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Embracing
Risk

The Chinese »pressions for Ocriswei ji /& #;
Otransitio®zhuan ji# #%; and Oopptunity,0 ji hui
# &, all share the character for Ok #%.: SoWiley
colleagues read in the in-house liedtion Wley World
in 1998, when interest in Chinaas heating upJi is an
appropriate notion with kich to close this histgr of
Wiley. History never stands still. Eents suge

ahead ceaselegsinoving at a &ster pace than

ewer. How well the compaynmanages the cen

tinuing risk of crisis, transition, and opani-

ty will determine the direction of the re

chapters ofWiley histoly. Success will
strengthen the comp@® culture, bsiness,

and financial perfomance. Bilure will inhibit

the compay® ability to respond to accelerat

ing marletplace challengeés. R enZ Olivieri,

chief operating
officer, Wiley-Blackwell

The first notalte act ofWiley® third
centuy illustratedthe compay® appetite for
calculated risk Wwen the oppdunity is geat
and its promise is achigde. On Fiday
moming, November 17, 2006, theve of its
bicentennial, Wiley announced that it had
entered into a defitive ageement to acquire
the outstanding shares of Blaakiv
Pubishing (Holdings) Ltd.The acquisition
was completed ondbruay 5, 2007

Based in Oxford England
Blackwell Pubishing is one of the arld®
foremost academic and professionalljshb
ers. Knavn as the wrld® preeminent society pligher
because of its ptarerships with 665 academic, medical,
and professional societies, Blaadiypulished 825 jour
nals and had more than 6,000 books in print. itsmae
in 2006 vas appreimately £224 million, rought equi-
alent to that oWiley® global STM bisiness. Blackell®
pulishing pragrams included jourals, books, and online
content in the sciences, techrplomedicine, the social

obert Campbell,
senior publisher
Wiley-Blackwell

sciences, and the humanities. Besides OxBiatkwell
has ofices in Edinlirgh; Berlin; Copenhagen; Malden,
MassachussettsiAmes, lava; Melboune; Singpore;
Tokyo; and Shanghai. BlaclelN Ltd., the libray sewic-
es and retailingusiness, \&s not parof the acquisition.
The purchase price of £572 million, or appnoately
U.S. $1.2 billion, vas financed with a combination of
debt and cash
At the time of pulication of Knowledge fr
Geneations the intgration of the tw busk
nesses as meing ahead on schedulEhere
are risks imolved in any transaction of this
magnitude, bt Wiley® successful track record
with acquisitions, as @l as the high dgee of
compatibility betveen the t@ companiesO
pulishing prgrams, markts, missions, al-
ues, and cultures, has substantisdduced the
risks. Managing change will no doubt present
challenges, it Wiley® and Blackwll® leaders
are conident that the constituencies yreerve
are bendfing from the ombined companiesO
enhanced capabilities
Before announcing the egpment,
Wiley secured commitments from Blacki®
five major shareholders (Nigel Blacgly
Julian Blackvell, Philip Blackvell, RenZ
Olivieri, and Robdr Campbell), as ell as
the supparof its boardThe Blackvells and
the board let it be kmen that thg would
only suppot a sale to a compwgiike Wiley,
another enerabe pubisher with a founding
family still involved and a culture degpl
rooted in similar @lues.When a major competitor pro
vided a fnancially attractve ofer to acquire Blackell
in the dgs precedingWiley® announcement of the
transaction, it \ws rejected Y Blackwell® board of
directors, wo remained ifmly committed toWiley.
ORople sometimes ask me to quantify traue of
Wiley beingthe place to beBased on thisxperience, |
can nov tell themQ &plained Rsce’

A Long Courtship

A Long Courtship

The Blackvell announcement, fmich came on the 96th
annversay of W. Bradford Wiley® birth and neasl
eight years after his death, madk the consummation
of a half-centuy-long coutship. Brad Srhad pursued
Richard Blackwell about acquiring Blackell decades
before at the fankfurt Book Rair. The mutual rgard
and respect bewenWiley® and Blackwll® leaders
never waned even after thg passed the reins to their
successorsThroughout the 1990s and into thewne
millennium, Will Pesce,Tim King, John Jairis, Eric
Swanson, RenZ Giieri (Blackwell® CEO), Robdr
Campbell (Blackwll® president), and Nigel
Blackwell (Blackwell® chaiman) carefulf cultivated
a continuing relationshipybleading industy initia-
tives t@ether vinile competing for the same authors
and society panerships in a ay that elicited mutual
admiration.®

