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Executive summary

Introduction

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

Ei 601 Aih A xAAOEOA xEOE OiiT10 A1 O OAAAEEICh TO A A
may be individuals, institutions or social enterprises, in dditi O 11T OA OOAAEOQOEI 1T Al OF

resourcesRecent 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 &Ehaps, The
Humanities and Technology (THAT) campihie Jisc Summer of Student Innovation competitiamd other

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

Whether a digital projectvas 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 resourceangd running and delivering value to those who use it.

)y AAT OEEAUET ¢ Ol OOAAO &£ O OEAO T1CiEIC OODPPI OO EO 11
innovation and not ongoing operations.

With the support othe Jiseled Strategic Content Alliace (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 tifines report updates

Sustainability and Revenue Models for Online Academic Resourcg008) 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
OOAOATADMOEAT 6 ET OEA Ai1 O0A@dO T &£ OGEA &£O011 A0 OATCA 1
and the cultural sectoin addition to practices more often seen in the commercial world like advertising and
corporate sponsorships, the report devottise 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 illustratia 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 suitethér 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 testieggetideas 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
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Structure of the guide

Funding models for digital resourcess comprised of two parts. An introductory essay outlines the rationale for
project leaders to think aboutustainability planning and funding models in particular. In an age of increased

AT i PAOGEOGEIT &£ O OOA0OO5 AOOAT OEiTh AT A OEA OEIT OOAO
leaders can no longerif they ever could be content to buid something once and hope that preserving it intact

over time will continue to meet user need=or 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 neameq, 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 diffent sources.

This guide offers a new framework for thinking about what those sources might be, based upon first identifying
xEAO OEA bPOI EAAOSJ @alué Asdebsmentrtaféwors hitodubed Assa médashto encourage
project leaders to condier 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 mighe ibhe 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 guid 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 technologlerce and mission.

» For resources with unique or wallirated content, for instancesubscription, purchase pay-per-use,
licensingandfreemium models are discussed.

» Projects that have developed innovative tools and services may be able to attract awthdrcontributors to
pay for use of the tools or for the opportunity to publish content on the platfdiceising, author-pays
model).Project staff may be able to leverage the expertise gained by launching a resourceciongating
service.

» Digital resources with a large and/or welkkfined audience may be able to lookadvertising or corporate
sponsorsfor a revenue stream.

» Digital resources whose mission and aims align well with those of their host institution or other key
stakeholders mg find ongoing support througimembership, philanthropy (grants, endowments,
donations) or theirhost institution .

Each article includes several sections designed to help readers quickly find the information they need:
» Introduction defines the revenue mael and offers a quick overview

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

» HowitworksAAOAOEAAO OEA 1 AAEAT EAO 1T &£ OEA 11T AAIl AT A xE
» Trendsoffers a brief overview afome current topics

» Case studieoffers specific examples of the revenue model in action
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» Benefits and Disadvantagesoutline the pros and cons of working with each revenue model

» Costs attributable to the revenue modeloutlines the categories of costs assaked with implementing the
revenue model

» Key questionssuggests topics to address if you are considering this model
» Further readingoffers a list of key works cited and relevant literature

Whether a digital project was created with a significant grant frpablic 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 |gajiecs 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 wil help them to consider models they may not have looked at before, and help them find a
sustainable future for their resource.

Executive summary 3
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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 projectsijtizen 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 historicalisties and local archives; there are more types of
organisations developing digital material than ever befdmnd some new funders have begun to offer
increasing support for digital outputs which result from existing funding activities.

4EAOA DPI AOAEI Oi 6h AT 11 AAGETTO AT A OIT106h 1EEA AOAOU
rapid pace of technological change and evolving user expectations. Finding ways to keep these resources
relevant and accessible will become ri@asingly 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 staffletermine 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 valuélowever, 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 value for its audience, whih has come to rely upon it, or for its home institution, which benefits from its
excellent reputatior what will make it possible to maintain or increase this value into the future? And if this is
already a challenge for the bestsourced libraries and nseums, 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 Actdssti@A).
United States, similar efforts are undeay, 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 strategiesdifitisation projects at academic and cultural heritage organizations in the United States, see Nancy
Maron and Sarah Pickl&earching for Sustainability: Strategies from Eight Digitized Special Coli@dRbrend Ithaka S+R, 2013),
sr.ithaka.org/research-publications/searching-sustainability .
4 3AA AppPi EAAOEIT COEAATAA & O OEA (AOEOACA ,1 OOAOU &OT A0 /1 OO (AOEOA
hif.org.uk/HowToApply/programmes/Documents/OH_Application_Guidance_SF4.pdfp. 31.
5  TheWorking Group on Expanding Access to Published Research Findasysommissioned by the U.K. Minister for Universities and Science and
chaired by Dame Janet Finch. Its repdktcessibility, Sustainability, Excellence: How to Expand Access to Research Pylidizatioras the Finch
Report, is available atsearchinfonet.org/wp-content/uploads/2012/06/FinchGroup-report-FINAL-VERSION.pd8 &1 O OEA Cci1 OAOT i Al
to and acceptance of the Finch Reporedbis.gov.uk/assets/biscore/science/docs/I/1-B75 letter -government-responseto-finch-report-research
publications.pdf.
0" OAAT S /1 AITTOAT O EO ATTI11T1U AAl EOIAROE AEM DT GOGE GAAH 1A hAWith EGA Bl G Gl
immediate acceghrough a designated OA Journal. On this topic OA scholar Peter Suber helpfudlg,rfbhe green/gold distinction is about venues or
delivery vehicles, not user rights or degrees of openneg§y’//legacy.earlham.edu/~peters/fos/overview.htm. For Research Councils U#lipy, see
rcuk.ac.uk/research/Pages/outputs.aspxSee also a decision tree summarising the policy, created by the Publishers Association and endorsed by
RCUKpublishers.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 policyawige taxpaye+funded research
freely to the public’

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 angB®ddany 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
openaccess is indeed a choice abagtesd T A EO OI 1 O A EET A T £ AB6dEmMARYO | |
Ol OEi AGAT U OEA CI Al EO 110 EOOO O1 1 AEA Oii AOGEET C
to use it. For digital project® 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 neecbiver 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 tontinue investing in their projects, for the benefit of
their users, over timeThe introductory essay outlines the basic concepts of sustainability planning and situates
revenue generation as just one possible aspect of a fuller funding model thatlisttikalso include support from

OEA POT EAAOS8O EI OO ET OOEOOOETT AO xAll AO Ai1 OOEAO
Project leaders seeking to explore sources of funding will have many questions about how various revenue
models work, and which might be mosppropriate. Accompanying this essay are eleven short articles, each one

offering practical guidance and examples of specific revenue models in aB#mh 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 forsuggests the characteristics for projects or organisations best suited to the revenue
model

» HowitworksAAOAOEAAOG OEA | AAEAT EAO 1T &£ OEA 11T AAIT h xEAO
» Trendsoffers a brief overview of some current topics concerning the revenue model

» Case studieffers specific examples of the revenue model in action

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

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

» Key questionssuggests topics to address if you are considering this model

» Further readingoffers a list of key works cited and relevant lagure

7  TheFair Access to Science and Technology ResearcF&&TR) bill introduced to House and &&nin February 2013 would provide funding to all
EFAAAOAT ACAT AEAO Oi OEAO OEAU AAT AAOGAI i b OPOAI EA AAAkdCdhdsdi | EAEAO O
01 OEil AOGAT U AEI O OI AgpAT A OEA . ACEITAl )1 OOEOOOAO 1 wseqrdhand OES O COAAT
development expenditures greater than $160llion (£61 million). The text of the FASTR bill may be found at
http://doyle.house.gov/sites/doyle.house.gov/files/documents/2013%20Q%2014%20DOY LE%20FASTR%20FINAL.p8EDr 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 Overviditp://legacy.earlham.edu/~peters/fos/overview.htm

Introduction 5


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

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

Nancy Maron,thaka S+R

_—

In the real world, many digital projects, and nprofit 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 supp, 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, thees number and variety of combinations this

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

We hope that the revenue model guidelines in this report will encourage project leaders, whedyearth
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 i3cled Strategic Content Alliance (SCA) and Ithaka S+R (then called Ithaka Strategic Services)
partnered to produce the repoBustainability and Revenue Models for Online Academic Re§800833° At

that time, many funders had begun investing in theation 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 FoundationUmitiee States,
among others, were noting similar trends among their grantdeast 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 grantee$ad created.

A typical scenario might proceed as follows:

» Funder supports innovative new idgdor 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 commeaitycontribute
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 £enario 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

» 4EA POT EAAO 1 AAAAOh EAARBREOAEAADOAERT AGBAOET AEOAC
outcome and content to move on to the next project

9  For those seeking fuller examples of how readrld digital initiatives have developed robust sustainability plans, often by combining several types of
revenue generation, we refer you to tiitnaka Case Studies in Sustainabitityelve reports that outine 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 daie avas
issued in 2011. See Nancy L. Maron and Matthew Sagtaining Digél Resources: An @ne-Ground View of Projects Today; Report with Case Studies,
2009, http://sca.jiscinvolve.org/wp/portfolio -items/sustaining-digital -resourcesan-on-the-ground-view-of-projects-today-ithaka-casestudies-
in-sustainability-3/, and Nancy L. Maron and Matthew Ld¥evenue, Recession, Reliance: Revisiting the Ithaka Cdiss BtSustainability,
2011http://sca.jiscinvolve.org/wp/portfolio -items/revenue-recessionreliance-revisiting-the-scaithaka-casestudies-in-sustainability -full -
report/.

10 Kevin Guthrie, Rebecca Griffiths, and Nancy L. MaBurstainability and Revenue Models for Online Academic Reéliscg@08)
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 Malfdr Online Academic Resourwas 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 thiigble 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%4n 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 abolishdd A OET OA 1 (ponkibilifed thalsieirdd ©6 OA C
others. Other agencies are undergoing significant restructures; Jisc, for instance, transformed from a
nongovernmental body to an independent nér-profit organisation in December 2012.

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

51 EOAA 3O0A0AOh OEA . w(80 |/ £ZZEAA 1 £ $ECE GupigrantsQuip T E O
$30, 000 [£18, 340] for early prototypes and up to $60, 000, [B3@)] for developing proof of concept) and offers
IT1Tu A OAOU EAx OEI b1 Al AT OAOGET 168 COAT OO O1 OEFOA b
Op PEAOA AT A AOA xAll DI'GEOGETITAA O EAOA A [T AET O E

What has not changed, is the neéat 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 Accessor specific types of publications, like scholarly mgnaphs’® Our recent work has
demonstrated the increasingly important role of host institutions in supporting projects developed by faculty and
library staff.'’ 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 exampleAnd those in the nofor-profit sector keep a close eye on trends in fundraising, including
the rise of crowd funding and corporate sponsorships.

Whether ensconced at weknown research institutions or labouring at smaller cultural societies, digital project
leaders are still actively s&ing more stable footingl T O EOOO 01 OEAADP OEA 1 ECEOO
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 eguifioa can offer project leaders in their journey.

11 53 (1 OO0A 1T £ 2ADPOAOCAT OAGEOAO #i1 i1 EOOAA 11 1 PPOI POEAOGEINGHOIA! DO £ CE A
July 2018Bttp://appropriations.,house.gov/news/documentsingle.aspx?DocumentlD=343384
12 "1 O80ER O$#-3 #EBOABOAABAI QiOAI EA "1 AEAO 41 ‘hifos/wiii.doEu@goheinménteves/BcmE-O1 AAR 6

cuts-quangos.

13 * EOAh 02 AjddEaA dxEHo@/ corpdtadeAdsifaping

14 . %(h O$ECEOAT (O Al E O Beh.Gov/yrdn®/bdA/dlighdl -QuinénEids implen@dtih GFaidts

15 Raym Crow, Income Models for Open Access: An Overview of Current Practice (SPAR&2008)!.org/sites/default/files/incomemodels_v1.pdf

16 Frederick Friend, OpeAccess 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/BhEBk&ase Studies in Sustainabilityithaka.org/research-
publications/revenue-recessionreliance-revisiting-scathaka-sr-casestudies-sustainability. Also see the forthcoming Sustaining the Digital
Humanities: Institutional Strategies Beyond the Start UP Phase (forthcoming, 201#)aka.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 discu&estamability and

Revenue Modetnd has expanded the list to take into account emerging models asawéfiose that needed
deeper discussiorBased on desk research and interviews, conducted throughout the first half of @13

updated figures where new ones were available and added lists of recommended readings, taking into account
more recent works. Weought 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, walacedeeply 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 undlerintend for the examples we cite to be useful,tbu
we also hope reademsill continue to send us other examples they encounter
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Sustainability and the role of revenue
generation
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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 Wwischolarly 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. Ldomarand 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 futtire.

But some initiatives require substaiat ongoing work well beyond deposit and preservation, such as updating,
project management, and the addition of new content, ongoing interface upgrades, digital preservation, and
OOAO 1T OOOAAAES8 4EETE 1T £ AOI xAOT d&ndtd ugportGhdldrsOcdlodadaOit | 1
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 drght 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 Fusdpported actiities, originally hosted by the Arts and Humanities
Data Service (since defunded) provide classic examples. Many sites are still aceassibeknows the precise
URL2 but are otherwise difficult to find, perhaps in part because many have not been updated their

deposit® Other more recent enterprises, such as H€L Bloomsbury Project a collection of original articles
and references about the central London neighbourhood, &adley of the Shadow a collection of Civil War

era letters, diaries, newspapers, census, and church records, have simply not been updated in recent years. Thos
who know of them can find them, but without updag, how visible will the site be as time goes dm@&nscribe
Bentham, a crowdsourcing transcription project, made headlines when its initial funding came to an end. It
became clear that, while theontent would certainly be hosted, the ongoing work of the editpesg. their vital
interactions with contributorg wouldnotbe continued if no additional support were secured. Luckily, this
project successfully petitioned for assistance from its hogfamisation, 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 PléattpRX&np.cdlib.org

19 Google search algorithms, for example, take into consideration whether and when a site has been updated, and the numbelitgraf the links it
contains. A site with no updating for two years and few active liskslikely to appear high in a set of search results.
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 anduseums, sustainability is often largely dependent on:

» larger structural an@perational issues, including the development of shared infrastructure to misgntiosts
of customsed platforms;

» the creation of workflows that fully integrate digital contentitlv the storage, search and preservation
practices of the institution;

» and the adoption of portfolio strategies to priosg investments and to determine where scale solutions
work and where a more targeted solution is need@d.

While these institutionalssues are not the focus of the present report, they often figure prominently in the
strategies of project leaders at libraries, museums and other cultural institufibns.

Some projects also do benefit from support in the form of contributed resourcekidimy 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 leel 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 offiseeking press releas&orthy 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 suppdmesources 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 underinvestmemtlear, 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 entrepreneuriaininded project leaders, the opportunities the internet offers are substantéith

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 enharioggrpret, 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,-firefessor of computer sciexe of Stanford, that made
EAAAT ET A0 xEAT EO AOAx A OEOOOAT A1 AOGO 1T £ Xdadhodoon
conceived as a database for ornithologists, but has grown rapidly since repositioning itself as a tool for avid
birdax AOAEAOOh AAAAPOETI ¢ T OAO OEOAA TEITEIT T AGBGAOET
astronomy project that permits amateur stargazers to evaluate and classify galaxies. It attracted over 150,000

20 *ATTEZAO 6ET I DA h OOODEAADAAI BAA EEDAOBRAGAT ATAT @& A )1 001 AGAOGEIT 1
389.http://crl.acrl.org/content/73/4/379.full.pdf
AndVinopal, Jennifer, and Monica McCofnE 8 WoX Q8 O3 0PDi OOET ¢ $ECEOAI 3AET 1 AOOHdMal &l 2A0A
Library Administrations3 (1): 2742. http://dx.doi.org/10.1080/01930826.2013.7566890r) http://archive.nyu.edu/handle/2451/31698

21 &1 O AEOOOEAO AEOAOOOEIT 1 &£ OEA EI OO0 EI OOEOOOEI T 80 igitahFuthré: InGiGDHDAET AAE
300A0ACEAO Alhtp/gfgtErdiddac.uk/6041DLASUIsGBIng_our_Digital_Future_lthaka_S%2BR_FINAL.PDIFor tactics involved
specifically with Online Educational Resources, Beter Chatterton Sustaining and Embedding Innovations: A Good Practice. Gioddon: Jisc,
October 2010).
http://jiscdesignstudio.pbworks.com/w/page/40439212/Sustaining%20and%20Embedding%20innovations%20Good%20Practice%20Guide

6 #
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every humanitiesfocused online resource would want or be able to attain these numbers, seeing what has been
possible for others, and examining the methods they have usednd 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 dynamiigidal resources, or sustainability planning, is similar to business
planning in many waydt 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 fact@t may influence its success, and
OEA OAOI OOAAO OEAO xEIT AA TAARAAAA O1 UEAI A OEA 1006
digital resources, or neprofit business planning in general, differs from business planning for comaierci

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 theganisation or activity need to accomplish?

