012, 
nytimes.com/2012/07/26/business/smallbusiness/small-businesses-win-customers-on-facebook.html?_r=  

155 *ÏÎÁÔÈÁÎ 7ÁÄÄÉÎÇÈÁÍȟ Ȭ*ÕÓÔ'ÉÖÉÎÇȭÓ.Å× &ÁÃÅÂÏÏË !ÐÐÌÉÃÁÔÉÏÎȟȭ *ÕÓÔ'ÉÖÉÎÇ "ÌÏÇȟ ΨΦ *ÕÌÙ ΨΦΧΧ ÐÏÓÔȟ JustGiving, 
http://blog.justgiving.com/community/new -facebook-app/ 

http://www.kickstarter.com/
http://www.indiegogo.com/
http://www.gofundme.com/
http://podnosh.com/blog/2011/11/24/just-social-giving-adding-your-just-giving-app-to-facebook/
http://www.nytimes.com/2012/07/26/business/smallbusiness/small-businesses-win-customers-on-facebook.html?_r
http://blog.justgiving.com/community/new-facebook-app/
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Trends 

The 2012 Charitable Giving Report from Blackbaud suggests that even though from 2011 to 2012 online giving 

increased by 10.7%, online donations comprise less than 10%of the total funds raised.156 

#ÏÎÔÒÉÂÕÔÏÒÓ ÔÏ Á #ÁÓÅ &ÏÕÎÄÁÔÉÏÎ ÂÌÏÇ ÈÁÖÅ ÁÒÇÕÅÄ ÔÈÁÔ ȰÏÎÌÉÎÅ ÇÉÖÉÎÇ ÉÓ ÏÎ ÔÈÅ ÖÅÒÇÅ ÏÆ ÇÏÉÎÇ ÍÁÉÎÓÔÒÅÁÍȟȱ 

pointing to its advantages over traditional giving: convenience for users, lower cost for organisations, and access 

to a larger audience, among others.157 Fundraising via crowd-funding sites may become more important as non-

profits move towards this platform for revenue generation. Such details will help determine what kind of results 

projects might be able to see. 

Case studies 

Wikimedia 

http://wikimediafoundation.org/wiki/WMFJA085/en   

In the 2011ɀ12 financial year, the Wikimedia Foundation attracted about $35 million (£21.4 million) in donations 

and contributions, $20 million (£12.2 million) of which came from a successful fundraising campaign that enlisted 

around one million donors from all over the world.158 Contrast this with the 470 million people that its flagship 

activity, Wikipedia, draws every month. In 2010, the foundation drew in about $13.7 million (£8.3 million) in 

online donations over the last two months of the calendar year, with gifts coming from over 500,000 individuals 

from about 140 different countries.159 This almost doubled the number of all donations the foundation had 

received up to that point; a November 2010 blog post announcing the 2010 campaign noted that Wikimedia 

ȰɍÈÁÄɎ ÒÅÃÅÉÖÅÄ ÍÏÒÅ ÔÈÁÎ ΫΦΦȟΦΦΦ ÄÏÎÁÔÉÏÎÓ ÉÎ ÔÈÅ ÌÉÆÅÔÉÍÅ ÏÆ ÔÈÅ ÆÏÕÎÄÁÔÉÏÎȢȱ160 

Howler 

kickstarter.com/projects/quraishi/howler-a-magazine-about-soccer-0?ref=live  

A Kickstarter fundraising campaign was used to launch the commercial publishing venture Howler: A Magazine 

about Soccer, a new title for North American soccer fans. Raising $69,001 (£42,211) during the course of its 

campaign,161 the publication was able to cover its start-up costs, and furthermore presents a good example of an 

excellently wrought campaign. It is important to stress the time and effort that an organisation must commit to 

running an effective crowd-funding campaign. Howler created a high-quality promotional video, in addition to 

providing appropriate and creative incentives for certain levels of support. This is important in terms of receiving 

the greatest number of donations from the widest range of donors. In offering many levels of supportɂin the 

category of $15ɀ$35 (£9-21) gifts alone, Howler attracted 480 donorsɂthe magazine was able to ensure that it 

captured the entire gamut of interested parties.  

 

156  Steve MacLaughlin, Charitable Giving Report: How Nonprofit Fundraising Performed in 2012, 2013, Blackbaud, 

https://www.blackbaud.com/files/resources/downloads/2012.CharitableGivingReport.pdf  

157 3ÃÏÔÔ #ÁÓÅ ÁÎÄ +ÁÔÙÁ !ÎÄÒÅÓÅÎȟ Ȭ/ÎÌÉÎÅ 'ÉÖÉÎÇȡ $ÏÎÏÒÓ !ÒÅ 9ÏÕÎÇÅÒȟ -ÏÒÅ 'ÅÎÅÒÏÕÓȟ ÁÎÄ ÉÎ Á (ÕÒÒÙ ÔÏ (ÅÌÐȟȭ &ÒÏÍ /ÕÒ "ÌÏÇȟ ÎȢÄ., Case Foundation,  

casefoundation.org/spotlight/holiday/online_giving  

158  *ÏÌÉÅ /ȭ$ÅÌÌȟ Ȭ7ÉËÉÐÅÄÉÁ &ÕÎÄÒÁÉÓÅÒ %ÎÄÓ ×ÉÔÈ ΓΨΦ- ÉÎ ÔÈÅ "ÁÎËȟȭ Venture Beat, 2 January 2012, 

http://venturebeat.com/2012/01/02/wikipedia-20-million/  

159 $ÁÖÉÄ -ÕÒÐÈÙȟ Ȭ7ÉËÉÐÅÄÉÁ 2ÁÉÓÅÓ ΓΧά- ÉÎ 3ÉÔÅ΄Ó 3ÈÏÒÔÅÓÔ &ÕÎÄÒÁÉÓÅÒ 9ÅÔȟȭ PC Magazine, 2 January 2011,pcmag.com/article2/0,2817,2374963,00.asp 