The competitte sparing between the tw
companies took an ironic twist with one medical jour
nal. During the mid-1980s, the British Diabetic
Association (BR&) decided it vanted to lend its name
to a nev journal, to be callediabetic Medicine and
sought a pulishing patner At the BDA® annual
meeting at the Unersity of Norwich, Bter Saugman,
son of Rr Saugman (managing director of Blaetw
Scientific in the 1960s) bid for the opgonity, almost
as a fomality, assuming it \&s a done dealhere vas,
however, late and umnepected competition from
Wiley® UK. medical pulisher, John Jaris, and man
aging director Charles Stoll, Wwose Osoft,et author
itative, American wice was perfect on the g®Wiley
won the contract and ban a ffteen-yearlong pub
lishing relationship with the BR. Pubishing is all
about ebb and fls, and in the late 1990s, BlackiV
finally took Diabetic Medicineaway from Wiley.
There vas a lot of good-humored bantehenWiley
realized that it wuld regain the jounal through the
Blackwell acquisitiory

A meeting betwen sce and Nigel Blackeli
in London in March 2002 strengthened the relationship
between the tw companies and their leadershipthe
time, a major competitor & aggessvely pursuing
Blackwell. Nigel® uncle Julian supptad the bidand
their disageement became plilh Pesce made it clear
that Wiley was interested in joining forces with
Blackwell, howvever long it took, lnt he promised he
would not pursue the matter until Nigel and his leader
ship team wre ready to do so. &nwson and J&is
seved asWiley ambassadors for the xiecouple of
years, stging in touch with Campbell, Qlieri, and
others on indusyr matters, bt there vas no futher
serious discussion until 2005 hen Reter Wiley and
Jawvis approached Nigel Blacledt and Olvieri. In
2006, Rsce, King, Sanson, Janis, and Ellis Cousens,
Wiley® chief inancial and operations fader, met
Olivieri, Campbell, and CFO Chris Halllhe meeting
began as anxploration of the bendts of a joint \en
ture or patnership, such as combining techrgjo
platforms. As the discussions pgeessed it became
clear to all that the twvcompanies shared mavalues
and placed similar imptance on theirxeellent rela
tionships with society p#amers, customers, and eol
leagues. It ws also unmistak#bdthat their pulishing
programs and aanizational strengths eve uniquet
complementar. The meeting resulted in araving
mutual respect and a continuing dgle?

In the folloving months, Bsce and Olieri
spole frequenty, evaluating a range of strajie possi
bilities. They concluded that tpether Wiley and
Blackwell could delver even geater alue to customers,
authors, society parers, and shareholders thanythe
could as separate entitieAs a result, the Blacka¥
board gantedwiley the oppotunity to male a purchase
offer on an gclusive basisAfter careful reiews of the
financial and straggc possibilties, including a sce
nario planning angbkis, Wiley® board of directors
voted to suppot Pesce proposal, and Blacleli®
board and principal shareholders accepiéigy® ofer
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A Long Courtship

| Blackwell Publishing

B lackwell Publishing, like Wiley, was a company with a
long and honorable tradition dating fr om 1845, when
Benjamin Harris Blackwell, the son of a tailor from
London® East End, opened a second-hand bookstore
just outside the Oxfor d city limits. When Benjamin died
in 1854, his widow had to shutter the shop. ¢