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 asits §artib T ET O OEA 1 OCA
missionbased 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
coverthose costs”* 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 sourcesiscussed in this report include all the major categories that we sedargbrofit digital
resources working with:

» Philanthropy (including donations, grants, endowment)

» Host institution support (suchasd#8 ET A OO0OBPDPT OO0 AOT I UiePO T EAOAOU 10
» 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 atmmuaed 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 dig#ed 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 heldgeelbout revenue generation,

22 GalaxyZoo is a project of the Zooniverse, a series of citizen science projaets/www.zooniverse.org/about
23 Alan R. Andreasen and Philip Kotl&trategic Marketing for Nonprofit Organizati¢Rsentice Hall, 2003). See especially chapter 7, Generating Funds.
24| thaka S+R has del@ped several tools that project leaders can use to develop sustainability plans. The Framework f@r@usBustainability

Planning is available gisc.ac.uk/media/documents/programmes/contentalliance/SCA_Ithaka_Framework_Sepll_xfinal.pdf
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This attitude may derive in part from the open access mandates 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 decisioatterhju

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 thegan choose the methods that fit their mission, while gaining the financial support they need
to thrive.

These are the questions a project leader will need to ask when developing a sustainability idarth® 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
and what they would like toa This is where revenue generation can play a role.

»  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 matdssaience come for teaching
materials

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

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

» 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 demonstratet what we are doing is having impact

25 The full report and complete survey results are availabler athaka.org/research-publications/appraising-our-digital -investment

N
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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 sourceSustainability and Revenue Models for Online
Academic Resourcaesge presented different types of revenue models in termwbéther 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 frongizen project will be willing and able to p&y that value
Indirect beneficiaries are those wlilgrive 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 beneficiaies pay
» Subscription or ondime payment
» Payper-use

» Contributor pays publication or hosting fee

Indirect beneficiaries pay

» (1 OO0 ET OOEOOOETI T80 0O0ODPDPI 00
» Corporate sponsorships

» Advertisers

»  Philanthropic funding

» Content licensing

The benefit of this approacits 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 ayrR Crow, categorise models as either demaside models,

O0&O01T AAA POEI AOEI U AU AT1 001 A0OO 1T &£ OEA Akidetmddel® T O A
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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 productdn.

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 hopehefp to provoke new ideas for those
who use it.

TheValue Assessment Frameworkncludes 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 yoareated

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 uss 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
Ol AOEh OOAI OAAT A EI O xEliebd "U OUOOAI AOEeéktAchders OA
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 ahe 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 consitlervalue that users and stakeholders may find in

its content, technology, audience and mission.

Figure 1. Value Assessment Framework

Leverage the

Revenue Model

value of
Subscription
Not OA
Purchase/perpetual access/pay per use
Content
Licensing:eg, offering content to publishers for rese
Freemium: Charge for added value for special formats
Freemium: Charge for added value for greater functionality, service, or tools
Tools and Licensing orcustomizing software Compatible with
Services Author (or contributor) pays Open Access (OA)
Consulting and other services
Advertising
Audience
Corporate sponsorships
26 Crow, p.8.
27 30EI 1 1 OEAO 1 AGEIi AO AOA 1 AOO OEAI OAGEAAI 1 U AEOAI AAR lihd @velle BolladsAod OET C

dCEOAI Ail OATI 08 87AA Al Ahtpsihadkiadcor@WedAdd®ibbile-Hevedub\dejs AEIIEAURSHET
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Membership

Mission Philanthropy (grants, donations, endowments)

Host institution support

For example, an obvious source of value for many projects resides aotitent 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 thisase, selling the content to users is one option; licensing it to third parties is another; and
developing a premium version for specific ugesich as broadcast quality video for commercial programmes

(fee) versus online viewing of the same clips (fieis)yet another.

Thetechnology 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, wife 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 intefarfeervice activity, as
team members consult with other projects, whethin 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 rénmgpa wall is not the same thing as actively encouraging

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

and loyal following’® Theaudienceitself, depending on its size and composition, nteve 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, weniclude philanthropy in its many flavours, from outright gifts from donors, including
the newly trendy online crowdourced fundraising initiatives; grammaking; and endowmentsNe also include

innEET A Al 1 OOEAOQOQOEI T O AOI | ABRGEEATAOOIETIODERDNGEITAGHO x(
overheads that projects may not need to account for diredttythis category we also include membership
models. While they are not strictly speaking pure donations and often involve something inlexgida &1 O 1 1 /

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 thereeem 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 bédtan extreme are those leaders who reach

28 While this guide does not directly address #&rite development or user needs, understanding the motivations of users and other stakeholders is
critical for projects seeking to have any transaction with an audiengbether seeking their financial support in a direct way (through payments for
content o services), in an indirect way (though donations to support your work, if they approve of the mission you support),ibutontof their
precious time to engage in the activity you need them to participate in (editing, contributing to a blog, shaidngation 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 lesidemmurture that resource
as carefully and strategically as if the users/contributors wesewace 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 hgdra ma
impact on the success of a sustainability model will have already been taken.

47 AOAOU POI OGAOO 1T &£ OxA AT1806 ETIi x ATTO6CE UAO O1 O]
there is value in just starting to ask the questions and for sguestions 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 oneythahope 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 thisegafters 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 decidiogyasould

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, whileoffering 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 gro™ 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 shouldsehtoaely 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 exptore siew 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 longerm plans of your resource, we hope this guide offers a clear way to start exploring
and teding your ideas about where the value in your activity lies, and how that can help sustain it for years to
come.

29 7EI 1 EAl &1 OOAO ABDOI ABOO & Htddda Adhlintbvatithl Rdéviedpring 2007.
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 thepportunity 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 giute concerns of some project leaders about the fit
AAOxAAT AAOAOOEOETI ¢ AT A OEAEO DPOT EAAOBO I EOOEIT 8 )
challenge to smaller projects; while rates for online advertising have increased in rexamst hey 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 viewsr impressions of an ad) for online ads was an average of $12.00 (about
£7.30) andn 2012, there was no industry for which the average CPM for online ads was greater than $28.00
(about £17)°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 antiya a 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 modesfliaday, 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 kiely to be suitable for digital resources with the following strengths:
» High volume of traffic; this maybe measured by unique visits and/or page views, usually per month

» Loyal users who return to the site often and spend time thereAdvertisers will soratimes pay a premium

£l O OOOEAEUS8 OEOAOh xEAOA OOAOO OPAT A A 11 OA OEAI
A AT OA AOGAEAT AA OEAO OAOOOT O 1T £OAT AT A OPAT AO OEC
time reading ratfer than surfing around a websitedOE OO CAT AOAOET C AAAOMEBE A x OF
likely advertisers will be businesses interested in promoting their brand, rather than in driving immediate

sales

» Users who representdemographics valued by advertisersAdvertisers 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 intereststgey, mili
history scholars)

30 Sherrill Mane, David Silverman, and Linda Gridley, IAB/PwC Digital Advertising Revenue Report: 2012 Full Year and Qdl 20123, gxpsentation,
pp. 1213,
iab.net/media/file/PWC%201AB%202012%20Full%20Y ear%20Digital%20Ad%20Revenue%20SHERRILL%20PRESENTATION%20Apr%2016%20
2013.pdf
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» Users engaged in specific activities relevant to the sponsarlotels and travel agents wish to reach people
in the process of planning trips; camera manufacturers wish to target people who are researching digital
cameras. ScholarhA OT OOAAO AOOI AEAOAA xEOE Al AAOEOEOU OEA«
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 progragsm

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 mataty of advertisers and publishef5The 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 morddoements 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. (Noteltat 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 advertisgrs p

» 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;rfexample, 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-te@hs range® This models a safer bet fosite 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 clickCRC), also referred to day 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 seanards or phrases, so that their ads are targeted to
OEAxAOO 11T OA TEEAT U O AA ET OAOAOOAA ET OEA AAOAC
click on their ads. According to a study of fifty advertisers on the Google AdWords ad neth@iyerage
CPC observed in 2012 was $0.84 (56p).

» Cost per action, leador 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 dislophisicated tracking
system, usually run by the network provider, allows the publisher and the advertisers to track users and their

31 - EEA -AOITh O! ' OEKASOR OAOOOBDOD AIUDO A@dpEidyEsripplays. tokniblAgk@uide: b Xtxrfup-
advertising/.

32 "AOO - AOEGCOAZER O7EAOQ eHayekoiv.comhid (ZqoAss "aveladdider-#pinhield

33 *1 1T AOEAT (1 AEI AlPerCiak(BRC) aivedsingdi OB TOAAOU AT A ' T AT UOGEORS (T AET AT #1711 001 OAT

hochmanconsultants.com/articles/je-hochman-benchmark.shtml accessed 3 May 2013.
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measurable impat, and this also means that CPA rates are traditionally higher than CPM or CP€ rates.

» Flat rate feesarecharged to the advertiser for exposure to the audience for a fixed amount of Tilme fee
factors in the size of the ad, its position and in somsesaparticular 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.

I AAT OAET ¢ O OEA )1 OAOAA Osdehising R&vdnae@Eparere gre fin®@@kd O )
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
IABreport,**ranking them in order of percentage of total online advertising revenue generated in 2012, from

highest to lowest®

Advertising Formats

Search Advertisers pay a publisher or advertising network to list andifde CPC, CPA, CPM
OEAEO AT i PATUB8O ET &£ Oi AGEI T h D
specific search word or phrase

Display Advertisers pay a publisher or advertising network for space ona  CPM,CPC, CPA and flat
website for static banners, interstitials and logos. rates

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

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

Digital Video

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

Rich Media Displayrelated advertisement that often includes Flash or Java, whii CPM, CPC, CPA and flat
allows audience to view and interact with the productservice. rates
Sponsorship Custom content or experience for which advertisers pay publishers, Mainly though flat rates

and which may include advertising elements such as banner/display
ads, video, and rich media.

Video advertisement that appears before, during, or after video CPM and CPC (mainly)
content within a video player, such as ads on YouTube, or online T\

commerdals that appear while streaming content or in downloadabl

video. Standalone video display ads that are not in a player are

considered rich media.

34 A1 +1 AATh O#0-h #0#h AT A #0! 0 O&MDpsINGidedEbpSinsiddr.éoi/hdbps-bhahidskEphium-andipa & AAODA O
pricing-for-online-media/.

35 00OEAAxAOAOET OOA#1 1 PAOOR 0% Al IhdrBEAlVErGing REehud Refll O FuDY¥ehr Qesditiyrid2053(pp. &3, E 1
iab.net/media/file/|AB_Internet_Advertising_Revenue_Report_FY_2012_rev.pdf

36 PricewaterhouseCooper$AB Internet Advertising Revenue Regmrl2.
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Description Revenue method

Bannersyideo, links, or any sponsorship advertising embedded witt  CPM, CPC, CPA and flat
an email. rates

Trends

Native advertising

INn2013nAOEOA AAOAOOEOEI ¢ EAO AAAT I A NOEOA pI POI AO ET ¢
00T 11T O0OAA 4xAAOO AT A 40AT AOh &AAAATTEBO 3Pi1 OI OAA 3
seamlessly integrated into the platform, which proporterof this form of advertising see as a way to encourage
viewers to engage with thenit is important to note, however, that there have been mixed reactions to this
OAAIT 1 O&I ACA AEEAAOCEN O1T 1T A AOA OOI OAI Akdntedt &hd éoieht x AU
created for commercial aim¥.For this reason, it is difficult to imagine scholarly projects accepting this sort of
advertising, as it would likely present a real conflict.

Nonetheless, weltespected publications have used the tactitiwsuccessThe Atlantichas partnered with

AOAT AO O1 AOAAOA AAO OEA®Atad& @ OAEKAOAT O&d 1 AREOAENIAC.
article, The Atlantié O §é&atold Aative advertising strategy has been so successful thaf 2912, it

AAAT 01 OAA &£ O EAIl £ 1 £ OEA POAI EAAQGET T80 AECEOAI AA
2012% Another example i& AAAAT T EGO 3bi 1 01 OAA 301 OEAOh xEEAE EI
$350 million (£214 million) pgear in revenué? While traditional banner ads generally have clitkough rates

I £ 1 A0O OEAT Xmh 4xEOOAOGO 00111 O0AA 4xBfk@odyhigi OEA
rate.”” By their very nature, native advertisements do not scédebe effective, they must be carefully crafted at

an individual levet! We wonder if this suggests possible additional uses for content foademic or cultural

sites, to license their content to advertisers.

Advertising on mobile devices

Mobile advertsement 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 unclearQd OT I A Ei bT OOAT O ET AEOEAOAI Oh ET AI
believe that the mobile platform will soon be more important than television, and Facebook is ready to focus its
efforts in this directior(’A variety of issues, including scredres power demands, and privacy concerns, have

37 &OAAAOEA &EiI 11 Ooh O. AGEOA | AOAOOEOEITEeGuardaA 0" O OEA &000ed 4AAETT I T U
guardian.co.uk/medialblog/2013/apr/22/nativeadvertising (accessed 7 May 2013).

38 *1 OE 30AO01 AAOCh 04 E ADiglddy R5ASepiember 2012|5ida0.com/AudlEn®rA/the-ailatit Gries-native-ads/

39 , AOOAT )T AOEER O&AAAAIT T Ed 3 b iMastablérA duly 2300d)t0 Frdkshable AcENR01Z/0%/26/fdedbboko-2012A $ AU 6
earnings-call/

40 , AOGOAT )1 AOGEEh O4xEOOAO O 41 b WashableEJuheR01hitp:Erhashable. cank @A/ 060 Kiwitei-adWd X T ¢ 2 %

revenue/

41 %OET ' OEA£ZEOEf EQD.1 A GRAGA 1Faxid GadyshOdobe@2dl A iipd/pandodaily.com/2012/10/03/native-advertising-will -
save-us-all-maybe/

42 3AT AT A |, AOOiITh O&AAAAITTE -AEETC ! AO - VebrbeBeahlB mpdi2o1®i -1 AEI A 50A00h 3A

http://venturebeat.com/2013/04/15/facebook-mobile-ads-sandberg/(accessed 7 May 2013).
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presented technical and monetisation difficulties for mobile advertising in the p&Stich limitations are quickly
dissolving, however, and advertisers have begun to recognise the potential of the mediunm &¢hdemic 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 oBritain throughTimevisionofbritain.org.uk is a UnitedKingdongbased website that brings together
geographical surveys, census data, historical maps, travel writing and other archival sources to jpsymit e
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 Universiof 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.
31 OOEAI 1T OAI AOEOh O) AEA ndcdptitgAaddtisidg], 4s | ddv@ahdwad OAO.
Ail111TxeEl ¢ OEA AgAipiI A T £ OEA "OEOEOE (EOOI OU /T1T1ET.
recall early concern from university administrators, who ultimately agreed. Importantlyptt@] EAAO8 O 1 A(
lottery funding imposed that the commercial income [derived from advertising activity] only be used to maintain
AT A AoOAT A OEA OAOI OOAAh 110 &£ O OEA O1 EOAOOGEOUBO
the revisedsite, 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, whgH, OOE AT 1 BT ET 00 1 6O0h OAOCOAAIT U
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 themyjging of the site for search engines
With regard to optimisation, he makes the following recommendations:
» Follow accessibility guidelinesO- AEET ¢ UT 60 OEOA xi OE xAll &£ O OEA
search engine bots . . . completegjnore graphic®he explains
» Maintain a logical hierarchical structure which is easier for bots to explore

» Include descriptive text about places systematically linked to thatilrarchical structure, offering content
for (search enginegd index

As aresult 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£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 ceveloped via data licensing for commercial use. For various reasons, that revenue stream is unlikely to

43 , 0 6A1 OA )1 OAOCOI AT 6OoR O/ 11 ET A 1 Shehibgpra2BUdlyQ01Atp:Asee®ifgliphs.dovhricle/BLASGIA AT 0 OT A
online-advertising-and-the-small-screenproblem
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Benefits
» For sites with heavyraffic and good data on visitors, advertising can open up apedaintapped 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 allow#eato 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 comtitmugrow

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 editoria@drity 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 aproject 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 stalffrieed someone
to be involved in the ad production cycle

Key guestions 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 | know about the visitors to our site (demographic data)?
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» How might visitors to our site be valuable to advertisers? Do they have special interest®othespond 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, IncGuide to OnlineAdvertisirgljuggler.com/docs/AdJuggler _guidetoonlineadv.pdf(accessed 3
May 2013).

Google Adsense O' AO -1 OA 6 A1 OA Mmodgle.combddadselsthri ET A #1 1 OAT 08
YT AOEEh , AOOAT 8 O&AAAAIT T Ed 3 MashdbieZAuy 2®1HT OEAO - AEA |
http://mashable.com/2012/07/26/facebookq2-2012earnings-call/

On

, EAOAOU 'T AT UBGEAO AT A hitpl/BOdA Oimas aduladbduOiampO! AT 6O , ! - 0
PricewaterhouseCoopers LLRAB Internet Advertising Revenue Report: 2012 Full Year Results
iab.net/media/file/IAB_Internet_Advertising_Revenue_Report_FY2012 rev.pd8 3 AA AOPAAEAI T U

I £ ! AOAOOEOEITz3. &1 Of AOOhd DPbH8 wWw
30A0T AAOCh *1 OE8 04 Efigiday@d SkitedmBeA20121QHA. >m/publGiedike- | AO8
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 missiofdriven mindset, or funder requirementgvhile 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 acces®ta, con

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

yT OAET T AOI U POAI EOEET C60 OOAOAOEDOET 1 -fronCcosBAdAO 1 1 .
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 authofpays model comes &m 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 fdraving authors pay wfront fees to support the publication of their warBome

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 wouldvide 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 puldiimat is, print and bind copies of heir 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 resrchers are grant supported, but many publishers are exploring this model as well, as
are publishers of monograpHs.