160 0ÈÉÌÉÐÐÅ "ÅÁÕÄÅÔÔÅȟ Ȭ2010 Contribution Campaign Launchedȟȭ #ÏÍÍÕÎÉÔÙ "ÌÏÇ, 14 November 2010 post, Wikimedia Foundation, 
http://blog.wikimedia.org/2010/11/14/2010-contribution/  

161 'ÅÏÒÇÅ 1ÕÒÁÉÓÈÉȟ Ȭ(Ï×ÌÅÒȡ ! -ÁÇÁÚÉÎÅ ÁÂÏÕÔ 3ÏÃÃÅÒȟȭ ÃÁÍÐÁÉÇÎ ÌÁÕÎÃÈÅÄ Ψί -ÁÙ ΨΦΧΨȟ Kickstarter, 
kickstarter.com/projects/quraishi/howler-a-magazine-about-soccer-0?ref=live 

http://wikimediafoundation.org/wiki/WMFJA085/en
http://www.kickstarter.com/projects/quraishi/howler-a-magazine-about-soccer-0?ref=live
http://howlermagazine.com/
http://howlermagazine.com/
https://www.blackbaud.com/files/resources/downloads/2012.CharitableGivingReport.pdf
http://www.casefoundation.org/spotlight/holiday/online_giving
http://venturebeat.com/2012/01/02/wikipedia-20-million/
http://www.pcmag.com/article2/0,2817,2374963,00.asp
http://blog.wikimedia.org/2010/11/14/2010-contribution/
http://blog.wikimedia.org/2010/11/14/2010-contribution/
http://www.kickstarter.com/projects/quraishi/howler-a-magazine-about-soccer-0?ref=live
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charity: water  

https://www.charitywater .org/donate/ 

charity: water, a nonprofit whose mission is to bring clean water to people in developing nations, has a 

particularly strong online donation system. A post on Frogloop, a nonprofit marketing blog, highlighted charity: 

×ÁÔÅÒ ÁÓ Á ȰÓÕÐÅÒ ÓÔÁÒ ÏÆ the nonprofit world for using social media to brand themselves and raise money 

ÏÎÌÉÎÅȢȱ162 According to the post, charity: water raised over $650,000 (£397,383) via social media, and a 

significant portion of that total through a single day Twestival that worked to bring together Twitter 

communities and organise offline fundraising events across the globe. The success of charity: water with online 

donations continues to this day; in its 2011 annual report, the organisation reported that 65% of donations it 

received for water were raised online. Furthermore, an overwhelming percentage of its public support came from 

individuals, rather than corporations, foundations, or other bodies: 78% of all contributions, or $19.9 million 

(£12.2 million), came from individual donors in 2011.  

Benefits 

» Crowd-funding platforms and social media greatly facilitate the technical execution of fundraising 

campaigns 

» It is very inexpensive to run a crowd-funding campaign, and quick as well; there is value in the simplicity of 

the tools 

Disadvantages 

» Platforms like Kickstarter and others are campaign-based. A project cannot count on year-round support 

through this channel, but would need to devise specific campaigns in order to drive donations 

» Where online campaigns are focused on raising start-up costs, there is a risk that the same pool of funders 

will not be willing to support the ongoing costs 

» The revenue raised on an individual basis is likely to be relatively low; individual donations are often fairly 

small 

» The cost of preparing materials for online fundraising sites such as Kickstarter can be high; the projects that 

have been most successful at raising funds via Kickstarter are those with highly wrought promotional 

materials to help drive donations. 

Costs attributable to the revenue model 

» Providing a platform for receiving and processing donations: due to the difficulty in developing this type of 

platform, this functionality will often need to be outsourced. The provider of this functionality will then have 

to be paid a fee, often a portion of each transaction  

» Credit card fees  

 

162 !ÌÌÙÓÏÎ +ÁÐÉÎ Ȭ"ÅÓÔ #ÁÍÐÁÉÇÎÓ ÏÆ ΨΦΦίȟȭ &ÒÏÇÌÏÏÐȡ #ÁÒÅΨȭÓ .ÏÎÐÒÏÆÉÔ -ÁÒËÅÔÉÎÇ "ÌÏÇȟ ΨΦ $ÅÃÅÍÂÅÒ ΨΦΦί ÐÏÓÔȟ Care2, 
frogloop.com/care2blog/2009/12/20/best-campaigns-of-2009.html 

https://www.charitywater.org/donate/
http://www.frogloop.com/care2blog/2009/12/20/best-campaigns-of-2009.html
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» Outreach or development staff costs: due to the involved nature of running an effective campaign, 

organisations must ensure that they have proper resources for producing constituent materials; this could 

mean diverting staff time, or freelance contracting 

Key questions to ask if you are considering this model 

» Is our target audience likely to be willing and able to contribute?  