In 1879, Benjamin Henry (OHarryO) Blackwell, the
son of Benjamin Harris, opened B.H. Blackwell, a shop
selling OSecond-Hand Books in Ancient and Modern
LiteratureO near the Oxford University colleges. Harry
was a self-taught man from a modest backgr ound. His
widowed mother supported her thr ee children by
doing needlework. At the age of 13, Harry left schoolN
to his everlasting regretNto be appr enticed to a book -
seller. In his own firm, Harry moved quickly into the new
book business, starting with an education catalogue in
the shop@ first year. In 1895, he published his first cat-
alogue of European titles, noting the pr esence of
Blackwell agents Oin the leading Continental Cities.O
The expansion of the British Empire and its institution -
alization, including the construction of numer ous uni-
versities at home and abroad, provided Blackwell with
an important outlet for its books and historical docu -
ments. By 1913, India had become its largest overseas
market, but American academic libraries also became
important customers. ’

Harry® amicable relations with Oxfor d dons and
their students led to the publication in 1879 of Blackwell® s
first book, Mensae Secundae: \erses Written in Balliol

B enjamin Henry
Blackwell, known
as the Founder of the
Blackwell empire, opened
a bookstore in Oxford in
1879, 34 years after his
father® death led to the
closing of the first
Blackwell store in
the Oxford area. Henry
focused on book
retailing, then on
distribution, while
venturing into publishing.
He was also the librarian
at Oxford CitgCfirst
public library and a
founder and the first
librarian of the Benjamin Henry Blackwell
Temperance Society (1849D1924)
Library His son, Basil
H. Blackwell, known as
the Gafferwas born in
his parentsO flat above
the Blackwell bookstore.
The first member of the
family to receive a formal
education (at Oxford, of
course), Basil grew the
bookselling side of
Blackwell while moving into
many types of publishing,
laying the foundation for
global Blackwell. Sir Basil
was the first member of

B

family lived for a time above the store. One neighdorOxford
history professqrdescribed the store as Othe literary nsah8use-of-

.H. Blackwell, 50 Broad St., Oxford, the bookstore founded by
Benjamin Henry Blackwell in 1879. Henry Blackwell and his

With a growing pr esence in school publishing, Basil
turned his attention to scientific publishing in 1939 with
the establishment of Blackwell Scientific Publications
(BSP). Basil was inspid by the establishment of a hand -
some endowment for the Oxfor d Medical School by
Lord Nuffield. The year befor e, Basil had suggested to
the Blackwell board of directors that Othe Company
might be very well advised to consider the development
of a medical publishing and bookselling side in conjunc -
tion with Blackwell & Mott.O BSP@ first title, Essentials of
General Anaesthesia by R. R. Macintosh, appeared in
1940 and quickly sold out. BSP also distributed books on
behalf of North American medical publisher s.*°

In 1946, Basil®son Richad joined B. H. Blackwell.
Three years later, the year that Brad and Esther Wiley
visited Europe for the first time, Richar d was given Oa
roving commission to familiarize himself with every part of
the firm@ operations.O In a paper titled OSpecialization,0
he noted a number of tr ends that Blackwell would take
advantage of, including the importance of exports, and
the worldwide expansion in education.

In the postwar period, Blackwell & Mott (later
called Blackwell Publishers) grew its educational pub -
lishing programs accordingly, urged on by Richard. In
1966, Richard became managing dir ector and in 1969
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College, and then the publication of a poetry magazine

. call.O The bookstore was also a place with the Ofreedom and good
called Waifs and Strays Blackwell soon became known

the British book trade to . . T
fellowship of the tavern, with perhaps the same likelihood of rebuke

be knighted. Sir Basil H. Blackwell (1889D1984)

in Oxford circles as Othe literary man®house-of-call.O
Harry continued to publish manuscriptsNeverything
from a lecture titted On an Evolutionist Theory of
Axioms to Manual of Cyclist Drill for the Use of the
Cyclist Section of the Oxfor d University Rifle Volunteer
Corps (0.U.R.\\C.) to Economic Aspects of State
Socialism by Sir Howard Llewellyn Smith (1887)N
brought to him by his Oxfor d neighbors. The book -
store remained at the center of his business until his
son, Basil, entered the business in 1913.%

Unable to devote suf ficient energy to building a
successful publishing program, Harry placed his son,

Basil, known as the Gaffer, at the Oxford University
Press for a year so that he could learn all aspects of the
publishing business before joining his father in 1913.