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 upfront 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 authorsontecetsup research
council grant; whereas nearly 55% had reledinstitutional support and se#EOT AE T C 8 6 -UB AFS Reskabcher Survey Results.
slideshare.net/OAPENUK/oapenukhssresearchersurvey-results
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How it works

In the autha-pays or contributopays 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 ordsting fees. Unlike the subscription model, which assumes that the

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

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

this model, it is the author who is responsible for paying the publisher, which in exchange provides the
OAAETT1TGCEAAI h AAEOI OEAi h AT A T OEAO 1T OCAT EOCAOQEIT T Al
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 pressesd societies.’ There are some cases, as well, where fees are charged even for
the review process, for example by tleurnal of Neuroscieneghich charges $125 (£76) for submitting an

article*®

Trends

Today, the authoipays model is in the midst of a reakurgence 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 thaarstlip is open

access!’In 2012, a UK governmembmmissioned working group issued a recommendation later accepted by

the government to make all publicly funded scientific research available for'fraed beginning on 1 April 2013,

all research fundedyResearch Councils UK (RCUK) must be made freely available via either Green or Gold
Open Access (OAJ.In the United States, similar policies are being explored. Faie Access to Science and
Technology Research AGEASTR) hill introduced to House anerate in February 2013 would provide funding

toal EAAAOAT ACAT AEAOG O1 OEAO OEAU AAT AAOGAI TP OPOAIE
Al 1 TUAAO T £ OEAO ACAT AU 1 O A£OIT later /A&t mdnt, the White HBA 6 DO A .
Office of Science and Technology Policy issued an executive memorandum that ultimately aims to expand the

45 David J. SolompandBe# EOEOOAO" EEOER O! 300AU 1 £ / DAT 1 AJodabf theilA@adicak $otletySoD ET C | O
Information Science and Technol6@y8 (August 2012): 14835; for preprint, seeopenaccesspublishing.org/apc2/preprint.pdf See also
Eigenfacton xEEAE DI 1 00 EI OO7T Al 08 eihedfcOr.ohy/ghmaicd® OEAEO EI PAAO AEAAOI 00(q

46 Society for Neurosciece,3 OAT EOOET 1 & AA AThélJoubnAl of INdufosieribaiuioseifond/Bi/misc/ifa_fee.xhtml. For a study of
OOAI EOOCEI 1T #ZAAROR OAA - AOE 7 kAol it ihd tGrBitiod 6 bperhacces®simn@ry Gf Aepok © Kriblviddges A A O
B AEAT C ABowlpddeeXcthe@@. info/Default.aspx?ID=413

47 For alist of such initiatives on the part ahflers and institutions, sSeBOARMAP: Registry of Open Access Repositories Mandatory Archiving Policies,
http://roarmap.eprints.org/

48 TheWorking Group on Expanding Access to Published Research Findagysommissioned by the UK Minister for Universities and Science and
chaired by Dame Janet Finch. Its repdktcessibility, Sustainability, Excellence: How to Expand Access to Research Pylidizatioras the Finch
Report, is available atsearchinfonet.org/wp-content/uploads/2012/06/FinchGroup-report-FINAL-VERSION.pd8 &1 O OEA Cc1T OAOT I Al
to and acceptance of the Finch Report, $8& gov.uk/assets/biscore/science/docs/l/1-B75letter -government-responseto-finch-report-research
publications.pdf

49 6" OAAT S /! ATTOAT O EO ATITTT1U AAI EOARYE AKEAM BT GOGE @AGEH 13 hAith EGEA BRI G G 11
immediate acceshrough a designated OA Journal. On this topic OA scholar Peter Suber helpfullynbh&green/gold distinction is about venues
i O AAI EOAOU OAEEAI AOGR 11 OhtddA0y.c0EmEQOpeic®iodioAeq@ARO Fdr REsehreniCbundlsi@ gyh

seercuk.ac.uk/research/Pages/outputs.aspxSee also a decision tree summarising the policy, created by the Publishers Association and endorsed by
RCUKpublishers.org.uk/index.php?option=com_docman&task=doc_download&gid=780&Itemid=.
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development expenditures greater tma$100 million (£61 milliorTy.

For publishers faced with open access mandates, the question is whether the author/contrgaytemodel 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 fundsiviany scholarly contributors to such publications must rely on others to cover the

costs of publishing their research.

Inthe 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 suppadsearch. 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
7TATTATT A 40006080 / PAT 1 AAAOGO 11 AAT h oEtv@ OABes| DT Ah D
publishers may require, and stipulates that articles be deposited into Europe PubMed Central (Europ&.PMC).
Somewhat similarly, RCUK has also begun distributing block grants to universities in order to help those
researcherswhoare publisET ¢ xEOE 'T1 A /! DOAI EOEAOO Gimilai AAO OE,
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 toGe#t 08 # AOT ACEA
library will contribute up to $1,500 (£917) per articlg to $3,000 (£1,837) annually per researcher; George

-AOI T80 1 EAOCAOU xEIlT AiT1 OOEAOOA OP Ol rQhood j 0Xhn!
Publishing Equitynitiated by five major research institutions and now joined by another thirteen in the United
30A0AORh #AT AAAh AT A %0OOi PA EO Al i i EOOAA OI OOEA OE]

reasonable publication charges for articles writtiey [their] faculty and published in fekased operaccess

ET OOT AT O ATA &£ O xEEAE 1 OEAO ET OOBPOOOETT O xT OI A 11
The shift to an authopays model has had some downsides, however. Some less scrupulous publishers have
been calle out for their willingness to accept articles without the same degree of careful peer review or editing
iT00 OAET 1T AOI U PDOAI EOEAOO xi1 O1 A OANOEOA8S ' 1 EOO 1 £
librarian Jeffrey Beall of the University Golorado, 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.7 EET A OT 1T A /1t AAOIT AAOA Ot uBadiisinglds buhdpéni A A
access publishers for criticism that might apply to subscription based publishers as well, his supporters
acknowledge that the authepays business model offers a financial incentive to publish more, not better work,

and that pdicing the most egregious cases of arepresentation 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%20DOY LE%20FASTR%20FINAL.pair the Office of Science
and Technology Policy Memorandum on Expanding Public Acte&ederally Funded Research, see
whitehouse.gov/sites/default/files/microsites/ostp/ostp_public_access_memo_2013.pdf

51 Arecent survey askealthors to share their sources of funding for autfpays OA journals and the factors that influence their choice of journals in
which to publish. See David J. Solomon and8& OEOOAO " EEOEh O0O0AI EAAOEI T &AAOndFhactorsDAT 1 AAAOC
y T £ OAT AET ¢ #JBuimEl Af Ahe AnsEricani SGeiedy tarlInflodmation Science and Tecl6®)lagy 1 (2012): §807.

52 4aEA 7AITTATT A 4000080 /! DI wdidhide sk @AFG-AFPDIBYAFDIIdraridposiE-AEO x AAOEOAR AO
statements/WTD002766.htm. Starting in October 2013, the OA policy was extended to apply to scholarlpgnaphs and book chapters as well.

53 Compact for Open Access Scholarly Publishing Eqoitzompact.org/compact/.

54 * AEEOAU "AAITh O0"AAI 180 ,EO0O0d 07 OATGEMA GO 00 EoMdIEAN@BNAGSS 0 OT AAAT A 00AA
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 tsupport 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 dagidvhere to publish their own articles, it was
OAOU EiI PT OOAT O O OEAI OEAO OEA OEI O0O1T Al 1 AEAO EOGO
AOOI AEAOET 1T xEOE OAT EOU DPOAI EOEET C 1T O PAO&ARO Al O
60% x AO OEA OOAOAI AT O OEAO OEA OEI®O1 Al DPAOI EOO OAEI

Case studies

There are numerous examples of publishers using the adgiays model. Some are independent; many are one
imprint within a larger organisation that also includes subscriptimsed publications. In addition, even the

more established presses have beguret@eriment with the authompays 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 $3081,750 (£1881,071) for accepted, peeeviewed manuscripts; material that is not
peerreviewed (e.g., editorials) is published foee. Memberships for institutions, enabling authors affiliated
with those institutions to publish in a Hindawi journal without paying APCs, are available.

» Businessmodel{ ET AAXxE830 OAOU 11 x AT OOlabAukidBairddEyfpt, hits Aidé | E (
to publish a high volume of articles via the authmays model. A network ofolunteer 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 researth

» Pricing: currently $1,35p @ wyYqh Al OET OCE OEAOA AOA AQAADPOEIT O |
home country

» Business modelcostsandre&kT OAO OAAI A xEOE OEA
AODO Al Oi AAAO OAOAI BA8H

I Of AAO T £ OOAIE

55 Ross Housewright et allthaka S+R US Faculty Survey 208&il 2013)Ithaka, sr.ithaka.org/research-publications/us-faculty-survey-2012, p. 59.

3AA AT OF 3iiiiiil AT A "EEOER O0O0OAI EAAOEIT &AAO ET /DA 1 AAAOGO 00AI EO
56 PLOS, PLOS ONE Publication Critef?4,0S ONEplosone.org/static/publication.action
57 # AOAT AA 1 AAT Oh 030! BSPARCsphdrciab®dgdrin@ator/@os-6nd.shiml A h &
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Peerd

https://peerj.com/

» Criteria for publication: research articles in biological, medial, and health sciences, juggd OOAE AT OE
i AGET AT 11T GEAAT OI O1 AT AdO8

» Pricing: The author purchas a lifetime membership that ranges in price from $99 to $349-@H8I13),

depending on whether the author joins before or after a submitted article is accepted and the number of
articles he or she anticipates publishing annuallpéerd

» Business model In addition to membership fees, Peerd relies on membership dutiesse who wish to
publish on the site must review at least one article a year for th&site

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 gdby each journal, with discounting for articles previously considered by other
non-open Wiley journals and for society membefer those who submit to journals that are not fully OA,
Wiley offers the OnlineOpen programme, which for $3000 (£1,834) W@l #aticles that have been peer
reviewed and accepted and make them openly available via the Wiley Online Library and deposit into
PubMed Central

» Business modelWiley 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 publisttingall
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 frtm, a
point of acquisition, the publisher is sure of having its costs coveradking 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 0 AAO* h #OOEGHOG A Gom/about/editorial -criteria/l AT A 0! E i HopsAdedsj.canfbob/Aiddrand-scope/

59 0AAO*h OOAUE OE Ausf/Qaej drEkibi/

60 0 AAO* h 04 x i hiys:Opkdri EdAdEpibiodidis/8 3 AA Al OF OEBI AAAOEED O0PAI érhdIatoaly3 O0O0AE
Kitchen 14 June 2012tp://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 autkeatys model to build a reputation f@cademicexcellencef
the business model privileges volume over selectivity

» Costs are manageable for STEM disciplines, but difficult to cover in thedhurk OEA Oh x EAOA A O(
not typically funded through grants. Some open access publishers have found theb43X£61-£245)is
the price range for authors in humanities and social science disciplines.

»  Shifting the revenue focus to authors mageate an incentive for publishers to accept more content and take
1 AGO ET OAOAOO ET AOAEAT AA EAARAAAAE AT A AOAEAT AA (
themselves

» The economic upside to the model mhg weakened, if the publication chargéses 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 pudticn charges for those that do get publishegnd as
readership grows the associated access costs will increase without a commensurate increase in revenue. This
can be countered by imposirspbmission fees.

» TheauthorPAUO 11T AAT DBOT OEAAOG 11 OAAOOOEIT C-temmb@skivaiioh OfI
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 meeting to individual scholars and researchers, as theycareently the main
OAOOOI i AOGS ET OEEO 11 AAI

Key guestions to ask if you are considering this model

» What is the demand for this seréd@mong 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 brdddés 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 easthfmsada
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 vgitime other form of value creation). How will
we ensure that our costs are competitive? Do we have access todstabour? Are there economies of
scale that we can utilise?

»  Will anything be left over to pay for preservation, and what is it likely taTos
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Further reading

#0101 xh 2AUI h O! OO0 Ebme Modald fér DiedActess: A AVe©iéw oEGurrent REBRAGRLC,

2009), p 10.

King, Donald W., and Carol Tenopir, An EvideticA OAA | OOAOOI ADAUVDOE OEAADBOOED
FocusAccess to the Literature; The Debate Continudsiture 25 June 2004.
nature.com/nature/focus/accessdebate/26.html

LT UR - AOOEAx8 O(ET AAXxE 00AIl EOEAtess ConribupPsiBOENEsE W d X X
- T A AthaRa0S+Rsr.ithaka.org/research-publications/hindawi-update-2011

OAPENUK, HSS Researcher Survey Results, 20ti2share.net/ OAPENUK/oapenukhssresearchersurvey-

results

Solomon , David J.,and B EOEOOAO "EEOERh O0OAI EAAGEI T &AAO ET I D
Factors INDAT AET C # E T Bodrdal of tHe Amériéad$odidtyFor Information Science and Teclé®)logy
no. 1 (2012): 9&07.

Solomon , David J.,and B EOEOOAO "EEOERO! 3006AU T &£ /I PAT 1 ARAOGO
Journal of the American Society for Information Science and Tecté®lagy 8 (August 2012): 1485.
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Consulting and Other Services

Introduction

Many project teams who develop digital resources, whether online content or platforms or other tooldhgain
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 capegvide 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 missiamrompatible and potetially enriching to the project itselfApart 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 knbbaw 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 (gh 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 andhimewOther

services can be based on leasing specidlsguipment 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 agpeddeliveral@s, 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 thiservice.

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 activities as, 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. Ciatingeservices,
however, come with the implicit requirement s&rving 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 thecase 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 digitisatio services to outside institutions for a fétfter 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, remkbtine University of Southampton

Digitisation Unit, focuses on digitising locally held items.

Case studies

Lincoln Center for the Performing Arts

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

Lincoln Center fothe Performing Arts (LCPA) is a nfuir-profit organisation based in New York City that is

dedicated to delivering artistic performances through 11 different organisations presenting 3,000 programmes
ATTOATT U8 , #0! 60 1 bAOA Opoited Ly tidkek firkhae ) meibabship dcheinds,U A A A’
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 additionaliesfior the

institution while reaffirming its mission.

In 2010, LCPA tested the idea of offering a formal consulting service when it accepted g/ #anepaid

agreement to serve as an adviser to the developers of a new performing arts complex in Hapjia,] Ad O /EE A
largest city® 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 ledLCPA in 2013 to launch a formal consulting practice and assemble a team to head the new business
1 ET AR xEIT OA AEI xE11 AA O OZAAEI EOAOA AOOEOOEA Ag
worldwide in strategic planning, design andnsiruction of performing arts facilities, operations, programming,
AOAT AET ch OOA&EAE AAOAT T i AT OR EOT AOAEOCET ¢ AT A AQAEA

Humanities Research Institute, University of Sheffield

http://hridi gital.shef.ac.uk/what-we-do

61+8 +EOAU 31 EOEh O"/0#2)3 $ECEOEOAOEIT #Al OOA wooi ¢ %OHAOBNERGOORIBT
sr.ithaka.org/research-publications/bopcris-digitisation -centre-2009. BOPCRIS stands for British Official Publications Collaborative Reader
Information Services& | O OEA woxX ODPAAOAR OAA - AOOEAx |1 Uh 20511 Reibdgbiogih@ Value £ 31 OOE,

0 O1 P OtRakesi.ithaliaborg/research-publications/southampton -update-2011

62 271 AET 01T COAAET h O, ETAI 10 #ROIOAHO OE & AA Ooddvaik DinddRd Ak Bd1A0 Ao OT EAAOL §
nytimes.com/2011/04/29/arts/lincolnrcenter-to-advise-china-on-cultural-project.html?_r=0 (accessed 8 May 2013).

63 , ET AT 11 #AT OAO /ikara @dadkf BankiONangd iManbgihg DireofO Lincadh Center Glokial D OAOOOAT AAOAR Q $/
http://lc.lin colncenter.org/press/480(accessed 08 May 2013).

Consulting and Other Services 32


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

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

Nancy Maron, Ithaka S+R

ITHAKA S+R

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 arttimanities research projects, working with clients to provide assistance, planning,
training, development, and deliverables in all of the technological and digital aspects of research pfoléBts.

also has a publishing branch, called HRI Online, whiokiiges online publishing services via an open access
platform and offers a peereview systent”

(2)60 A£O01TAET C 1 1TAAT AAPAT AO 11 EOndedhpojéct Ar Brddénliel E
coming from outside institutions that need HRIgital and HRI Online services to conduct and disseminate their
research’®( 2) 60 A@OAOT Al Al EAT OO |1 AEA Ob AAT OO EAI £ 1T £ C

Ai T OEAAOAA AOEOEAAI O (2)80 11 Ci Brig@ng (réedtd Andl bvdrdg i E O
years it has completed over 50.