» (Ï× ×ÉÌÌ ×Å ÄÅÓÃÒÉÂÅ ÏÕÒ ÒÅÓÏÕÒÃÅȭÓ ÏÒ ÏÕÒ ÏÒÇÁÎÉÓÁÔÉÏÎȭÓ ÎÅÅÄÓȩ  

» How do we create value for our customers?  

» Many crowd-ÆÕÎÄÅÄ ÐÒÏÊÅÃÔÓ ÏÆÆÅÒ ÔÁÎÇÉÂÌÅ ȬÇÉÆÔÓȭ ÔÏ ÉÎÃÅÎÔÉÖÉÓÅ ÄÏÎÁÔÉÏÎÓȠ ÈÏ× ÍÉÇÈÔ ×Å ÏÆÆÅÒ 

compensation to donors? 

Further reading on philanthropy 

General information 

GrantCraft,grantcraft.org/ . 

Foundation Center,http://foundationcenter.org/ . 

Fundraising UK Ltd., UK Fundraising, fundraising.co.uk/. 

Grants 

Buteau, Elie, Phil Buchanan, CassieBolanos, et al. More than Money: Making a Difference with Assistance Beyond 

the Grant. Cambridge, Mass. and San Francisco: Center for Effective Philanthropy, December 2008. 

effectivephilanthropy.org/assets/pdfs/CEP_MoreThanMoney.pdf.  

'ÏÏÄÅÙȟ ,ÉÚȟ ÁÎÄ 4ÅÓÓÁ (ÁÌÌȢ Ȭ'ÒÁÎÔÍÁËÉÎÇ ÂÙ 5+ 4ÒÕÓÔÓ ÁÎÄ #ÈÁÒÉÔÉÅÓȢȭ *ÁÎÕÁÒÙ ΨΦΦέȢ !ÓÓÏÃÉÁÔÉÏÎ ÏÆ #ÈÁÒÉÔÁÂÌÅ 

Foundations and Charities Aid Foundation. 

acf.org.uk/uploadedFiles/Publications_and_resources/Publications/0416B_TrustAndFoundationBriefingPap

er.pdf 

Maron, Nancy, and Matthew Loy. Ȭ&ÕÎÄÉÎÇ ÆÏÒ 3ÕÓÔÁÉÎÁÂÉÌÉÔÙȡ (Ï× &ÕÎÄÅÒÓȭ 0ÒÁÃÔÉÃÅÓ )ÎÆÌÕÅÎÃÅ ÔÈÅ &Õture of 

$ÉÇÉÔÁÌ 2ÅÓÏÕÒÃÅÓȢȭ ΨΦΧΧȢ Ithaka. sr.ithaka.org/research-publications/funding-sustainability-how-

funders%E2%80%99-practices-influence-future-digital  

Unwin, Julia. The Grantmaking Tango: Issues for Funders. London: Baring Foundation, 2004. 

baringfoundation.org.uk/GrantmakingTango.pdf  

WallacÅȟ .ÉÃÏÌÅȢ Ȭ.ÏÎÐÒÏÆÉÔÓ 3ÔÒÁÔÅÇÉÚÅ ÔÏ (ÅÌÐ 4ÈÅÍ #ÏÐÅ ×ÉÔÈ Á 0ÅÒÉÌÏÕÓ ΨΦΧΧȢȭ Chronicle of Philanthropy, 9 

January 2011. philanthropy.com/article/Nonprofits -Seek-Ways-to-Cope/125838/ 

http://www.grantcraft.org/
http://foundationcenter.org/
http://www.effectivephilanthropy.org/assets/pdfs/CEP_MoreThanMoney.pdf
http://www.acf.org.uk/uploadedFiles/Publications_and_resources/Publications/0416B_TrustAndFoundationBriefingPaper.pdf
http://www.acf.org.uk/uploadedFiles/Publications_and_resources/Publications/0416B_TrustAndFoundationBriefingPaper.pdf
http://www.sr.ithaka.org/research-publications/funding-sustainability-how-funders%E2%80%99-practices-influence-future-digital
http://www.sr.ithaka.org/research-publications/funding-sustainability-how-funders%E2%80%99-practices-influence-future-digital
http://www.baringfoundation.org.uk/GrantmakingTango.pdf
http://www.philanthropy.com/article/Nonprofits-Seek-Ways-to-Cope/125838/
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Endowments 

Loy, Matthew. Ȭ3ÔÁÎÆÏÒÄ %ÎÃÙÃÌÏÐÅÄÉÁ ÏÆ 0ÈÉÌÏÓÏÐÈÙȡ  "ÕÉÌÄÉÎÇ ÁÎ %ÎÄÏ×ÍÅÎÔ ×ÉÔÈ #ÏÍÍÕÎÉÔÙ 3ÕÐÐÏÒÔ; Case 

3ÔÕÄÙ ΨΦΦίȢȭ Ithaka. sr.ithaka.org/research-publications/stanford-encyclopedia-philosophy-2009 

