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ACHIEVING EACH JOURNAL’'S

Oxford Journals’ Library Sales and Marketing team
aims to retain and grow revenue from institutions for
your journal. This leaflet describes the various ways in
which we maximise the revenue your journal receives
from library customers.




OBJECTIVES

encouraging their feedback

Communicating our brand and products to libraric
consortia through building relationships with librarians and

¢ Expanding our market knowledge to ensure that we
understand librarians’ needs in order to develop more
effective sales and marketing strategies

ABOUT OUR TEAM

The Library Sales and Marketing team
comprises marketing professionals, sales
managers and executives, based either at our
headquarters in the UK or in one of our sales
offices in the USA, China, Japan, and India.

Librarians often prefer to subscribe to packages
of content rather than to individual journals, as
they believe that this gives them better value for

money. Our Library Sales and Marketing team is
therefore primarily devoted towards promoting
and selling packages of content rather than
individual journals. However, we also take steps
to ensure that the institutional subscriptions of
your journal are retained, and we work to raise
the profile of the journals that we publish within
the library community.
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There are several methods we use to encourage librarians with current
or lapsed subscriptions to renew their partnership with us:
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If your journal is being sold both to library
consortia and individual institutions as part of our
online package, the Oxford Journals Collection,
some of your institutional subscriptions are
already protected. This is because consortia
customers are required to maintain their existing
subscriptions/spend and pay an additional
amount to access previously unsubscribed content.

Our pricing model helps to retain your traditional
journal subscriptions, whilst ensuring that your
journal benefits from the added dissemination
and revenue potential of being included in library
consortia and multi-site agreements.
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When a journal experiences particularly high
levels of attrition we may decide to contact lapsed
subscribers to ascertain reasons for cancellation,
and relay this information back to you. Previous
renewal campaigns have proved to be effective in
revealing why subscribers are cancelling, or not

renewing, subscriptions.
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One of the major reasons cited for non-renewal is
low online usage of a journal, which is why we
contact libraries to encourage them to upgrade to
an online subscription and to activate their online
subscriptions.

We also encourage libraries to promote their
collections by providing them with promotional
support such as posters and training materials.