$APAOOI AT O T £#/ $ECEOAT (Oi ATEOEAO j $
kcl.ac.uk/artshums/depts/ddh/index.aspx

The Department of Dif OAT ( O AT EOEAO j$3$(q AO +ETC80 #111ACA |
OEA APPI EAAOCEIT 1T &£ OGAAETTITCU ET OEA AOOO AT A EOI A
dozens of projects at a time, and over the past seyears has partnered with faculty at Kings and elsewhere to
develop innovative scholarly digital projects. In addition to its dega@earding programmes, the department

has a lab that focuses on visual representation for archaeology, historic buildifgsatiheritage organisations

and academic researcHi.

$$( EAO I AAA EO AT AEiI O1 O1AOGAO OAITU 11T TTA O O0A
the+ ET C6 O S$ECEOAI #1711 OOI-dirdclorofthe 3A i0 Digitdl AsSet Mansyen®d A DT A EAT
As of 2013, the DDH sustainability model is based on governmental and institutional funding for research,
OOEOET T h COAT O OAOGAT OAOh -OXOAA OmEBAROOD EG AT AAGMOGEAGE OFEA OBE 1T
Digital Consultancy ServiggkDCSY?’ 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 nofor-profit institutions from the cultwal, heritage, and media sectors as well as from the
commercial sector? 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 ongaingat

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-teamter

desirable horizon for projects in the @fne at any given time.

64 (2) $ECEOAI hitp:dhdiidashet.ak. ukgvha dve-do (accessed 14 May 2013).

65 (2) S$ECEOAI h Gth:Afid@ieal.sherac.uk/hiiohligelodifed publishing/about-hri-online (accessed 14 May 2013).

66 Nancy Marolh 3 AOAE OEAEI A AT A *AOIT 90T h O300OAETEIC /00 $ECeeARAlagd OO00Ad
2013 http: //sca.jiscinvolve.org/wp/files/2013/01/Sustainingour-digital -future -FINAL-31.pdf.

67 (2) $ECE O Atipfhridyoabshet & AdpOjedds (accessed 14 May 2013).

68 King's Visualisation LafKVL), home pagekvl.cch.kcl.ac.uk/index.html (accesse® May 2013).

69 . ATAU ,8 -AOiTh O4EA $ADPAOCOI AT O T £ $ECEOAI (Oi AT EOEAO 4rtdedtf GaseAO +EIT C
300AU 5 b AtAaRelsr.itheaxaxghedearch-publications/ddh-kings-college-london

70 +$#3h O7 E AGEs.kal.de.ukbnihdt.liiml (accessed May 2013).
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Benefits

»

»

»

»

Offering consulting services allows projects to generate revenue by leveraging their areas of expertise

A4EA DPOT EAAOGSGO 1 EOOEIT AAT AA AT i DI AT AT OAA AT A AO/
Offering consultancy services and advisory work garners a level of recognition and acknowledgment of the
DOl EAAOGO TT1CIETC xI1OE

" OAAOAO APPAOOEOA EO CAT AOAOAA -ey&vieiv of fe lanGscdpdlaAdd 1 A A
can see and analy$®w 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 complicatéo 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 requiredrider 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 guestions 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 cpalgbntially 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 thdtlde 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 abte charge for a consultancy project? What are the potential costs, including
opportunity costs?

Further reading

, TUh -AOOEAxh O51 EOAOOEOU 1 £ 31 OOEAI POIT , EAOAOU $|
Ithakasr.ithaka.org/research-publications/southampton-update-2011

-AoTTh .ATAU ,h O4EA $APAOOGI AT O 1T &£ $ECEOAI (0Oi AT EO
Status as an Academic Departmérithaka, sr.ithaka.org/research-publications/ddh-kings-college-london

-AOiTTh . AT AURh 3AOAE OEAEIT Ah AT A *AOI 1T 9 @$forDiGAIOOOAE’
#1171 OAT Ohd *) 3# 300A Oibpgedjisdniolvenigiw@files/2013AFuddnmgodd X Q

digital -future -FINAL-31.pdf

3 EOEh +8 +EOAU8O"/ 0#2)3 S$ECEOEOAOQEIT #Al OOA wooi
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Corporate Sponsorship

Introduction

In a corporate sponsorship model, a commercial enterprise donates moneykandiresources to a neprofit
enterprise in exchange for the benefit of being associated with the-piafit and having some degree of access
to its core audience. This modelrtéake 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 tteitggests 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 irofavour

more strategic approaches to philanthrogyThe practice of simply awarding grants to a variety of charities has
AAAT OApPI AAAA xEOE 11 OA DPOT £ZAOOET T Al EOAA AT OPI OAOA
Some of these activities, suctba OPT T 01T OOEEDPO 1 O COAT OO0 ET OEA AT I PAI
commercial benefit. Others are intended to improve the business environment, for example by educating the
future workforce or enriching the local communif§in either case, corporate spsorships may offer some

academic and cultural digital projects a means of generating financiaktkinish 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 intm&ethat 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 appearson inOCAT EOQAOQET 1 6 O x A A diBdeAcBangecén 1 OE A
creatively exploit the value of both parties in many ways, including creating joint campaigns on rniskited

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% sinbée20@ median
grant size has increased by 12%. See CBBR)g ilfNumbers: 2011 Editiop, 37,
http://cecp.co/pdfs/giving_in_numbers/GivinginNumbers2011.pdf

72 To give a sense of the aggregate numbers, philanthropic contributions from 2p8redions participating in the 2012 Corporate Giving Standard
(CGS) survey totalled $19.9 billion (£12.2 billion) in cash akihthdonations in 2011. The average giving across these companies was $21 million
(£12.8 million), and for Fortune 500 compasiewas $57 million ($34.9 million). Health and human services received 28% of contributions, followed
by the education sector with 26% (including giving telR 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 Developor@menmsities, this is still a
sizable pool of funds. See CE@ving in Numbers: 2012 Edition
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Sponsorships, by thstrong affiliation they imply between the neprofit 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, nonrprofit initiatives seeking corporate sponsamsust 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 efetie and goals

of the company and an argument for how affiliation will create value for them.

Three forms of support are most common:kind donations, employee volunteer time, and grants to specific
programmes. The 2012 Corporate Giving Standard (C@Sey 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. Smnas 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 fagyond 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/

Thiscitizen-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 $0,000 (£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 Vistodsy, in 2013,

the eBird audience includes 100,000 participants who log over thremmdbservations each month. In 2012
Swarovski OPTIK, the optiamaking 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 Canell Lab of Ornithology the primary sponsorship has again shifted back to Zeiss, an arrangement that
delivers revenue, as well askind contributions of optics that the lab uses and on occasion offers as incentives
for fundraising. The shift in sponsaissdue 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

i AOAOEATI O EOT i -)480 O AAOCOAAOAOA AT A COAAOAOA AT
Today, the website contains 2,000 total cours&8,000 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 aathaktelations, commented

73 - AOOEAXx , 1 Uh i ®BRAAOODE 03 OEGE #OT x AOT O O AlthakagsnithakaodyAesearendidblitatibre/dohd®@A11 Wd X X h 6

Corporate Sponsorship 37


http://ebird.org/content/ebird/
http://ocw.mit.edu/index.htm
http://www.sr.ithaka.org/research-publications/ebird-2011

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

Nancy Maron, Ithaka S+R

ITHAKA S+R

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 donatiéns.

Today, MIT OWC has two levels of corporatersgors, 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 undeswrreceive benefits such as

AOAT A AAOAOOCEOGAT AT O 11 1TAxOI AOOGAOO AT A xAAOGEOAON A
EECEI ECEOET C 1 AOAOEAI O OAlI AOGAT O &ite redrithenfand aBcdsE 06 O x
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 leadetshelp steer the future of OWE Some of the corporate sponsors

that have signed up for the Next Decade Alliance are Accenture, Dow, Lockheed Martin, and Matfworks.

Science Budies

sciencebuddies.org/

ScienceBuddies is a website that helpsI 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, whicl
users can search for by keywordsboowse by topic and grade level. It also offers expert assistance from

scientists and engineers, teacher resources such as+oamsland grading rubrics, and information about science
AAOAARAOO8 %l i AOGO 001 AOAOOhRh ) 1 A 8isiondof thAelmai® Foonkbrs Bdhihdx T /E
Science Buddies, and it uses sponsorship advertisement in the form of banners and logos not only to publicise
OEAO AOOI AEAOCEIT T h AOGO A1 061 O1 AT AT OOACA OEA t@EOAGO
%l I AOBO 11 ¢ci EO OOOAOACEAAIT U 11T AAOAA ET OEA AT OO0T |

AOU %i i AO6O POI AOAOO xEAT AOGAO OEAEO OAEAT OEAEA xI O

The Food Bank for New York City

This is the largest antiungercharity 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 engineetp bvaluate and improve the food distribution
process of the Food Bank OET ¢ OEA DOAAOQOEAA 1T £ OEAEUAT S 1T 0 OAI T O
observed the processes in place and helped to make changes that resulted in shortening the waitifay time

those being served dinner from as long as 90 minutes to as little as 18 minutes. The corporate donation has
OOAOI 1 OOET T EOGAA OEA xAU xA OAOOGA 100 Al i1 O61TEOGURG A,
Margarette Purvis, in a recenttisle in theNew York Time$

74 Interview with Steve Carson, MIT OpenCourseWare, 5 January 2013.

75 030PPI OO0 -)4 |/ PAT #i OOO0A nhBdkh.dit.eduysdppor/D AT #1 OOOA7AOAR

76 0/ 60O 30DDIT OOAOON § hitp:/fodw.niit Bdb/lckdie®O® GlppokadsA
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money-toyota -donates-efficiency-to -new-york-charity.html?pagewanted=all&_r=0
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Benefits

» This model offers noiprofit projects an opportunity to monetise an intangible source of value, whether
audience or their reputation

» Corporate sponsors sometimes agree tekimd exchanges of value, such as expertiseleeply 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 sponsorshipsan arouse suspicions or negative perceptions within the academic community if the
AT OPi OAOA EAAT OEOU EO 110 A ¢ciT A EEO xEOE OEA bpoOIi

» 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 necessarilytartargplution

» Recruiting, setting up, and implementing sponsorships can be complicated, involving businedspiagat
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 guestions to ask if you areonsidering 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 ditias 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 awdidocour 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

' T AOAAOGAT h 1 AT 2 88 EG 080 T AEEG QO DR BlisineRA HeFEAG35
(NovembegDecember 1996): 4Bb9. http://hbr.org/1996/11/profits -for-nonprofits -find-a-corporate-
partner/ar/1. See especially pp.Z67.

Andreasen, Alan R., and Philip R. Kattrategic Marketing for Nonprofit Organizatioth ed.Upper Saddle
River, N.J.: Pearson/Prentidgall, 2002. See especially chapter 7, Generating Funds.

Committee Encouraging Corpate Philanthropy (CECPgiving in Numbers: 2012 Edition
http://cecp.co/pdfs/giving_in_numbers/GIN2012_finalweb.pdf

Giving USA 2012: The Annual Report on Philanthropy for th20dd&rhicago: Giving USA Foundation, 2012.
givingusareports.org/

, TUh - MOGERRg8 $SEOET ¢ )i PAAO OEOI OCE #01 xAOI OOAET ¢N
Ithaka.sr.ithaka.org/research-publications/ebird-2011

Loy, Matthew8eBird: ATWeOEAAA - AOEAO &£ O ! AAAAT BtAhak2 AOAAOAEAOO .
sr.ithaka.org/research-publications/ebird-2009
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Freemium Models

Introduction

Freemiummodels 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 experimentationtfire commercial sector, the results have been mixed; creating a
freemium model that works can be extremely compléBut if a notfor-profit organisation can identify the right
benefit for their target audience, this model can offer a missfaandly revenue option.

The neologisnfreemiumwas first coined by Jarid Lukin, an executive at business data aggregator Alcara, in a
ATii ATO ET OApPI U Oi &OAA 7EIOITB80 AT c¢c Bl OO Al OEOI .
x EEAE Ul éur sBrvice aviafdr frdé, 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® o OAOOEAA O1 01 60 AOOOI T AO
7TEI 01160 ET OAOAOGORh AO A &I 01 ARAO 1T £ OEA OAT OOOA AAD
services to grow and become profitabldowever, the core lessons here hold true for digital projects in the
academic and cultural sectors seeking a way to create revenue streams to support theetonfinancial

sustainability of their freely available content. Those who support the logic of freemium models hope that the

free content or service will entice pelgpto 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 scdiexibility, and functionality to make it possible to
AOAAOA OOEAOOG

» 00T EAAOO xEAOA OEAOA EO A AAAD O1 AAOOOAT AET C 1T £ ¢
groups based on differing needs

How it works

There are many types of freeOi 1 T AA1T 8 111 1T &£ OEATI DPAOIEO OOAOO OI
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 considersupacription 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 ad@i¢éiemium models

78 * AT A - AOEOh O$OEITEIC $ixid $1 A0 OEANh&®ATAeHE Quhe®012,1 AAT 2AAT T U 771 OEe9
http://boss.blogs.nytimes.com/2012/06/11/drilling-down-does-the-freemium-model-really-work/.

79 &OAA 7EIOITh O-U &AVOIMOSEhGD a VOINNZEMAHR006AvdicAn/d \&/2006/03/my_favorite_bus.html Wilson
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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

veOOET T OCiIT A AT1OCES8 AT A AAATET A O DPAU &£ O Al EAT A,
1 EOOIA EO AAPATAO 11 EAOEIT C A OI1TEA O1 AROOOAT AET ¢ |
value most.

As with any feebased sevice, the revenugyenerating 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 staffinodr 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 higheqguality version

While a basic version of aggie of content may be free, some services offer a different version, perhaps images at
ahigher resolution, or video of broadcast qualifthe French national audiwisual archive, 8 ) T OOEOOO 1 A
1 8AOAET OEOOAT h 1 0 ) . lterBo,do0m@EAksnidigitsedieledisioh dnd fadio badagt,dut x A .
it also has a commercial licensing division, calleaMédiaPro that offers broadcasfuality video for the

commercial market?°

Charging for additional formats

In some cases, basic web assdo 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 accessithli®ugh a mobile deviceOther 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 forigtt, wany find

to provide a more pleasant reading experience. In France, INA has developed @owuidiemand 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 tchoose video content online and have it packaged and sent to them on a®bVD.

Charging for additional features

In the case oEvernote, an online tool for clipping and saving data online, basic access and storage is free. A
premium version of the serviceshich 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 greaginmm size for individual files, extra
security for Android and iOS users, and faster image recognffidacording to TechCrunch, Evernote had 34

80 ). ! h /OO #1 1ihskA Qdfidnl-Gugiov)sdelfr@mEOduBus/our-collections/ina-fr.html Inamediapro, home pagenamediapro.com
1
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Ithaka,sr.ithaka.org/research-publications/ina-update-20118 &1 O A AAOAOEDOEI T 1 £ OEA $6$%$ DPOI COAi R OR
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million users in May 2012, of which 1.4 million were premium u8&rsd the number of users has now reached
oOAO ao® T EITEITTh CEOAT %OAMI T OAGO0 ZAOO ET OAOT AGEIT T A

Offering more storage for a fee

31T A OAOOGEAAO T AUu AEI T OA O 1T A£#EA0 AT 1 OAT O 10 OAOOE.
beyond a quantitative threshold. For exampl&ropbox, 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 usetsUsers who require more storage than this aggrade 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 dayand though 96 percent of its users had free accounts, it was estimated

that Dropbox would generate $500 million (#nillion) in revenue that yedf.

Charging for an advertisinfree 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 mokas proven most successful and applicable to
online platforms that offer music or video content. For exam8pptify, an online streaming music service,

offers an impressive library of music online for free, with advertisements. Users can listen t@ekytirough

3PT OEEAUB80O0 AAOGEOI B O £#OxAOARh AOO xEI 1T AT AT OOk OxI
can pay $5.0610.00 (£36) per month to upgrade to Spotify Premium, which eliminates advertisements,

provides better sound qualityallows 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 sale$&880 million (£538 million) in 2012.

Charging for different end uses (establishing different customer categories)

A project can offer its content for free for educational and other-f@tprofit uses but charge for commercial
use:

» The Victoria andhlbert 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 Enterptises.

83 )1 COEA , O1 AAT h O%OAOT i OA AU OEA . Oi AAOOd Qi - 5 OAdKTunckBIine 0AUET Ch Al
2012http://techcrunch.com/2012/06/19/evernote-by-the-numbers-34m-users-1-4m-paying-and-how-different -platforms -pay/

84 )1 COEA , OT AAT h O%OAOT i OAR A0 i @R 0D-0 ESDALO T dellenctFby2E8,1 ICEIEEE " OOET A
http://techcrunch.com/2013/05/07/evernotelaunches-yinxiang-biji-businesstaking -its-premium-businessserviceto-china/
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86 /i -AlEERh O(i xET Bg pEROMI3B&éde 20021p:/gigaom.com/2012/11/13/how-big-is-dropbox-hint-very-big/
(accessed 17 June 2013).