,ÏÙȟ -ÁÔÔÈÅ×Ȣ Ȭ3ÔÁÎÆÏÒÄ %ÎÃÙÃÌÏÐÅÄÉÁ ÏÆ 0ÈÉÌÏÓÏÐÈÙȡ ,ÁÕÎÃÈÉÎÇ Á Ȭ&ÒÅÅÍÉÕÍȭ -ÏÄÅÌȠ #ÁÓÅ 3ÔÕÄÙ 5ÐÄÁÔÅ ΨΦΧΧȢȭ 

Ithaka. sr.ithaka.org/research-publications/sep-update-2011 

Online fundraising 

"ÌÁÃËÂÁÕÄȟ )ÎÃȢ ȬΨΦΧΨ 3ÔÁÔÅ ÏÆ ÔÈÅ .ÏÎÐÒÏÆÉÔ )ÎÄÕÓÔÒÙȡ 3ÕÒÖÅÙ 3ÕÍÍÁÒÙ 2ÅÐÏÒÔȢȭ /ÃÔÏÂÅÒ ΨΦΧΨ. 

ht tps://www.blackbaud.com/files/resources/soni_final_2012.pdf 

'ÒÅÁÔÅÒ 'ÉÖÉÎÇȢȰ/ÎÌÉÎÅ &ÕÎÄÒÁÉÓÉÎÇȢȱgreatergiving.com/resource-library/downloadable-guides/online-

fundraising.aspx 

/ȭ$ÅÌÌȟ *ÏÌÉÅ  ȬȢ7ÉËÉÐÅÄÉÁ &ÕÎÄÒÁÉÓÅÒ %ÎÄÓ ×ÉÔÈ ΓΨΦ- ÉÎ ÔÈÅ "ÁÎËȢȭ Venture Beat, 2 January 2012. 

http://venturebeat.com/2012/01/02/wikipedia-20-million/  

WaddinÇÈÁÍȟ *ÏÎÁÔÈÁÎȢ Ȭ*ÕÓÔ'ÉÖÉÎÇȭÓ .Å× &ÁÃÅÂÏÏË !ÐÐÌÉÃÁÔÉÏÎȢȭ *ÕÓÔ'ÉÖÉÎÇ "ÌÏÇȟ ΨΦ *ÕÌÙ ΨΦΧΧ ÐÏÓÔȢ JustGiving. 

http://blog.justgiving.com/community/new -facebook-app/ 

  

http://www.sr.ithaka.org/research-publications/stanford-encyclopedia-philosophy-2009
http://www.sr.ithaka.org/research-publications/sep-update-2011
https://www.blackbaud.com/files/resources/soni_final_2012.pdf
http://www.greatergiving.com/resource-library/downloadable-guides/online-fundraising.aspx
http://www.greatergiving.com/resource-library/downloadable-guides/online-fundraising.aspx
http://venturebeat.com/2012/01/02/wikipedia-20-million/
http://blog.justgiving.com/community/new-facebook-app/


A guide to the best revenue models and funding sources 
for your digital resources 

Nancy Maron, Ithaka S+R 

 

 

 

Subscriptions 80 

Subscriptions 

Introduction  
The subscription model implies an ongoing agreement between a publisher or other content provider and a 

subscriber. It implies that a certain amount of content or access to content, , will be supplied for a certain price 

over a certain amount of time, paid for on a regular cycle. While the forms this takes can vary widely, these basic 

principles distinguish subscriptions from the individual transactions of paying for a discrete piece of content (a 

book, a journal issue, etc). It is the ongoing and regular commitment to paying for content over time that makes 

subscription models very appealing for those publishers who can find an audience to support it this way. This is a 

high bar to reach and involves some risk, but benefits include developing longer-term relationships with a 

committed group of end users, and securing a more regular, up-front source of revenue.  

In a subscription model, the publisher typically assumes a certain financial risk up front, funding the time and 

effort it takes to select and prepare the content for publication, as well as the operating infrastructure 

(marketing, distribution, technology) needed to make that content available. The publisher then seeks to recoup 

its cost via subscription fees, paid by individuals or institutions. The risk is that the fees will not cover the costs; 

the potential upside is that they may far surpass it.  

In the print-based world, there was little question that publishers would need to charge for journals, 

monographs, or other research outputs in order to recoup the costs of  printing, paper and distribution, in 

addition to the less obvious costs of content preparation and general overheads. When content is offered online, 

however, incremental costsɂthe costs of providing content to additional usersɂare close to zero, though the 

costs of original publication remain the same, and certain costs associated with creating and promoting digital 

content and distributing it through multiple online channels may well be higher. 

Subscriptions appear to be enjoying a renaissance lately in some sectors, particularly in media and journalism, as 

content-based businesses continue to seek ways to leverage the value of that content. Journalism, in particular, 

has been at the centre of this grand experiment over the past five years or so. Newspapers have tried to 

determine the sweet spot between offering free content to readers as a means to exponentially expand their 

readership and, they hope, their resulting ad revenue and charging for content to cover the costs of their online 

operations and to secure the reliable, recurring revenue that a subscription model can provide. 

This is a good fit for 
» Owners of unique content, valued by an audience willing to pay for it 

» Content aggregators who use a unique process or source of expertise in selecting content that has scholarly 

significance, bringing together content that is interrelated in meaningful ways, amplifying the value in those 

relationships through internal linking, and/or offering other features that increase discoverability and provide 

a stamp of authenticity for that content 

» Content collections or online tools and services with significant market potentialɂthat is, the audience is 

sizable, and willing and able to pay 

» Services or resources offering some ongoing or recurring value to the user   
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» Projects offering content that by its nature demands constant update and review  

How it works 
The main distinguishing characteristics of a subscription-based resource are that payment is required in 

ÅØÃÈÁÎÇÅ ÆÏÒ ÁÃÃÅÓÓ ÔÏ ÓÏÍÅ ÏÒ ÁÌÌ ÏÆ ÔÈÅ ÃÏÎÔÅÎÔ ÏÎ ÏÆÆÅÒȟ ÁÎÄ ÔÈÅ ÐÁÙÍÅÎÔ ÉÓ ÎÏÔ ȬÁÓ ÙÏÕ ÇÏȭȠ ÔÈÅ ÔÅÒÍ 

ȬÓÕÂÓÃÒÉÐÔÉÏÎȭ implies some ongoing, periodic commitment to pay for and receive content, though the terms of 

that commitment can vary. 

Some content providers that use a subscription model may charge for a series of discrete outputs, delivered on a 

regular cycle. Many academic journals, for example, offer print and/or online versions of journal issues and offer 

subscription plans to institutions and/or individuals. Further examples of resources using this type of subscription 

model include newsletters, newspapers and book clubs. Others may charge for ongoing access to an online 

content collection, for example, JSTOR, ProQuest, Alexander Street Press, and Netflix. YouTube also recently 

began offering access to popular channels via subscription.  

Fees can be structured in a number of ways. Content providers can charge for access to a platform and the 

content and features it includes, or for delivery of content on a regular, periodic schedule. Pricing for large 

collections may be tiered or scaled to reflect the size of the subscribing institution or the projected intensity of 

usage. 

Freemium models offer some basic content for free, but allow only subscribers to enjoy full access to all content. 

The New York Times, for instance, allows users to freely search, click, and access up to ten full articles per month. 

Other publications restrict in other ways the portion of content they offer for free; many journals, for instance, 

will provide abstracts of all articles to all readers, but will only supply the full text to paying customers or 

subscribers. One can imagine other ways of providing some free content to all readers and additional content to 

subscribers only; a resource might, for example, display to non-paying readers the full text of articles, but display 

images or citation data to subscribers only. While most of the functionality would remain, the full content would 

be available only to paying users. 

Trends  
A strong preference for open access in many parts of the academy has resulted in challenges to the subscription 

model in recent years. In the United Kingdom and the United States, federal mandates are being put in place 

that will require that the outputs of publicly funded research be made freely available. While the forms this will 

take are still to be determined, such policies will certainly present a challenge for potential publishers of peer-

reviewed, grant-funded research who are considering selling subscriptions.163 

While scholarly research community has continued to advocate for open access models to support scholarship, it 

is worth noting that subscription models in adjacent industries, after a long, dry spell, are once again starting to 

 

163  In June 2012 a working group commissioned by the U.K. Minister for Universities and Science and chaired by Dame Janet Finch delivered its report, 
Accessibility, Sustainability, Excellence: How to Expand Access to Research Publications (known as the Finch Report), and in July the  UK government 
responded : https://www.gov.uk/overnment/news/government -to-open-up-publicly-funded-research. In the US as well, recent initiatives from 
Congress and the White House have encouraged open access to the fruits of federally supported research. See, for example: 
whitehouse.gov/blog/2013/02/22/expanding-public-access-results-federally-funded-research  

https://www.gov.uk/overnment/news/government-to-open-up-publicly-funded-research
http://www.whitehouse.gov/blog/2013/02/22/expanding-public-access-results-federally-funded-research
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ÔÈÒÉÖÅȢ !ÌÔÈÏÕÇÈ ÔÈÅ ȬÂÉÇ ÄÅÁÌȭ ÈÁÓ ÒÅÃÅÉÖÅÄ ÂÁÃËÌÁÓÈ ÆÒÏÍ ÔÈÅ ÌÉÂÒÁÒÙ ÃÏÍÍÕÎÉÔÙȟ164 newspapers and other media 

have recently seen subscription rates and profits rise. The New York Times has made progress with the 

implementation of pay walls, the Times alone amassing 699,000 subscribers in nine quarters.165 This represents 

considerable income for commercial publishers ɀ almost 50% of digital revenue in the 4ÉÍÅÓȭ case ɀ as ad sales 

and overall circulation decline. 

Case studies 

Thesaurus Linguae Graecae 

Thesaurus Lingauege Graecae (TLG) is an online corpus of Greek literature, from Homer to the fifteenth century. 

Hosted by the University of California at Irvine, the TLG was created in 1972 and today includes more than 15,000 

digitised works by more than 400 authors, and new content is added every three to four years. While its audience 

is fairly specialised, TLG has been able to fund about half of its operating costs through subscriptions. In total, 

TLG relies on three revenue streams: subscriptions, endowment and university support. In 2011, subscriptions 

were the most significant source of revenue, covering 55% of the annual budget.166 Subscriptions are offered to 

individuals and to institutions. Individual subscriptions cost $125 (£76.50) for one year or $500 (£305.70) for five 

years, while the cost of institutional subscriptions is based either on the size of the institution, for an unlimited 

access site license, or on the number of workstations needed.167 In the future, TLG would like to offer the public 

free access, but until the endowment reaches a high enough level to support all of its costs, subscriptions will 

continue to be the most significant revenue stream for the project.168 

The New York Times 

Perhaps the best-known example of a subscription and freemium model in recent years is offered by the New 