87 ' T AU &E@I AOh ORalioSerikU 7 Eil AE i kAT Bidoinkedl9 0uAd 281260k bedy.com/news/201206-19/spotify-
mobile-web-radio-service-will -challenge-pandora.html
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» The online museum Maine Memory Network (MMN) offers its collection of images fietarltal 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 I@sigmore about MMN below, und&@ase Study).

» Engradeis 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 paréh#spremium, enerpriselevel
product exists as well: For a fee, schools, ca@teagnd universities can obtain EngradePlus, a set of tools and
services that aggregates individual teacher accounts and allows the institution to $idaol wide
performances and make datdriven decisions: The price for EngradePlus depends on the tgbe
institution, its size, and its mission.

Trends

Popularity of mobile devices

The enhanced functionality and accessibility that are often what freemhased enterprises offer for a fee have
become very popular, especially in this day and age where paspht 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 poptham wi

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.’Moreover, according to astudybyad UOO AEOI # AT Al OUOh O1 £ OEA OIi
on average were freemium apps, while a further 13% were-fmidpps offering additional A DD D OTAE A OA

Sobering tales for tech staiips

Despite various success stories and hype, amdidea that freemium models would be the business solution to
the openaccess 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% &), @skeeto-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 fre€” Similarly, Evernote indicated an upgrade rate of only 4% from its user based these may
actually beunusuallyhighrates? David Cohen, founder of TechStars, a stapt accelerator, suggested that

typical freemium businesses see only 1 or 2% of users upgrading to paid prétiise sobering revenue
numbers seem to have led to a recent backlash agairstithemium model. Freemium models are very

90 %l COAAAR O) O whigiikisengadeicdni/nBip/fO@clesstd 14 May 2013).

91 %l COAAAR O wipg/mwiehgradld.cOnDFiud/ (accesed 14 May 2013).

92 2UAT +Eih O&OAAI EOI ' D 2A0AT O AigaOMi2eGtaber, 2814, (pA Gyadr@dni/noBie/frentiumGaph $ OO Oh &
revenue-growth -leavespremium-in-the-dust/

93 0AOI 2AO01 EET ££h 00T CGEIN QEOD O £ DADKitdMMuBRONGISBAPIE20B68 8 8 hb
digitalmusicnews.com/permalink/2013/20130415freemium

94 - AT EERO(T x " EtE/gigddm.god/RAKIil/EBéhéw-big-is-dropbox-hint-very-big/.

95 Lul AATh O%OAOIT i O AtpAtechctuiicA com/EDi 2208/ @ Vedoteby-the-numbers-34m-users 1-4m-paying-and-how-different -
platforms-pay/

96 3A0AE w8 . AAAI AT AT AT A 1T CWa Streét arhal2 AOguE 2012 & OAAT EOI & AEI Oh&

http://online.wsj.com/article/SB10000872396390443713704577603782317318996.html.
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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 nepaying users can cause tension. An executive at the-star$aneBox suggested
OEAO T ATU AT i1 PATEAO AOA OO1I AAOAOOEI AOET ¢ EI x AE EEE,
free. Treating your free users as a marketicost, as Fred Wilson argued back in 2006, does work for some
companies. . . . These kinds of businesses are rare exceptions in a sea-6fBtéf3 &

Case studies

Maine Memory Network (MMN)

mainememory.net

The- AET A -AiTOU . AOxT OE j--.QqQ EO A AECEOAI 1| OOAOI «xE
history by collecting, preserving, documenting, and exhibiting historical items online for free. The site draws

upon the assets of 260 state institutions wittotal collection of 20,000 item$MMN, as an educational

resource, provides teachers and students with access to primary resources and also offers online tools,
textbooks, and lesson plarfSMMN recognises two distinct types of users, those who usetisfsi educational
purposes, and those who wish to make other uses of the many historical images the site offers. For those who
would like highquality prints or digital files of images for personal or commercial use, Vintage Maine Images

(VMI) offers a cargeable service.

VMI, which makes available over 11,000 historical images selected from MMN, charges for archival print
reproductions (suitable for framing) and for higlsolution digital files for personal use, and it licenses images
for both not-for-profit and commercial distributiort”® 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 et+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.adshand teachers are able to freely
ATETU --.80 AOOAOO AO PAOO T &# A COAAOAO AAOAAOQETT A
image files or prints they want, in an array of formats, mediums, and sizes. Additionally, by monetigyrigson
transactions with specific types of users, MMN is able to adhere to its mission and support therdong

financial sustainability of the initiative.

Stanford Encyclopedia of Philosophy

http://plato.stanford.edu

97 101 6AA ET - AOEI®h/b&$HpEsnytiads Comii18/G6/ ddrilling-down-does-the-freemium-model-really-work/

98 The MMN collection in its entirety includes letters, journals, notes, marnptssrand other hanewvritten materials; photographs, albumen prints,
glassplate negatives, paintings, sketches, woodcuts, broadsides, business cards, and other graphic items; architectural anicadethanngs,
maps, and other oversized documents; diotg, tools, household goods, archaeological artifacts, and other museum objects;and audio and video
files.

99 Maine Memory Network, home pagejainememory.net/ (accessed12 May 2013).

1006 ET OACA - AETA )i ACAOR OintAderthbeirbakeb. @higales/abhi/ibdutvinil (dcq@dsdiid May 2012).

Freemium Models 45


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/

A guide to the best revenue modela@funding sources
for your digital resources

Nancy Maron, Ithaka S+R

ITHAKA S+R

The Stanford Encyclopedia of Philosophy (SEP) is a dynamic-apesss 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 phlosophy scholars and then reviewed by an editorial board before they are made plibtc.

revenue SEP depends on investment returns from an endowment created by donors and academic institutions,
and on individual memberships. The membership organisatidiedaFriends of the SEP Sociétpperates

according to a freemium model in which individuals pay for increased functionality and features with regard to
OEA AT 1 OAT O AOAEI AAT A EI O AOAA 11 3%080 xAAGQEOAS8 0.
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 $& (£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, alihmbers receive email notifications when

an article that they have downloaded as a PDF has been upd&i@tie Friends of the SEP Society has allowed

SEP to creatively monetise from content already free to the public and to better navigate the inconsistefficie

the return on its endowment. In its first year, the initiative attracted 1,700 members, generating $20,000
(£12,200) in revenu¥’By segmenting its user base and charging for increased functionality, SEP has been able
to develop a revenue stream whilemaining true to its mission of offering a free opancess online resource.

Benefits

» Freemium models allow opeaccess resources to generate revenue from their free content or services

» Offering additional or enhanced features does not impede open access

» 7TEAT ATTA xAi1h A £OAAI EOI 11 AAT A AdthodewroidédiceAhe A O
most value from it

Disadvantages

» &OAAT EOI 1 1TAAT O AAT AA OAoOuU Aiipi Ao AT A OANOEOA A

» For a site to earn much revenue tlugh a freemium model a large pool of users may be required, given the
traditionally low rate of conversion of nepaying users into paying users

Costs attributable to the revenue model

» Market research, to determine willingness of audience to participatthis model

» Additional staff required to run the commercial aspect of the work

1013 OAT &£ OA %l AUAI T DPAAEA T £ 0GEIT HBIOADEIUT pRABAR &' AEDOIOI OEAEGBDAT EEOODJTT DI

2013).
102&1 O i 7T OA AAOGAEI 11 OEA &OEAT AO htipsHleitriz Atan®o@hedu/8 erl# AOUR OAA 3w 0h O4EA 3i
1033 %0h O"AAT T A A &OEAT A hitpMEplddoEsknfadd%du/subpol/friends AtkIO@ccedsk®1Q Mdy 2013).
104- AOOEAXx , T URh O30A1T &£ OA %l AQUAN | CRAGMEAN B O 0- B EAIAKAI PO e ABERIGMELE TW D X X R 6

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 yoware 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

T AAOOTI T h #EOEO8 O&OAAA 7\WHitd Nagezide® FepraaryQ®@A & OOOOA 1 £
wired.com/techbiz/it/magazine/16-03/ff_free?currentPage=all

$OPOAAR 30A0A8 04 E RkhmosdiGlatiaks®archi20E3gs it Acdni/IBEVOrE-Beémium/.

, TUh -AOOEAx8 O3 0AT £ OA %l AUAI T PAAEA 1 &£ OEEIT Ol PEU
3 OO0 A U surbatte.oBy@esearch-publications/stanford-encyclopediaphilosophy-2009

, TUR - AOOEAx80O30AT £ OA %l AUAT T PAAEA 1T &£ OEEIT Ol PEU(
W o XItiaka sr.ithaka.org/research-publications/sep-update-2011

-AOTTh . ATAU8 O,8)1 OOEOCOO 1 A vEskd Ghals addReverbishGerekiiof) EQRE A |
Maron, NancyO, 6) T OOEOOO 1 AGET T Al AA 1 86A0OAET OEODAT Wwoobi g
3 O O A O lhagka sk idhakd.org/research-publications/ina

Maron, NancyO6 Q! ) I ACAO WwWoxXd 3AATEIC "AAE O mék& AOO 11
sr.ithaka.org/research-publications/va-update-2011

31 EOEh +EOAU8 060! )i ACAO woowiqg )i ACA , EAAT OET ¢ AO
Ithaka.sr.ithaka.org/research-publications/va-images-2009

7E1 Ol T h &OAA8 &6- U A&VCONIuSHE O6fA VC iONPR Makah 0006. | AAT 86
avc.com/a_vc/2006/03/my_favote 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/
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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 mre so. And in the noeprofit sector, becoming entirely seBustaining 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 hostganisation. If the project is defined at the outset as part of the

core mission of the institutionAT  A@AI D1 A x1 01 A AA OEA AECEOEOAOQEI I
preservation and increase public acceshances are good that the institution & 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 cleaxewmeled plans for
delivering value to the institutionand 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
missiors? building a new programme area, attracting better faculty and studeatshancingalumni relations,
raising awareness of their collections, and so forth. Projects that look to educational organisations for support
must be consistent with those organisatioO8 | EOOET T O AT A OEAT 1 AEA OEA AA
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 veesuve 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 suppoH i

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 analjafe 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
gquantitative and qualitative data to support it that case
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Trends

Recent studis 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 exampleswdral initiatives that benefited from this
AOOAT CAi AT 6h ET Al OAET ¢ OEA %l AAOOITEA %I 1 ECEOAT I AT
and the Stanford Encyclopedia of Philosophy (SEP), to which Stanford University donates fimaac&adement

Al O 3%060 CcOi xET ¢ ATAI xIi ATO AO xAll AO Ol T A OOAEAEE
component of the French national audigsual archive, INA, its financial viability stemmed in part from the fact

that it was not burdened wh 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 wibhdrawn, the project would suddenly have a significant gap in its funding.

When that support has been formalised in somew&y| | AOEI AO AAI 1 AA OAI AARAET C6
suggests that there is less risk that host support will disappear shouldréstnators 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 20@%a Case Studies in Sustainability as an
example in which the building of an endowment was used to support an ongoing digital resource. While the

AT AT xi AT O AAi pAECT AT 1 OET OAO O1 AA Al EIi pT OOAT O PA
receiving some support from its institutional home, Stanford Universifyin 2013, SEP reports that they have
AOOEOAA AO A 0001 T ¢ AOOAT CAI AT O xEOE OEA O EOAOOEO
funds (roughly $150,000 or £92,000 forancial 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@&j€ct to hire additional partime

Al 1T UAAOS8G

Below is a short summaryprovided by Zalta outlining how he and his colleague Uri Nodelman built and

presented the case for support:

1054EA TTciETC OITA TA& OEA O EOA Giddbilhyarekdtailed b BvD taseGtidies se® i A, Naneydaréh akd AdtihevO O
,TUh O30A1T &£ OA %l AUAT T PAAEA 1 £ OEEI T O DPEU W omp:/gr.ittalabig/esebra@- AT %l AT xi A
publications/stanford-encyclopediaphilosophy-2009andp. 23h . AT AU - AOi 1T AT A - AOOEAx , 1 Uh O30A1 A& OA

, AOT AEET C & O A Attt /@il .ithakal ody/Aebehréh -pubtrXiXnis/sep-update-2011
106 Correspondence with Edward N. Zalta, 18 April 2013.
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Basically, we suggested (A) that the SEP had already brought aeakat 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
amount of staff time available to do the work, so as to continue accomplishing itsigadiswe 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 acade|
reference works in the world. It has had a wide impact in a broad range of disciplines in addition to philosophy anc
brought Stanford an enormous amount of prestige and good publicity. The SEP has become known for (1} its higk
guality academic content(2) its unique publishing model, and (3) its efforts to remain open access through innovat
funding plans.

4EA 3%0 AEOOOEAOO OEA 51 EOAOOEOUSO I EOOEIT AO Al ET .
researchers to maintain staidf-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 recogr
outside Stanford for their abilities; both have dedieatthemselves to:

(a) developing the SEP to universal acclaim,

(b) raising over $4,000,000 for the SEP, and

i AqQ | AET OAETET ¢ Al EIT OAOT ACGEITAIITU

OAODAAOCAA OAOAA
4EA 3%080 AOACAO tstacoAflachioverteAtl U Of Al |

£l O

O
mr

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.
are more entries than originally projected and entry length has grown from anegeeof 7,000 words to 12,000 words.
The demands of administering the sizeable volunteer workforce (noted above) and the ongoing daily demands of
new and revised entry production schedule has outstripped the abilities of its current staffing level.iitreased

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 awverting 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 magilarge 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 (#
700, 000) in grants from the Mellon and Hewlett Foundations and has at&yngcommitment to OCW. (2)
Since 2005, Cornell has underwritten the arXiv.org budget ($400,000/year [£240,000/year]) and will contin
to make significant contributions for the long term. (3) The University of California/lrvine contributes $108,(
(£66, 000) per yedo the budget of the Thesaurus Linguae Graecae project.

Documentation

» From 200%2010, the SEP was cited 345 times in law review articles available through @Nlesigssearch, and
Al OAOAA NOT OAA OAAOAE OAOI O 03 OAN mMiAOAMO A A7UEAQ B BD A AAE
UAAOOGS &£ O OEA 3PAAEAU $AOA EEAI A

» The SEP has been cited in a legal opinion filed by an Advocate General with the European Court of Justice. Se
Opinion of the Advocate General Sharpston, delivered on 22 May 2088 ¢ | Wé¢ T a4 j O" EOCEO
3EAI ATO (AOOCAOROA j"3(q ! OAOO&E 061 OCA ' i AThé apidion!
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is retievable from:http:/ /curia.europa.eu/jurisp/cgibin/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 Googlin 2010 on the (unquoted) titles of the first 100 entries published in the SEP reveals that 64 ¢
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 mafeyetit departments within each university were
accessing the SEP. At one wkhown university, we found accesses from: Architecture, Art, Biology, Computer
Science, Chemistry, Divinity, Drama, English, Forestry, Law, Medicine, Music, Philosophy, PPgkiics| Science,
Psychology, and Sociology

»1 OAAAT O AAAAAIE
#EOET C 1T &£ OEA 30
126%88

>» Without our curating or maintaining the page in any way, over 4,600 fans (as of 20i50now over 11,000 fans)
OP1T 1 OAT AT 001 U ET ET AA fathdade afaadhdk GomsstanfoAldntytldhed@ OT O P

A OOOAU T A& OEA 3%0 xAO DOAI EOEAA
AT Al OA Intéinalidand JolrmaloAGmmunication| e P (2a8)D E U

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 lengrestige 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 projectheiut 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 moreriteome 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 vatugsérs 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 guestions to ask if you are considering this model

» How does my projectselr | U ET OOEOOOET 180 1 EOQOOEI T e
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» (T x ATAO T U POI EAAO AT EATAA T U ET OOEOOOETI 160 OADC
» 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 univéys 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 mspacial
collections?

Further reading

Chatterton, PeterSustaining and Embedding Innovations: Good Practice @0ideJISC InfoNet
https://sustainembed.pbworks.com/w/page/31632&5/Welcome

Maron, Nancy L., and Matthew Log OT AET ¢ &£ O 3 000AET AAEI EOUd (1T x &OT ,
Digital Resourceg011Ithaka. sr.ithaka.org/research-publications/funding-sustainability -how-
funders%E2%80%99%ractices-influence-future -digital

Maron, Nancy L., K. Kirby Smith, and Matthew L&ystaining Digital Resources: AntBeGround View of
Projects Today2011. Includehaka Case Studies in Sustainability 2009

Ithaka.sr.ithaka.org/research-publications/funding-sustainability -how-funders%E2%80%99%ractices
influence-future -digital

Examples

Thesaurus Linguae Graecaty.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 instititions 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, publiogedion, 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 significantfignt planning and can becomeery 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 arctve 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-ikinded institutions and are in a position to
contribute time and/or financial resources

» Projects whae 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 inve$ 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-kind consideration for a specific periad 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 opa 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 contentPrivileges such as access to early releases of research or special researces
example, the Online Computer Library Center (OCLC) membership programme, apart from providing its
members with access to many resources such as the WorldCat KnowledgeaBaseffers market research
reports about trends at libraries and other institutiof§The Museum of Modern Art (MoMA) offers its
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corporate members selected exhibition catalogues, lectures, courses, storeutits; special exhibitions
previews, private reeptions, and private group tours for collectioffs.

» Governance The right to participate in the governance of tbeganisation, through voting or other forms of
participation and decisiommaking

Fees can vary by membership types and also in relationshipBoA 1 AT AA 08 O . 1faAdédnk Bffers O
multiple types of membership, it is essential to establish a balance between fees and benefits, so that the
different types do not cannibalise each othéris most important that the benefits be crafted thia good sense

I £ xEAO xEI 1l APPAAI O1 bHi OAT OEAI 1 Ai AAOOGh AT A OEAO
from its mission.

Membership programmes require a lot of time and planning and can grow into a very complex set of
relationshps and networksEstablishing a membership means commencing important associations with other
institutions or individuals that will now hold a stake in the proje&tch relationships must be managed properly
and additional staff could be required ino@e OT [ AAO 1 Al AAOOGS6 A@PbAAOAOETT O
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 involhed in t
organisation'’ The extent to which this is necessary depends upon the type of membership model in place.

Membership or partnership?

4EAOA AAT AA OIT A ATT £ZOOCEITT AAT OO EOOO xEAO Oi Ai AA
participation in comortia, or other models implying shared responsibility and support.

Membership moddilembership 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 thetgpr, 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 ofa notfor-b O £ZEO OAAET OOAOEI 1T 1 AU OAAAEOA A OAOAAG
donation. In those cases, the project leader or organisation maintains full control of the activity and membership
benefits are fairly modest, based more oretbagerness 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

Oi AT AR08 EO 1T1TA T &£ OGEA AAT AZEOO 1 £ CEOEIT C8

There are other models, however, that offer\ggnance benefits in return, such as attendance at board

meetings and some type of voting rights.

Partnership modePartners may also be called upon to contribute to the financial-behg of an organisation,

but a partnership model is not just a revenstrategy, 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 andgahts at board meetings, to

the extent that members can be given enough say to even influence the direction and the mRaramers may

also contribute other resources such as employees, facilities, hardware, and expertise, which in turn also increase

108- OOAGI 1T A& -1 AAOT 1 OOh O#i 0BT OAOGA - Ai AAOGOEEDd , AGAI O AT A
1097EI A | DPOEAT Oh )T A8h O-Ai AAOOEED +1 1 x1 AAG AEECD AdAricAEChRRTughashDA OOAA x EOE
articles/non-profit -publicity/

Membership Models 54


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/

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

Nancy Maron, Ithaka S+R

_—

their stakes in the projecFurthermore, 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 pasit 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 academ community to try to gauge the potential levels of involvement, and by assessing the
sort of participation and contribution they seeKTruly understanding the institutions and individuals who will
benefit the most will help determine which sort of mertship 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 weldefined benefits in exchange for financial support is a much fmgmloposition 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 hew content

On the other hand, miject leaders who recognise the value of having other-fikieded institutions embrace the
project as if it were their own should consider models that resemble a partnefdeimber institutions would
participate not only in financial terms, but could alsontribute nonmonetary resources such as facilities and
people, and would ultimately help to steer and manage the project.

Case studies

arXiv

http://arxiv.org/

arXivis an operaccess digital archive operated and administered by Cornell University Library that contains
more than 770,000-prints from the fields of physics, mathematics, computer science, quantitative biology,
quantitative finance and statistic$n 202, the repository enjoyed approximately 63.8 million downloatfs.
Membership is reserved for libraries, research institutions, laboratories, and foundations that contribute to the
financial support of the service.

Currently, arXiv is financially supporteg £ornell University Library, the Simons Foundation, and the member
pledges, which consist of a fiweear membership fee commitmenMembership fees are based on an

ET OOEOOOEI T80 OOACA 1T &£/ AOBEO j E8A8h E3,000(£9A8£11833A0O0EA
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

i Al A A Catcil sufiolt™

HathiTrust Digital Library

hathitrust.org/
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The HathiTrusDigital 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 collemts 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 partneeshipng major international research
institutions and libraries working together to preserve cultural records by collecting, organising, preserving,

communicating, and sharing them digitally AOEE4 000080 T 1 CIiETC | PAOAOETT O
members.! T U OAOAAOAE 1 O AAAAAI EA ET OOEOOOEIT OEAO OEAO
I £# AEOEAO AECEOA]T 1T 0 POET OAA OAOI DOAAO EO Al ECEAI A

partner. The fees are based on two componenthe 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
ATT DI TAT O EO AAI AOI AOAA A A-Odbylight print HOlEiIdgs'A 3 OAT O T £ OEA
31T A 1T &£ OGEA AAT AEEOO OEAO 1 AT AAOOEED ET (AOEE40000
access to and PDF download of works in the public domain and bibliographic and search tools for the deposited

content. The governanceelated benefits allow partners the right to nominate and vote for six of the 12
members of the Board of Governots’

IMS Global Learning Consortium (IMS GLC)

imsglobal.org/

IMS GLC is a ndbr-profit organisation focuse@n the development of learning technology in the education and
corporate sectorsFunded by a membership scheme, IMS GLC is currently supported by 190 members composed
of institutions involved with education and learning technology as well as governmentaies worldwide.

IMS GLC offers three types of membership, depending on the preferred level of involvement and financial
commitment. Corporations, nefor-profits, government entities, and educational institutions that are

developers or end users of le#ng technology are all eligible to become membdw#embership fees, which

range from $250 to $55,000 (E18® QQhYrn®q A UAAOh AOA OAI1 AGEOA O1 OER
the type of membershig!* The higher fees correspond to the highéstel 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 likminded institutions or individuals who support the project

available the content of publidomain volumes from member libraries distributed evenly among the members, and the variable component of the fee
is basedn the shared cost of maintaining-topyright content in the HathiTrust that overlaps with volumes currently or previously held by the
partner institution.
113( AOGEE40000OR O0AOOI AOOGEIEE. org/Bahu@d tehehis AT A " AT AEEOOR S
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» Potential of a renewable income stream

Disadvantages

» Establishing and building a membership cantipge 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 membepsh

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 oisdlosures of operations to members

Key guestions 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 theproject?

» 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 beegn the fees the programme would like to charge and the benefit it can
offer?

Further reading

I AATh 21 AAOOG8 O3A0OAT 2AAOT T O 7EU A -Ai AROOGEED -1 AA]
Learning Impact Blog, 2 April 201®81S Global LearninConsortiummsglobal.org/blog/?p=254(accessed 2 April

2013).

(OAOITh OAOOEAEA !'8h -003Ah AT A *AiAOG 28 (OAOGITh o0
Member Involvement in the Eledtri EA | CA 88 - AT 1T OMeJod IisEO O OA | OOEAT A
melosinstitute.org/resources/Documents/BOK%20Art%201f%20Y ou%20Build%201t%20Will%20They%20Co
me%20The%20Future%200f%20Member%20Iinvolvement%20in%20the%20Electronic%20Age.pdf

2AAET T xEOUh OEEI 8 O%OOAAI EOEET ¢ AT AyBil BakowtANbik ET C A
Group for Community Health and Developmentat the University of Kansae Community Tool Bax
http://ctb.ku.edu/en/tablecontents/sub_section_main_1347.aspx(accessed 2 May 2013).
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2EACAOR / UA 98 O! OOAOGOEI ¢ OEA 6AI OA 1T £ | PAT-BasdtlAAOO
University Library

https://confluence.cornell.edu/download/attac hments/127116484/RiegerSchCommPrepring.pdf?version=1
&modificationDate=1317226746000

2EACAOR /UA 98nh AT A 3EIATT 7A01 AO8 @BasddBOgnEss Molléisl E O U
Al O AOBEO8S )1 OAOT AOCET T Al #dcts, EAnDA Aubtra, Sefitembe02R1D A00Ii6A O E |

htt ps://confluence.cornell.edu/download/attachments/127116484/iPres2010RiegerWarner.pdf?version=1&
modificationDate=1287506138000

Robinson, Ellis MThe Nonprofit Membership Toal&an Francisco: Joss@&ass, 2003.

Wild Apricot, IncO* AOOET C h Biénbadshipdk No0EDG £EO 0 OAT EAEOU88 .WHRDd AAOC
Apricot wildapricot.com/membership-articles/non-profit -publicity

Wild Apricot, IncMembership Knowldge Hub Wild Apricotwildapricot.com/membership-knowledge-hub

Examples
Online Computer Library Center (OCLGg)c.org
Museum of Modern Art (MoMpmoma.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 armmpanies 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 ofievéor a period of time, as well

AO OECT EZXZEAAT O1 U AgPAT A OEA DPOI EAAOGO AOAEAT AA8 (1
terms can be very complex and may require expertise not possessed by regular staff.

This is a good fit for

» Owners of unigue 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 énefit 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 takeany 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 operaccess databases that license extendedsions 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. Informatiategrated and

updated with an FTP server, and delivered in XML format for easy integrafitMDB mainly licenses its

content to institutions within the film industry, such as film studios, cable companies, and video retailers. It is
also able to tailoand package different levels of content depending on the needs of the third pérty.

Softwarerelated 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 ndiats financial database (its content) to third parties,
but also licenses to businesses and financial institutions worldwide its tools, software, and customisable

applications™"’
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Licensing options include:

» Exclusive licensing A single party is grantedhh A@Al OOEOA OECEO Oi AEOOOEAOD
This type of licensing can be necessary to encourage substantial investment in further developing and
distributing the project, but it also means that thandertaking is more dependenton IBA OOT A0 O OO«
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 licersmodel 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.

» 2AAEDOT AAT 1T OAconei Ardator (dgiiie Aric. 0Gtidrdfan News and Media Ltd.) syndicates
content to a portal or aggregator (eahoo!, MSN). Here no money changes hands, but the content creator
benefits from increased exposure on additional platforms, and may also benefit from incre@sgd when
users click over from the portal or aggregator.

Case studies

,86) 1 OOEOOO 1T AOEITAI AA 18AO0OAET OEOOA

, 6) 1 OOEOOO 1 AOETT AT AA 16A0AET OEOOAIT 3J1Lpothoutstof OEA & O.

television news, programmindd T A T OEAO &I 1 OACA8 )1 AAAEOEITT O 1 EA&
OEAU EAOA AOGEI O A Aii i AOAEAT 1 EAAT OET ¢ AOOET AOGO AA
encyclopedic audiovisual catalogue. In 2011 this division generated 9426 ) . ! 6§ 0 AAOT AA OAOAI
i ETTETT joxxsnn T EITEITTQ ET WwWoXxX ACAET OO AEOAAO AT
solution fits within the (governmental) remit of the INA to share and promote its vast library of &rd 6 O

audiovisual history AT 1 xEEIT A EAI PET C O OOAOEAEOA ). 180 1 O0EAC

Vanderbilt Television News Archive

Vanderbilt Television News Archive, a national broadcast news archive, licenses access to its content for annual
fees ranging from $1,00® $3,500 (£61Q £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 nimés extensive collection (which begins
xEOE DPOI COAI T AO OAAIT O hiokdsings hatedals dortCsubAdiiber®orithe Bbve C5 | E A
mentioned fees.

118 Nancy L. Maron®, 86) T OOEOOO 1 AOEI 1T Al AA AIGRAOCAEIAOBOBAIAY 2" ADAATORET ATIARDOENTT N # A
sr.ithaka.org/research-publications/ina-update-2011
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Atavist

Atavist, Inc. is a digital publishing staup based in Brooklyn, New York, tha¢gan publishing digitafirst

multimedia books on its custorbuilt platform, and has recently expanded to license the platform, called

Creatavist, to other content publishers. Creatavist is a digitatgelilishing 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 Atdst to create their own customised apps and enableoenmerce as well.
LiTT¢c #OARAAOEOEOOB8O AT OAOPOEOA DPAOOIPAIOREvidDABerkeles # 1 1 .
Graduate School of Journalism and Dartmouth Collége.

eBird
eBird is an inteactive database that gathers information on bird species from enthusiasts and researchers; it is
O00DPDPI OOAA AU #1T OT Al 51 EOAOOEOUS8O , AA T &£ /1 OT ECET T T

international wildlife organisations thragh 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), represelitiioof its total revenue of $300,000 (£183,
520)1%°

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 Internetches (LIA) endeavour was
created to provide a way for partnersnost often commercial genealogy website$o assume the costs of

digitising important series of archives in exchange for a period of exclusive access to the digitisdd dag

10, royaly 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 archivegth estimated savings of over £53 million in digitisation

costs over the first four years of the sshes x EE1T A CAT AOAOET ¢ O1T 1T A OAOAT OA O
funding.”* A similar model has been used by the American Antiquarian Society in the United States, as well.

AEA "OEOEOE , EAOAOUBO . AxOPADPAOO $E
The British Library is workg with Jisc, Brightsolid, and Gale Cengage on the Newspapers Digitisation Project,
xEEAE AEi O O AECEOEOA 1 0AO T TEITEIT 1TAxOPADPAO b,
British Library, with the help of Jisc, has licensed datection of newspapers to Brightsolid, a growing IT and

digital publishing firm located in Dundee, ScotlaffdThe British Library receives royalties from Brightsolid, and

has been able to secure the digitisation of a massive cache of newspapers thaidt mai 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-bdised package. Choices range from a two

119 Atavist, Inc., FAQhttps://www.atavist.com/faq/ .
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sr.ithaka.org/research-publications/tna-update-2011
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day pass, whichasts £6.95 and allows the user to view up to one hundred pages, to a twalnéh pass, which
costs £79.95 and offers unlimited pag€3As of 2012, the British Library reported that there had been 50,000
unique subscribers to the service, and that 100iamilbages had been viewéd'

The John Johnson Collection: An Archive of Printed Ephemera

The Electronic Ephemera Projectis a pui®© E OAOA DAOOT AOOEED AAOxAAT | @&
ProQuess8 ) O AEI O OI DOl OEAA AAAAOGO O aYhoood EOAI O AO]
Ephemera via 170,000 images and descriptive metadata. Here, Jisc provides the funds and project framework,
while the Bodleian manages the content and ProQueslivers the resource and associated services on the
web!”0 0T 1 0A00 xEI 1 Al 01 Ai OAO OEA T1CIiETC Ai 00O 1T £ i
interface? providing free access within the United Kingdom, but retaining the right to sell acoe=®ationally.

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 paRyoQuesp covers costs for
implementation, but leaes the resource free to U.K. residents.

Benefits
» 3ECTI EEXZEAAT O A@gPAT OETT T &£ A POITEAAOBO AOAEAT AAh xE
different audience segment

» Offers the possibility of moving projects into environments requirsophisticated technology (such as
customising content for handheld devices) beyond the scope of existing staff expertise

»  Allows notfor-profits to maintain their dayto-day focus on mission and core competencies

» Can create opportunities for resourceeation 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 thirdparti EAAT OET ¢ OEA DBOT EA/
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 disadvantagéseofsang
model, such as comparing potential income from royalties with potential costs and revenues associated with
reaching markets directly

1234 EA " OEOEOE . Ax OPADAM B /O A EAEGEEMBGHAHedrehOEd.Qk/h8dek/GedidyAstarted-—the-basics#sh AT A O (1 x
-OAE $1T A0 ) O #1 Wishndispape@ikhivée.E Bkihel3fanddwen@uch-does-it-cost-to-use-this-site#13

1240 AOOEAE &I Ai T EITCh O#11 OAT O6h #7111 AAT OAQGEITh AT A ' CCOAQdQ@dndress, 1 T 1 AAOEOD
Helsinki,ifla2012mikkeli.com/getfile.php?file=142

125 David Tomkins and Peter White. 51 AT AET ¢ OEA O%i AAOOI 1 EA-0DEBAICACAR DDOABDOEEPEBO EOR A
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 investnfdime 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 partme

Key guestions to ask if you are considering this model

» (T x AT AO OEA OEEOA DPAOOU bBI AT OF 1T1TTAOEOA T U ATTCZC
» What are the implications of a licensing agreement for my kéegn 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 agreemelaist?

» What sort of guaranteed or minimum royalties should be paid? What is a reasonable royalty rate?

Further reading

I OO1 AEAOGEIT 1T &£ 2A0OAAOAE , EAOAOEAO8 O- AOEAODPI AAA AT .
licensing arl.org/focus-areas/scholarlycommunication/marketplace-licensing.