York Times. Access to the entire online edition of the Times was initially free, but in March 2011 the newspaper 

instituted a paywall. The Times now grants free access to just ten full articles per month. In order to read more 

than that, users must purchase subscriptions, which are offered in a number of different forms, including print 

plus digital and digital only. Interestingly, article referrals ɀ which readers may encounter in the form of links via 

social media or email ɀ are not included in the free monthly article allowance, allowing subscribers to share and 

ÐÕÂÌÉÃÉÓÅ ÔÈÅ ÎÅ×ÓÐÁÐÅÒȭÓ ÃÏÎÔÅÎÔȢ 7ÈÉÌÅ ÔÈÉÓ ÓÔÒÁÔÅÇÙ ÉÎÉÔÉÁÌÌÙ ÄÒÅ× ÓÉÇÎÉÆÉÃÁÎÔ ÃÒÉÔÉÃÉÓÍ ÆÒÏÍ ÃÏÍÍÅÎÔÁÔÏÒÓ 

online and in the media, nearly two years after instituting the paywall the Times appears to have developed a 

substantial base of subscribers to its online editions: according to a December 2012 Bloomberg article, online 

subscriptions accounted for about 12% of all subscription sales in 2012. Perhaps even more important, however, 

 

164  !ÎÄÒÅ× /ÄÌÙÚËÏȟ Ȭ/ÐÅÎ !ÃÃÅÓÓȟ ÌÉÂÒÁÒÙ ÁÎÄ ÐÕÂÌÉÓÈÅÒ ÃÏÍÐÅÔÉÔÉÏÎȟ ÁÎÄ ÔÈÅ ÅÖÏÌÕÔÉÏÎ ÏÆ ÇÅÎÅÒÁÌ ÃÏÍÍÅÒÃÅȟȭ arXiv, 5 February 2013, 
http://arxiv.org/pdf/1302.1105.pdf 

165  2ÙÁÎ #ÈÉÔÔÕÍȟ Ȭ4ÈÅ .94ȭÓ ΓΧΫΦ ÍÉÌÌÉÏÎ-a-ÙÅÁÒ ÐÁÙ×ÁÌÌȟȭ Columbia Journalism Review, 1 August 2013, cjr.org/the_audit/the_nyts_150_million-a-
year_pa.php 

166  -ÁÔÔÈÅ× ,ÏÙȟ Ȭ4ÈÅÓÁÕÒÕÓ ,ÉÎÇÕÁÅ 'ÒÁÅÃÁÅΉȡ 3ÐÅÃÉÁÌÉÓÅÄ (ÉÓÔÏÒÉÃÁÌ #ÏÎÔÅÎÔ ÆÏÒ Á .ÉÃÈÅ !ÕÄÉÅÎÃÅȠ #ÁÓÅ 3ÔÕÄÙ ΨΦΦίȟȭ Ithaka, sr.ithaka.org/research-

publications/tlg   

167  4ÈÅÓÁÕÒÕÓ ,ÉÎÇÕÁÅ 'ÒÁÅÃÁÅȟ Ȭ4,' 3ÕÂÓÃÒÉÐÔÉÏÎÓȟȱ tlg.uci.edu/subscriptions The workstation option is designed to accommodate institutions with 

small classics departments and a limited number of users needing the resource. Fees for five years of access range from $2,000 (£1,221), for up to 
three workstations, to $3,000 (£1,832), for four to seven. 

168  -ÁÔÔÈÅ× ,ÏÙȟ Ȭ4ÈÅÓÁÕÒÕÓ ,ÉÎÇÕÁÅ 'ÒÁÅÃÁÅΉȡ (Ï× Á 3ÐÅÃÉÁÌÉÓÅÄ 2ÅÓÏÕÒÃÅ "ÅÇÉÎÓ ÔÏ !ÄÄÒÅÓÓ Á 7ÉÄÅÒ !ÕÄÉÅÎÃÅȠ #ÁÓÅ 3ÔÕÄÙ 5ÐÄÁÔÅ ΨΦΧΧȟȭ Ithaka, 
sr.ithaka.org/research-publications/tlg -update-2011  

http://arxiv.org/pdf/1302.1105.pdf
http://www.cjr.org/the_audit/the_nyts_150_million-a-year_pa.php
http://www.cjr.org/the_audit/the_nyts_150_million-a-year_pa.php
http://www.sr.ithaka.org/research-publications/tlg
http://www.sr.ithaka.org/research-publications/tlg
http://www.tlg.uci.edu/subscriptions/
http://www.sr.ithaka.org/research-publications/tlg-update-2011
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ÉÓ ÔÈÅ ÆÁÃÔ ÔÈÁÔȟ ÁÃÃÏÒÄÉÎÇ ÔÏ Á "ÌÏÏÍÂÅÒÇ 4ÅÃÈ "ÌÏÇ ×ÒÉÔÅÒȟ ȰÓÕÂÓÃÒÉÐÔÉÏÎ ÓÁÌÅÓ ÁÒÅ ÒÉÓÉÎÇ ÆÁÓÔÅÒ ÔÈÁÎ ÁÄ ÄÏÌÌÁÒÓ 

ÁÒÅ ÆÁÌÌÉÎÇȢȱ169 

Benefits 
» The resource has a predictable source of revenue over the term of the subscription 

» The costs associated with retaining and maintaining existing subscribers are generally lower than attracting 

new ones 

» The resource gains the ability to generate data about subscribers and thus develop a clearer profile of 

customers (though this data must be carefully managed with an eye toward privacy issues) This enhanced 

market awareness can lead to the development of new or enhanced products and services within the 

enterprise, and it constitutes knowledge that may be of value to potential advertisers 

» Subscription offers can be customised for different customers based on perceived value and ability to pay. 