, TUh - AOGERA8 SWEOET ¢ )i DAAO OEOI OCE Khakd x AOT OOAET ¢nN
sr.ithaka.org/research-publications/ebird-2011

, TUh - ABIORAWDEAAA - AOEAO &1 O ! AAAAT Eihaka AOAAOAEAOO .
sr.ithaka.org/research-publications/ebird-2009

Maron, Nancy LO 6 ) 1 OOEODOO 1T AGET T Al A A-Bdsdil 56 &nid RevaDde ASengrationA 1 AT
#AOA 3 00AU Ithaxdhibda dblessasiBpublications/ina-update-2011

Maron, Nancy LO 8 ) 1 OOEODOO 1T AGET T Al AA 1 8A0AEIT OEOOAT wooi q
3 O O A Olhaki 4 .Gnaké.org/research-publications/ina

Maron, Nancy L& Q! ) i ACAOq )i ACA , EAAT OET ghae®d A # 01 OOO0AT (
sr.ithaka.org/research-publications/va-images-2009

Maron, Nancy L@ Q! ) i ACAOqd 3AAITET C "AAE Ol 2AA&MARD 11 2A0A
sr.ithaka.org/researchpublications/va-update-2011
300AOQECIi Oh !'1 OEAA8 OX® 4EDPO A1 O , EAAT Cduisel AT A 0AOO

outsellinc.com/blogs/outsell/2011/11/16/1&tips-for-licensing-and-partnering/#respond
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Purchase or payper-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 losigen 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 fosastained 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 astasubscriptiofbased 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 sqeepage 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 wiypically offer content to users for free, a ppgr-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 nialdiences 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-héglolution images or obtain print copies of
them.

Thisis 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

» Aresource that already charges users, but may want to expand its market by permitting smadkiantic
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, a®epg to annual subscriptions. For those

projects considering offering both subscription to a large collection andppeyuse options, clearly

differentiating the offers is critical; prices are usually set so that frequent users of the resource willisectign
financial incentive to subscrib®roject 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 th&elow are descriptions of some of the

most common formghis 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 Cheh@ciety (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-mambers, ACS offerthe option of

purchasing individual journal articles and book chapters both in digital and-bapg formats through their

Articles on Command featur&?®

JSTOR, an online database that aggregates content from publishers of scholarly journals, booksearg pr
sources, traditionally offered access to entire collections to libraries and atfggmisationsfor a subscription

fee. Recognisinghat there were individuals unaffiliated with libraries or other subscribing institutions who were
interestedin the journals but did not want to pay for an entire collection, JSTOR established a hew program
Register and Read, specifically tailored to the needs of these individuals. After the user has registered on the
JSTOR website and created an accountphshe can access some collections for free and also purchase single
articles. Currently, there are approximately 859 journals that offer single articles fotSale.

Projects can offer nonregistered users or unaffiliated individuals and institutions srsalitions of a unified

piece of work such as chapters of a book, or artiesenceDirect is a scientific database offering over 11 million
individual articles and book chapters from more than 2,500 journals and 11,000 F86ksest users of

ScienceDire® AOA AAT A O1 AAAAOO AT A POOAEAOA b&Aiew DEAAAOD
model. Prices average from $20 to $40 (£12-224.50) depending on the subject, and the content is available for

24 hours:*®

Similarly, in the commercial sector,ufies was revolutionary in allowing users to purchase individual sotmgs
which they will have access in perpetuitgs opposed to entire albumb 2012, more than three quarters of the
sales of recorded music were purchases of single digital songs, andf@B&se were purchased on iTun&S.

Paying for limitedtime 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 containioge 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)"€adistory Today monthly magazine that
hasbeenpAl EOEAA ET OEA 51 EOAA +ET CATIT OETAA Xi VYXh |1 £E&
articles dating back to 1980 for a fee of £7.95. Monthly (£15) and annual (£70) passes are also ‘d¢ahable.
Vermont newspapeAddison County Indepertteffers whatitcallsaone AAE OPAOOS88 7EEI A 1

1261 1 AOEAAT #EAI EAAI 31 AE A O Utip/fOis 43 or@AdelatB A AsDEINT @ O/AA IERD
acs.org/content/acs/en/membershipand-networks/acs/benefits/professional/publicationsbenefits.html; d A O3
http://pubs.acs.org/page/subscribe.html

127* 34/ 2h &2 AcEDODA®UADAgR2 AAAR S

1283 AE6 AOOAR 0! Kim@aciverde Edisdehckdzddabout

1293 AE 6 A O-pek@ E Arddisdiverse com/sciencedirect/buying/individual_article_purchase_options/ppv

130! AOEAT #1 OAOOh O! S$AAAAA T &£ E401 A0 3EICIiAO +EI T AR OEA - OOEA )T ADOOOO
http://money.cnn.com/2013/04/25/technology/itunesmusic-decline/index.html

131t i AOGEAAT 11 OEOI Pi i1 CEAAI lanbdidhgki@aEkinh O 1 OEOT 31 OOAA &! 10h &

132( EOOT OU 471 AAUR hdrjtokiay zokhtp/dnddedkbsd

Purchase or paper-use 65


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

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

Nancy Maron, Ithaka S+R

ITHAKA S+R

to the online version is $35.00 (£21.40) and home delivery of the print edition is $40.00 (£24.50), delivery service,
a oneweek pass for the online edition is just $2.00 (£1.20).

Payingfor a number of units for a limited time

SAEAOE "TTEO /11 ETAh AOAAOGAA AU /82AEI 1T U -AAEAR )1,
and videos from over one hundred publishers of technolayph 1 AOAA AT 1 OAT 68 4EA AOI E
business is based on institutional customeiibraries, corporations, and government offices make up the

i AET OEOQOU 3 A Aha thé dmpary Aad A0 Belefoed offerings for individuals. Safari Library allows
users to explore the entire libragnd 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 sixtihsdmisers 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

the user to choose the particular slice of content for which he or she will pay.

$AT AT A 117 AARIOCEOBDABAINIOEOEOET T 6Q

An additional type of payper-use is offering content in a bundle or collection, but charging users only whgn the
actually open or use the content or a section of the contdiis demanebased 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 offerstraries 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 downloadé The library is chargiaccording 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®

Trends

PDA(or DDA)

4EA 1T AOCO 11 AAT AAGWOBA A O -ADEAD AR ACAATDOE OEOET T j0$! h
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 libratyhé institution paying for it up

AOT 1 Oh DOAI ECEAGOEANGBA 81 ABKkORRG ADRAAGENGEGIE tHe libfaiy A AT O
helps to select a group of titles that will become searchable by its patrons. Only once the patrons bagg th

OOA OEA OEOI AO j AAAT OAET ¢ O AOEOAOEA OEA DPOAI EOEA

133 Addison Independentaddisonindependent.com/onlinesubscribe

1343 AZEA0E "1 T EO /11 ETl AR sdarithikéinexdnBAcOtEs (dcdedséd@7 Mal 2083). Ikfbridation about the offerings for
individuals is available https://ssl.safaribooksonline.com/trial?iid=b2c-trialbutton -subscriptions-link

1353 A ' OOUOAOR O0OAOCOIT $OEOAT 1 ANOEOEOEiTq ! -1 AREOE O #DO0OBGAETI Q #EROA
8 November 2012jegruyter.com/staticfiles/pdfs/iwp_PDA_EN.pdf

136* 1 OADPE %ODPI OE &IEM OGRWSdholadylKificHe)dB Kdake® 2, hitp://scholarlykitchen.sspnet.org/2012/03/13/pdaand-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
posessomethrAa® O1T DOAI EOEAOO OOAA OI OAITTETC Ail OAT O OE(
of compensating the publisher for those books that are used more than others. While in the past, systems
including Interlibrary Loan have permitted libnasystems 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 @rcetimber of accesses of a particular

OUbpAqh OEA 1 EAOAOU 1T AU AA ™A1 ECAA O DPOOAEAOA AAAE
There are many systems in place to determine just exactly what constitutes the level of usage that triggers a
purchase. Some triggers we have sanalude:

» 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 ofmicropaymenthias 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 pec@. Internet commentator Clay Shirky argued against

i EAOT PAUI AT 66 AAAE E1T wooodh 11 OEA cOi 01 AO OGEAO OO
up saving users any time or anxiety in the transaction process, since people cannot higjptbwdvaluate the

value of what they are buying, even if the cost is [WSome early champions of the model, including cartoonist
3AT 606 -A#11 O0Ah &£ O1T A OEAO OEAEO A obtAe®igHtMibavds AEA 1 1
available via BitPasfor 25 cents (15p) per issue, but by 2007, BitPass had gone out of business, and McCloud
chose to make the comic available for fr&€.

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

I £ OEA OAODPI T OA AEAOAAOAOEOAA AU AOOEAYGhdshikE EA O4E.
stressing that micropayments tend to give users the fee§ 1 £ A A-8nDKLE OAERAE ADI OEI AOAI
them to go around the systerti." Indeed, over the past decade, there are far more examples of failed attempts

to facilitate micropayments than there are of success&s.

That said, some evidence points aaresurgence of optimism about this model, given perhaps the widespread
adoption of mobile and other advancements in technology and softw@®ogle introduced Google OnePass in

137*1 OAPE *8 %ODI OEOI h O!-Drived Adquisifichd O 6 SciiabyibcheAZl May#H12) 0 AOOT 1
http://scholarlykitchen.sspnet.org/2012/05/21/apublishers-strategy-for-patron-driven-acquisitions-pda/

138#1 AU 3EEOEUR O4EA #AOA | CAET OmenPrEEQpR&bLNIpDQIDE12/XI mickhdafnfentsdhind Woddh

139Clay3 EEOEUR 037 00UR 701 1id O OIEAROO gp A-UA#AITTIOON 6! A ANiGtrabe AT U AT T Ch wY | POET U
http://many.corante.com/archives/2007/04/25/sorry_wrong_number_mccloud_abandons_riopayments.php

140, A0 *i1 1 AOh O4EAU OA 4AIT EET ¢ AAT OO - EAOT phndindb.c0®b8 ! CAET hd .1 3EI AT AA
http://blogs.knoxnews.com/silence/archives/2009/02/theyre_talking.shtml
141#1 AU 3EEOEUR O7EU 31 Aiil O0AUI Al OGlayrshitkyghbky.8okdolod 200010 Znb\Eshadl-Odyrdents-wok A AOOA O U

save-publishers/.

142 wikipedid O - E A O Th@pA/ehiwkipe@is dig/wiki/Micropayment .
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2011, expanded to the Google Wallet in 202nd PayPal launched a micropayntesystem in 2010. Both are
aimed at reducing the friction of transaction for even small sufi@nak 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 sefVice.

Content holdas now experimenting with micropayments include Random House, with its experimental
interactive fiction app called Black Crowtf.Google Wallet has begun to work with content holders, including
Oxford Reference, Dorling Kindersley, and Pearson's PeacHhpdf @hich are suppliers of education and
reference content, but this seems to be still in early days.

Benefits

» Payper-use can broaden the audience of a subscripiimsed model by appealing to users who are urabl
or unwilling to commit to a longeterm or more expensive obligation

» Payper-use can allow users to purchase the precise material they need even when it is part of a broader
context

» |t provides a lowcost way to test the demand for a single unit of a resource

Disadvantages

» This model may conflict with missiebased mandates to not charge for content. (For more on open models
that can include revenue generation, see article on freemium mqdels

» For those already running a subscription service, prices must be set caredydhpvide 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 vigthts holders

Costs attributable to the revenue model

» Licensingan access and payment module, and perhaps paying fees for transactions on those platforms
» Legal, accountingand customer service expenses

» Online platform and search engine might need to beiopsed

143271 AAOO T AOAxOh O' i1 Cci A 2AATECHEEA GE A phldTAAAAB O NbI AT OO
http://paidcontent.org/2012/10/03/google-relaunching-content-micropayments-initiative -under-wallet/

144$ AOA , AAR O- EAOT PAUI AT 00d 71 01 A 91 O BEWNeWsHD.coOl/nevas/AukifessABI540D0E AT Ae 6 Xi

145- AOOEAx )T COAih O4EETET 6PAQI ®AYI ATOBAG i O AAKhiEdcaiesis MByAUO 91 O ! OA 7001
2013http://paidcontent.org/2013/05/06/think -micropayments-for-media-cant-work-greg-golebiewski-saysyou-are-wrong/.

1460 EEI EDDA 7A00R O"1 AAE #0171 x1 " O&ireg.Co.uk1E Apdli2@ dyickd. Lk Ons/Brihive/ 0 1G0K/OHRGE OA & EA
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?

» |s there an intrinsic value in the individual sections that make up the total bbdgntent? 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 cetidscribers? What information is needed for users to
be able to determine whether something is worth purchasing?

Further reading

$A ' OOUOAO8 O0OAOOIT $OEOAT ' ANODEOEOGEIT T ¢ ! -1TAAT A&
%ODI OEOT h *T OAPE *8h +EUAO 7AIl EAONh ScAdlady Kdche@® U %ET ET |
September 2013ttp://scholarlykitchen.files.wordpress.com/2012/10/pdaand-the -university-press5-2-

final.pdf.

&1 AAUR - EEA8 GEAJI@AUI, AN G A BAAG OdghakTreAtis2DctdbarR012.1 T OAT 08
digitaltrends.com/web/google -launchesmicropayments-for-web-content/.

Gasser,Urs,Daviil8 / 6" OEAT AT A *TET '8 0Al £FOAU * 08 O%AI 1T EO
Preparation for a WorkshoponEAT AET ¢ ET , EAOAOEAO86 " AOEIl &b.# A1 OAO

http://papers.ssrn.com/sol3/papers.cfim?abstract_id=2111396ee especially p. 10.

YT COAih - AOOEAx8 O4EEITE -EAOI DPAUI AT OO EI O - AAEA #A
paidContent6 May 201ittp://paidcontent.org/2013/05/06/think -micropayments-for-media-cant-work-
greg-golebiewski-saysyou-are-wrong/

Examples

Addison County Independeatidisonindependent.com/onlinesubscribe
AnthroSourcegaanet.org/Help/as.cfm#

DeGruyter,degruyter.com/page/428

GoogleWalletgoogle.com/wallet/buy-online/

History Todayhistorytoday.com/shop/one-week-access
JSTORNDttp://about.jstor.org/individuals
PayPalhttps://www.paypalobjects.com/IntegrationCenter/ic_micropayments.html

Safari Librarysafaribooksonline.com/
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Philanthropy

Introduction

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 wontdabafor 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 mitl990s, and remains so today. Other forms of major gift, includiagpaigns 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 giing. 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, endovemnamd 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 fundsrfoovation 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 mostfastprofit project leaders have emiderable

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 startup orcontinued 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 thetlermg 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 customerGiving away money effectivgland in ways that have positive
impact on a community is very challenging. WEBIOAT AA D1 AT O xEI 1 OAEA OEA A(
making objectives into account. Such projects will also provide clear arguments for how their proposed
activiteswilhé B OEA COAT O | AEAO AAEEAOA EOO 1T AEAAOEOAO
grantee achieve its objectives!).

» Think beyond the grant, even beforethegran8 )1 OAAEET ¢ COAT O 4A&O1 AET Ch A
prevail, where winmig a grant becomes the goal. This can have the effect eém@hasising 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 caiiréo the future and shared broadly.

Philanthropy 71



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

Nancy Maron, Ithaka S+R

_—

» Keep in mind that funders may be subject to economic pressure®/hile some areas, such as scientific
research, have weathered difficult economic times, many funders in the humanities and social sciences
experience thesame 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 gBavdiversifying the
type of grant that is sought (approaching both pubénd 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 wb 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 thel Gtities 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 days 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 (highality content, open access, cress
disciplinary appeal)

How does it work?

Building an endowment entailaccumulating 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 approximatell O Ym 1T &£ OEA AT AT »
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 operatians on
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 therglowment, 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 tieEnd 06 O DAO A O AT AAh xE
I £ ATUITT'A80 EAT AOS

The National Endowment for the Humanities (U.S.) has an office of Challenge Gfafite grants are intended

to be matched by fundraising the project team will do, and past and current grarttege 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 projécts.