New forms of pricing are being developed, such as tiered approaches, price discrimination, and specialised 

packages. These techniques allow publishers to maximise revenues and also provide the potential to 

optimise access within the constraints of a subscription model 

» Financial support can be drawn, ideally, from those who benefit most from a service. The subscription model 

ÐÒÅÖÅÎÔÓ ÁȬÆÒÅÅ ÒÉÄÅÒȭ ÐÒÏÂÌÅÍȟ ×ÈÅÒÅ ÍÁÎÙ ×ÈÏ ÃÁÎ ÁÆÆÏÒÄ ÔÏ ÓÕÐÐÏÒÔ ÓÏÍÅÔÈÉÎÇ ÔÈÁÔ ÉÓ ÐÒÏÖÉÄÅÄ ÁÓ Á ÐÕÂÌÉÃ 

good choose not to. 

Disadvantages 
» The variability of subscription fee structures can be complex for customers to understand and difficult to 

compare 

» The wealth of competing sources of information available on the web can call into question the value of a 

particular resource. Online readers are often happy to seek information through portals and aggregators 

rather than directly on proprietary sites. This has forced content vendors to look very hard at just what 

ÕÎÉÑÕÅ ÖÁÌÕÅ ÔÈÅÙ ÐÒÏÖÉÄÅȢ )Æ Á ÃÏÍÐÅÔÉÔÏÒ ÐÒÏÖÉÄÅÓ ÉÎÆÏÒÍÁÔÉÏÎ ÆÏÒ ÆÒÅÅ ÉÎ Á ÆÁÓÈÉÏÎ ÄÅÅÍÅÄ ȬÇÏÏÄ ÅÎÏÕÇÈȭ 

by its users, then a subscription service may find it difficult to maintain its subscriber base, even if it can claim 

to have superior content or features  

» Subscriptions by definition restrict usage of a resource to those who subscribe to it. This is a disadvantage for 

not-for-profit projects with a commitment to providing wide-as-possible access to their content or services. 

Access may be denied, for example, to users in developing countries, who may lack both the financial 

resources and means (eg. credit cards, bank accounts) to conduct transactions 

» Evolving federal open access mandates may make subscription impossible for some forms of scholarly 

content 

 

169  %ÄÍÕÎÄ ,ÅÅȟ Ȭ4ÈÅ .Å× 9ÏÒË 4ÉÍÅÓ 0ÁÙ×ÁÌÌ )Ó 7ÏÒËÉÎÇ "ÅÔÔÅÒ ÔÈÁÎ !ÎÙÏÎÅ (ÁÄ 'ÕÅÓÓÅÄȟȭ 4ÅÃÈ "ÌÏÇȟ ΨΦ $ÅÃÅÍÂÅÒ ΨΦΧΨȟ Bloomberg,  
http://go.bloomberg.com/tech -blog/2012-12-20-the-new-york-times-paywall-is-working-better -than-anyone-had-guessed/ 

http://go.bloomberg.com/tech-blog/2012-12-20-the-new-york-times-paywall-is-working-better-than-anyone-had-guessed/


A guide to the best revenue models and funding sources 
for your digital resources 

Nancy Maron, Ithaka S+R 

 

 

 

Subscriptions 84 

» Subscription income can make it harder for a resource to build the case for generating other kinds of 

revenue, such as advertising or grants 

Costs attributable to the revenue model 
» Access controls 

» Creating the content itself, or adding to publicly available content to make it more valuable 

» Technical support required to process orders 

» License agreements with subscribers 

» Sales force 

Key questions to ask if you are considering this model 
» Is there a sizable enough targeted audience willing to pay for my content or service to cover direct costs and 

even generate a surplus for reinvestment?  

» It is possible to charge subscription fees that are compatible with my mission? 

» What audiences would I lose by restricting content to subscribers, and how important are they? 

» How will a decision to pursue a subscription model impact on my ability to attract funds from indirect 

beneficiaries, such as host institutions and foundations? 

Further reading 
Anderson, Kent. Ȭ)ÔȭÓ .ÏÔ ΧίίΫ !ÇÁÉÎɂWhy the Threats from the New Big Players May Be Much More Significant 

This 4ÉÍÅȢȭ  Scholarly Kitchen,7 May 2013 http://scholarlykitchen.sspnet.org/2013/05/07/its-not-1995-again-

why-the-threats-from-the-new-big-players-may-be-much-more-significant-this-time/  

!ÎÄÅÒÓÏÎȟ 2ÉÃËȢ Ȭ4ÈÅ "ÉÇ $ÅÁÌȟ ÔÈÅ -ÅÄÉÕÍ $ÅÁÌȟ ÁÎÄ ÔÈÅ 4ÉÎÙ $ÅÁÌȢȭ Scholarly Kitchen, 30 May 2012. 

http://scholarlykitchen.sspnet.org/2012/05/30/the-big-deal-the-medium-deal-and-the-tiny -deal/ 

$ÁÖÉÓȟ 0ÈÉÌȢ Ȭ!Ò8ÉÖ $ÉÔÃÈÅÓ Ȭ3ÕÂÓÃÒÉÐÔÉÏÎ-ÌÉËÅȭ -ÏÄÅÌȢȭ Scholarly Kitchen, 29 January 2010. 