Case Studies

Stanford Encyclopedia of Philosophy

The Stanford Encyclopedia of Philosophy is a dynamic epesess 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 makng progress towards its endowment goal of $4 million (£2.45 millidhyver $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 hassed $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,daeconomic 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 suppa@tsitfigpm the Virginia
Foundation for the Humanitie§?*

Benefits
» An endowment offers an ongoing, steady revenue source

» Raising an endowment encourages community support and-ioufpr a welestablished resource

Disadvantages

» Projects funded through an endowment will always have to support free ridédrese who nevechoose 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+ AOEOUT 78 -EOAAR O&OI 1T 4EAT OU OEndowdénh 6 E Rétidyn W EMbee And 2Bdcibtds @ /EO0T - 1T AAT O
kathrynmireeandassociates.com/PDF/Three%20Successful%20Models%20t0%20Build%20Endowment.pdf
148 National Endowment for the Humanities, Offic# Challenge Grants)eh.gov/divisions/challenge

149. %( | AEEAA T £ #EAI 1T AT CA '+ OAT OOh O#EAI 1 AT CA ' OAT OO0 ! xAOAO , EOO0 .1 OA
neh.gov/files/divisions/challenge/challenge_grants_awards_list_november_2012.pdf
150* 601 EA "1 AAUR O3 0AT &£ OA %l AU AskritafioA &% AiAEorfetece, | O PEURS 01 xAO0T ET O DOA

http://alal2.scheduler.ala.org/files/alal2/Julie_Bobay_StanfordEncyclopediaOfPhilosophy.pdf
151 Interview with Mathew GibsonDirector of Digital Initiatives and EditoEncyclopedia Virginia, 18 June 2013.
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» To be sustainethy 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 projebts/e 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 calibratéa support a skeletal level of funding, there is little room to
COil x T O AOI 1 O6A ETOT OIi AOEET ¢ OAOU AEAZEAOAT O OEIC
it needs to raise over £3 million to cover £150,000 in yearly operating expevidekere 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 yaare considering this model

»  Will it be possible for us to appeal to libraries forfugnt contributions that will permanently free both sides
from the logistics of a subscription model, especially when annual subscription prices are rising and budgets
arebeing 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 interndtas 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 wdlials 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 bypnofits, recently issued a report
highlighting the key factors they cited for having helped them increase online donatfns:

» &1 AOGOGET ¢ 11 EIi DOl OET ¢ OEA 1T OCATEOAQCEI T80 xAAOEOAN
» Making efforts to increase public awarenasfsonline donation options through improved strategic

communications, including emails and newsletters

» A cultural change towards acceptance of online transactions in general, including online donations

152" 1 AREAADAKWY) BARBAOI £ OEA .11 DpOI £ZEO )1 AOOOOUY 3000AU 30ii AOU 2APi OOh
https://www.blackbaud.com/files/resources/soni_final_2012.pdf
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» Adoption of new software and technologies to make ioel donation options more available and easier to
use

Development in philanthropy has also been driven by the use of4hdndy fundraising platforms, commonly
known as crowefunding sites. While the websites of many rfoir-profit organisations featureitks to allow

people to make donations, the implementation of more dynamic means of giving has been very successful for
them too. Crowdfunding 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
O$1T 1T AOGA T1 xAd A Otd€drt]thougdsudh ia dedidk @ unlikely td dxie 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 dasratnd crowedfunding platforms makes it
increasingly simple for even the smallest FHort-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 pbtenti
audience of supporters.

The Facebook application JustGiving is an example of an interesting development in online fundraising. As one
AlTCc T1O0AAR O4EA *BOO ' EOET C A DwithobtihdvingtleadeRhaIOE OEA O
Facebook cb /&I O O ™*dnimbdrtant 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 startversations 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 geovickrs, who sell their

products (or enable those purchases) on FacebBOAs 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 donafions.

AdditionallUh 1 OAE 1T EEA T AOEOA AAOAOOEOEI ¢ch OEA APD EO AA
under the same principals of integratio®ther popular crowefunding tools and platforms are Kickstarter
(kickstarter.com), Indiegogo ifidiegogo.com) and GoFundMegpfundme.com).

1533 0APE *ATTEICO-OAAGEOCO3T POAFDOOEOEDET ¢ ! BD PodNoshAShbdalNietlidfdr Socis Good, | OAT A A
http://podnosh.com/blog/2011/11/24/justsociatgiving-adding-your-just-giving-app-to-facebook/

154%ET AT A: ET 1 AOT AT h 031 AT 1T 2A0AEI AOO /-Budiness GuleNWdYold Aidi®@b JupZn12l T &AAAAT T E 0
nytimes.com/2012/07/26/business/smallbusiness/smablusinesseswin-customers-on-facebook.html|?_r=

15571 1 AOEAT 7AAAET CEAI R O0*000' EOET ¢30. Ax &AAAAGHIHY, ' DPI EAAOEI T hE * 000" E
http://blog.justgiving.com/community/new -facebook-app/
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Trends

The 201Zharitable Giving Repdrom Blackbaud suggests that even though from 2011 to 201lhe giving

increased by 10.7%, online donations comprise less than 10%of the total funds ¥éised.

#1171 OOEAOOT 00 OI A #AOA &i O1 AAOETT AITC¢C EAOGA AOGCOAA
pointing to its advantages over traditional gng: convenience for users, lower cost for organisations, and access
to a larger audience, among othetS.Fundraising via crowdunding sites may become more important as non
profits move towards this platform for revenue generation. Such details will etprmine what kind of results
projects might be able to see.

Case studies
Wikimedia
http://wikimediafoundation.org/wiki’'WMFJA085/en

In the 201%12 financial year, the Wikimedia Foundatiatiracted 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 worfd Contrast this with the 470 milliopeople that its flagship

activity, Wikipedia, draws every montin 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>° This almost doubled the number afl donations the foundation had

received up to that point; a November 2010 blog post announcing the 2010 campaign noted that Wikimedia

Or EAAY OAAAEOAA 11 OA OCEBIAYoEhOBAY A1 ORDEOEDI 80 OEA
Howler

kickstarter.com/projects/quraishi/howler-a-magazine-about-soccer0?ref=live

A Kickstarter fundraising campaign was ugedaunch the commercial publishing venturowler: A Magazine

about Soccera new title for North American soccer fans. Raising $69,001 (£42,211) during the course of its
campaign:®*the publication was able to e@r its startup 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 crowdunding campaignHowlercreated a highguality 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 sapgpdine

category of $13%$35 (£921) gifts aloneHowlerattracted 480 donors the magazine was able to ensure that it

captured the entire gamut of interested parties.

156 Steve Mat.aughlin,Charitable Giving Report: How Nonprofit Fundraising Performed ir2Ra8Blackbaud
https://www.blackbaud.com/files/resources/downloads/2012.CharitableGivingReport.pdf

1573 A1 60 #AOA AT A +AOUA 11 AOAOGATh O/TTETA 'EOETCd $1 11 00, Cage kousdatiGni CA Oh
casefoundation.org/spotlight/holiday/online_giving

158* T 1 EA /1 83sAil 1 h O7EEEDAAEA Al WEAGE B0 fatuarydol2O0 xEOE Two- ET OEA
http://venturebeat.com/2012/01/02/wikipedia-20-million/

1593 AOEA -7GGEEPAA ERA 2 AEOAO T Xa- EITPCMaglrké Qanuriy 200k @cOnya&tid¢28 0A E2Q7AM3, @ AD h 6

1600 EEI EDDA 2018 AddwhibhtdOFampaign Launchedd # 1 1 1 O L4NOwmbBer 201Q postyikimedia Foundation
http://blog.wikimedia.org/2010/11/14/2010-contribution/
161 AT OCA 100AEOEER O(1 xi AOd ! -ACAUET AKickshaitepO 371 AAAORS AAI DPAECT 1 AOTAE

kickstarter.com/projects/quraishi/howler-a-magazine-about-soccer0?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 honprofit marketing blog, highlighted charity:
xAOAO AO A thOrodpmik World¥d Asidg socil media to brand themselves and raise money

I T 1 E*1A&c8rding 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 thatrked 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 individdidonors in 2011.

Benefits

» Crowdfunding platforms and social media greatly facilitate the technical execution of fundraising
campaigns

» Itis very inexpensive to run a crovfiehding campaign, and quick as well; there is value in the simplicity of
the tools

Disadvantages

» Platforms like Kickstarter and others are campaigased. A project cannot count on yessund support
through this channel, but would need to devise specific campaigns in order to drive donations

» Where online campaigns are focused onirgisstartup 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 aterials 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 revame 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, oftea portion of each transaction

» Credit card fees

162111 Uo0i 1 +APET O"AOO #Ai PAECTI O 1 £ woodi hd &Oi ¢l icareyg #AOAWEO .11 DOT £EO
frogloop.com/care2blog/2009/12/20/bestcampaigns-of-2009.html

Philanthropy 77


https://www.charitywater.org/donate/
http://www.frogloop.com/care2blog/2009/12/20/best-campaigns-of-2009.html

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

Nancy Maron, Ithaka S}

ITHAKA §+R

» Qutreach 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?

» (Tx xEI'l xA AAOAOEAA 100 OAOI OOAABO 1T O 1T OO 1T OCATE

» How do we crete value for our customers?

» Many crowdEOT AAA DPOI EAAOO 1T ££AO OAT CEAIT A
compensation to donors?

61 E
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CEZEOO

Further reading on philanthropy

General information

GrantCraftgrantcraft.org/ .
Foundation Cententtp://foundationcenter.org/ .

Fundraising UK LtdJK Fundraisindyundraising.co.uk/.

Grants

Buteau, Elie, Phil Buchanan, CassieBolanos, éflaie than Money: Making a Diace with Assistance Beyond

the Grant Cambridge, Mass. and San Francisco: Center for Effective Philanthropy, December 2008.
effectivephilanthropy.org/assets/pdfs/CEP_MreThanMoney.pdf.

"TTAAUR , EUR AT A 4AO0CO0A (Al18 O OAT 01 AEET ¢C AU 5+ 40
Foundations and Charities Aid Foundation.
acf.org.uk/uploadedFiles/Publications_and_resources/Publications/0416B_TrustAndFoundationBriefingPap
er.pdf

~ oA oz oz oA

Maron, Nancy, and Matthew Lop & O1T AET ¢ &£ O 3000OAET AAEITI EOUdturédf x & OT
$ECEOQOAI 2 A Ghialaeritifeas b/ resdrob Xudlications/funding-sustainability -how-
funders%E2%80%993 practices-influence-future -digital

Unwin, JuliaThe Grantmaking Tango: Issues for Fundersdon: Baring Foundation, 2004.
baringfoundation.org.uk/GrantmakingTango.pdf

Walladdh . EAT 1 A8 O.11 D01 £ZEOO 3 O00A OA C Etrdnicl® df Philakthrapg 4 EAT ¢
January 201 Iphilanthropy.com/article/Nonprofits -SeekWays-to-Cope/125838/
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Endowments

Loy, Matthew O3 OAT &£ OA %i AUAT 1T PAAEA 1 £ OEEI T Ol PEU(; Cas¢ OEI1 A
3 OO A U ItNaltasi.itBadia.org/research-publications/stanford-encyclopediaphilosophy-2009

,TURh - AOOEAx8 O30AT £ OA %l AUATI T PAAEA AIOA GBOBAUOBEDRAB
Ithaka. sr.ithaka.org/research-publications/sep-update-2011

Online fundraising

"1 AAEAADBXY )IEBOD 1T £ OEA .11 D01 £ZEO )1 ABOOOUYG 3000AL
https://www.blackbaud.com/files/resources/soni_final_2012.pdf

" OAAOGAO ' EOEIT C 8 greaielgidig Aom&eddurbedkay @ &Eninl@agable-guides/online-
fundraising.aspx

/I 8$AT 1 h *T1EA 087 EEEDAAEAT EfEdBoscbandaty 2002. A0 xEOE WY
http://venturebeat.com/2012/01/02/wikipedia-20-million/
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http://blog.justgiving.com/community/new -facebook-app/
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Subscriptions

Introduction

The subscription model implies an ongoing agreement between a publisher or other content provider and a
subscriberlt implies that a certain amount of content or access to contemi)l,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 ffieoatent (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 reah and involves some risk, but benefits include developing loigen relationships with a

committed group of end users, and securing a more regulaifrapt source of revenue.

In a subscription model, the publisher typically assumes a certain finargkalp 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 printbased world, there was little question that publishers would nemdharge 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, incemental costs the costs of providing content to additional userare 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 oile 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 codoembalism, in particlar,

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 resimify 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 tofpayt

» 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 interndlinking, 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 potentfat is, the audience is
sizable, and willing athable 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 subscriptizased resoure are that payment is required in

AGAEAT CA &£ 0 AAAAOGOG O1 OI T A TO Al 1T &£ OEA AT 1T OAT O
0 0 6 A O Al €okné dngoing, 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
subscripton 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, Pra&3t; 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 iticludes, 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 foge, but allow only subscribers to enjoy full access to all content.
TheNew York Timesor 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 yheffer 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 andradditintent to
subscribers only; a resource might, for example, display to-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 availble 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, grantfunded resarch who are considering selling subscriptidfis.

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, asagain starting to

163 In June 2012 a working group commissioned by the U.K. Minister for Universities and Science and chaired by Dame Jde#v&ieadlits report,
Accessibility, Sustainability, Excellence: How to Expand Access to Research Puliditatinres 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 haveenraged open access to the fruits of federally supported research. See, for example:
whitehouse.gov/blog/2013/02/22/expandingpublic-accessresults-federally-funded-research
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have recently seen subscription rates and profits ridee New York Timbas made progress with the

implementation of pay wlls, theTimesalone amassing 699,000 subscribers in nine quart&Ehis represents
considerable income for commercial publisheralmost 50% of digital revenue in theE | dhgedas ad sales

and overall circulation decline.

Case studies

Thesaurus Liguae 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 15,00C
digitised works ly 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: sulgerns, endowment and university support. In 2011, subscriptions

were the most significant source of revenue, covering 55% of the annual bu@g@ibscriptions are offered to
individuals and to institutions. Individual subscriptions cost $125 (£76.50p&oyear 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 ne€déd. the future, TLG would like to offéihe 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 projétt.

TheNew Yorklimes

Perhaps the besknown example of a subsctipn and freemium model in recent years is offered by Mew

York TimesAccess to the entire online edition of tiémeswas initially free, but in March 2011 the newspaper
instituted a paywall. Th@imesnow grants free access to just ten full articfges 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 referralghich readers may encounter in the form afis via

social media or emag arenotincluded in the free monthly article allowance, allowing subscribers to share and
DOAI EAEOA OEA T AxOPAPAOSGO Al 1 OAT 08 7EEI A OEEO OOOA
online and in the mediajearly two years after instituting the paywall tiégmesappears 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 subscript@iesin 2012. Perhaps even more important, however,

16411 AOAx |/ AT UUET h &/ AT 1 ARAOOh 1 EAOAOU Al A pOAKXESDAEMkary 2013 PAOEOET T h Al
http://arxiv.org/pdf/1302.1105.pdf

1652 UAT #EEOOOI h O4-BBAAO 4H@umbialddmdidni Reviedhaligust 2013;jr.org/the_audit/the_nyts 150 million-a-
year_pa.php

166- AOOEAx , 10" ,GAIEROOMAO O OAAAAAHG 3DAAEATI EOAA ( EOOT @mbAilithation/@dkird £ O A
publications/tlg

1674 EAOADODOO , ET COAA ' haih&ikdufsub@dptiohs Tie Grdrik3tAtiorEoptiorbd desfgned to accommodate institutions with
small classics departments and a limited number of users needing the reséiges for five years of aess range from $2,000 (£1,221), for up to
three workstations, to $3,000 (£1,832), for four to seven.

168- AOOEAx , T UR O4EAOCADOOOO , EI COAA ' OAAAAAHY (7 x A 3PAAEAIGHIS 2A07 O0A
sr.ithaka.org/research-publications/tlg -update-2011
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Benefits

» The resource has a predictable source of revenue over the tetheafubscription

» 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 (thoudp 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 potdrdidvertisers

» 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 techniquaiow 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 selieesubscription model
DOAOARBOOEKBADS DBOT AT Aih xEAOA TAT U xEIT AAT AZEAElI O
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. Bihas forced content vendors to look very hard at just what
O ENOA OAI OA OEAU DPOiI OEAA8 )& A Al i PAOEOT O DPOIT OEZ
by its users, then a subscription service may find it difficult to maintain its subsdrése, 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 widas-possible acess 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 (egedit cards, bank accounts) to conduct transactions

» Evolving federal open access mandates magke subscription impossible for some forms of scholarly
content

169%AT OT A , AAR O4EA . Ax 91 OE 4EIi A0 0AUxAIT )O 71 OEEI CBlobmb&®AO OEAT ' 1T UI
http://go.bloomberg.com/tech -blog/2012-12-20-the-new-york-times-paywall-is-working-better -than-anyone-had-guessed/
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»  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 conbls

» 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 guestions to ask if you are considering this model

» |Is therea sizable enough targeted audience willing to pay for my content or service to cover direct costs and
even generate a surplus for reinvestment?

» Itis possible to charge subscription fees that are compatible with my mission?
» What audiences would | lose bgstricting 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, KentD) 08 O . T ©Why thé ThreatsGrénithe New Big Players May Be Much More Significant
This4 E | BcBdiarly Kitcheid May 2018ttp://scholarlykitchen.sspnet.org/2013/05/07/itsnot-1995-again-
why-the-threats-from-the-new-big-players-may-be-much-more-significant-this-time/

1] AROOT T h 2EAES8 O4EA "EC $AABdola§Kikhen3d mayoo12. $ AAT F AT .
http://scholarlykitchen.sspnet.org/2012/05/30/the-big-deal-the-medium-deal-and-the-tiny -deal/

$AOEOR 0 BORAIEA 000G sDEk @ RsBHSEnEIdly Kitcher29 January 2010.
http://scholarlykitchen.sspnet.org/2010/01/29/arxivditches-subscription-like-model/

OBl OEOT h *1 OAPE O4EA 3 00AAT Cdcholark KittnerfsNAVierAb&r 20122 OE A
http://scholarlykitchen.sspnet.or g/2011/11/15/thestubborn-persistenceof-the-subscription-model/
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of Higher Educatigri7 July 201fitp://chronicle.com/article/Libraries-Abandon-Expensive/128220

Loy, Matthew O4 EAOADOODOO , ET COAA ' OAAAAAH]3IPAAEAI EOAA (EOO
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# AOA 3 00AU IthaxddAibda sblressasiBpublications/tlg-update-2011
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Preliminary version, 4 Febary 2013dtc.umn.edu/~odlyzko/doc/libpubcomp.pdf
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