http://scholarlykitchen.sspnet.org/2010/01/29/arxiv-ditches-subscription-like-model/ 

%ÓÐÏÓÉÔÏȟ *ÏÓÅÐÈ  Ȭ4ÈÅ 3ÔÕÂÂÏÒÎ 0ÅÒÓÉÓÔÅÎÃÅ ÏÆ ÔÈÅ 3ÕÂÓÃÒÉÐÔÉÏÎ -ÏÄÅÌȢȭ Scholarly Kitchen, 15 November 2011. 

http://scholarlykitchen.sspnet.or g/2011/11/15/the-stubborn-persistence-of-the-subscription-model/ 

(Ï×ÁÒÄȟ *ÅÎÎÉÆÅÒȢȰ,ÉÂÒÁÒÉÅÓ !ÂÁÎÄÏÎ %ØÐÅÎÓÉÖÅ Ȭ"ÉÇ $ÅÁÌȭ 3ÕÂÓÃÒÉÐÔÉÏÎ 0ÁÃËÁÇÅÓ ÔÏ -ÕÌÔÉÐÌÅ *ÏÕÒÎÁÌÓȢȱChronicle 

of Higher Education, 17 July 2011.http://chronicle.com/article/Libraries-Abandon-Expensive/128220. 

Loy, Matthew. Ȭ4ÈÅÓÁÕÒÕÓ ,ÉÎÇÕÁÅ 'ÒÁÅÃÁÅΉȡ3ÐÅÃÉÁÌÉÓÅÄ (ÉÓÔÏÒÉÃÁÌ #ÏÎÔÅÎÔ ÆÏÒ Á .ÉÃÈÅ !ÕÄÉÅÎÃÅȠ #ÁÓÅ 3ÔÕÄÙ 

ΨΦΦίȢȭ  Ithaka. sr.ithaka.org/research-publications/tlg . 

,ÏÙȟ -ÁÔÔÈÅ×  Ȭ4ÈÅÓÁÕÒÕÓ ,ÉÎÇÕÁÅ 'ÒÁÅÃÁÅΉȡ (Ï× Á 3ÐÅÃÉÁÌÉÓÅÄ 2ÅÓÏÕÒÃÅ "ÅÇÉÎÓ ÔÏ !ÄÄÒÅÓÓ Á 7ÉÄÅÒ !ÕÄÉÅÎÃÅȠ 

#ÁÓÅ 3ÔÕÄÙ 5ÐÄÁÔÅ ΨΦΧΧȢȭ Ithaka. sr.ithaka.org/research-publications/tlg -update-2011   

http://scholarlykitchen.sspnet.org/2013/05/07/its-not-1995-again-why-the-threats-from-the-new-big-players-may-be-much-more-significant-this-time/
http://scholarlykitchen.sspnet.org/2013/05/07/its-not-1995-again-why-the-threats-from-the-new-big-players-may-be-much-more-significant-this-time/
http://scholarlykitchen.sspnet.org/2012/05/30/the-big-deal-the-medium-deal-and-the-tiny-deal/
http://scholarlykitchen.sspnet.org/2010/01/29/arxiv-ditches-subscription-like-model/
http://scholarlykitchen.sspnet.org/2011/11/15/the-stubborn-persistence-of-the-subscription-model/
http://chronicle.com/article/Libraries-Abandon-Expensive/128220
http://www.sr.ithaka.org/research-publications/tlg
http://www.sr.ithaka.org/research-publications/tlg-update-2011
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/ÄÌÙÚËÏȟ !ÎÄÒÅ×Ȣ Ȭ/ÐÅÎ !ÃÃÅÓÓȟ ,ÉÂÒÁÒÙ ÁÎÄ 0ÕÂÌÉÓÈÅÒ #ÏÍÐÅÔÉÔÉÏÎȟ ÁÎÄ ÔÈÅ %ÖÏÌÕÔÉÏÎ ÏÆ 'ÅÎÅÒÁÌ #ÏÍÍÅÒÃÅȢȭ  

Preliminary version, 4 February 2013. dtc.umn.edu/~odlyzko/doc/libpubcomp.pdf  

Poynder, Richard. Ȭ4ÈÅ "ÉÇ $ÅÁÌȡ .ÏÔ 0ÒÉÃÅ ÂÕÔ #ÏÓÔȢȭ Information Today, Inc., September 2011. 

infotoday.com/it/sep11/The-Big-Deal-Not-Price-But-Cost.shtml. 

0ÒÅÓÔÏÎȟ 0ÅÔÅÒȢ Ȭ0ÁÙ×ÁÌÌ ÏÒ .Ï 0ÁÙ×ÁÌÌȟ 0ÒÉÎÔ ÉÓ 3ÔÉÌÌ 7ÈÁÔ 0ÁÙÓȢȭ The Observer, 19 March 2011. 

guardian.co.uk/media/2011/mar/20/new-york-times-paywall-comment?INTCMP=SRCH.  

  

http://www.dtc.umn.edu/~odlyzko/doc/libpubcomp.pdf
http://www.infotoday.com/it/sep11/The-Big-Deal-Not-Price-But-Cost.shtml
http://www.guardian.co.uk/media/2011/mar/20/new-york-times-paywall-comment?INTCMP=SRCH
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