Basil, doing business as a publisher after 1922 as
Blackwell & Mott, turned out to be a cr eative and ener-
getic publisher with a wide range of inter ests including
poetry, fiction, childr en® books, educational texts, and
the Shakespeare Head Press, which he took over from
its founder when it almost went out of business in

1927. Inspired by William Morris& Kelmscott Press, the

for wasting time and money on returning home.O

founder and then Basil published fine editions of clas -
sic works starting with a new edition of Shakespear e.
With little capital and a small sales force, it was a chak
lenge for Basil to compete with the established London
houses, such as Macmillan and Longmans, or with the
newcomers, such as Jonathan Cape, Faber & Faber and
Victor Gollancz. Basil did publish such renowned authors
as W. H. Auden, Robert Graves, Graham Greene, D. H.
Lawrence, A. A. Milne, Vita Sackville-West, Stephen
Spender, J.R.R. Dlkien, and Evelyn Waugh.®

A mong the famous authors published by Basil Blackwell were the
poet W H. Auden and Graham Greene. Greene took his first

book, a volume of poetry titleBlabbling Aprijlto Blackwell in 1925.
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A Long Courtship

| Blackwell Publishing (continued)

I hree generations of Blackwells: (from left to right) Miles, Sir Basil, Nigel, Richard, and Julian. Richard and Julian
are Sir BasiK)sons; Miles was Julianébn; and Nigel is Richasd@\ll five Blackwells served as heads of various
Blackwell companies. Nigel was chairman of Blackwell Publishers when it was saléyar\2007.

he replaced his father as chairman. In 1975, David Ellis
was appointed managing dir ector, the first nonfamily
manager to assume this senior position. ™

Meanwhile, BSP was also gowing rapidly under
Per Saugman, a Dane who joined the firm as sales man-
ager in 1952. The company broke new ground in med -
ical publishing by visiting medical schools to identify
and sign young textbook authors, who later became
eminent pr ofessors. In 1955, Saugman, who by now was
managing dir ector, started BSP® journals list by launch-
ing the British Journal of Haematology . From the mid-
1960s, BSP gained international status, expanding into
biology under the dir ection of editor Robert Campbell
starting in 1968, and building its expertise in journal
publishing. BSP opened an office in Edinburgh in 1966,
initially to support book publishing, but ultimately it
became solely devoted to journals pr oduction. In 1963,
the company purchased Munksgaard of Copenhagen,

which developed a strong journals list in dentistry , der-
matology, immunology, and transplantation. And in
1971, BSP started a venture in Melbourne, Australia,
which later became a wholly owned subsidiary .*?

In the late 1970s, a new managing dir ector, David
Martin, transformed Blackwell Publishers into a world-
recognized publisher of outstanding academic books.
RenZ Olivieri took over as managing dir ector in 1987.
With the financial demands of building up the scholar -
ly book publishing pr ogram and the intr oduction of the
National Curriculum in the United Kingdom, Blackwell
Publishers sold its education list and concentrated on its
own journals program, which paralleled but was distinct
from BSP& By the early 1990s, Blackwell Publishers
had became the leading international publisher of jour -
nals for societies in social sciences and humanities. Its
first North American of fice was opened in New York
in 1984 and moved to Malden, Massachusetts, in 1989.

The transformation into a truly transatlantic company
was complete by the end of the twentieth century , with
more than half the company® sales and new copyrights
coming from the American market.

By the mid-1980s, under the
leadership of Mark Robertson, BSP
had developed an extensive pr ogram
of journals with societies in Australia,
then in Japan, and more recently in
other parts of Asia. By the 1980s, the
journals list was contributing two-thir ds of BSP® total
sales. In 1987, when Robert Campbell took over fr om Per
Saugman as managing director, the company expanded
in Europe and launched a Professional Division. In the
mid-1990s, BSP invested heavily to make all its journals
available online. To reflect the wider range of services
BSP now offered, the company changed its hame to
Blackwell Science in 1993. The company® Eumpean
offices started Blackwell Healthcare Communication Ltd.
(BHCL), a medical communication company working
primarily with the pharmaceutical industry , which

merged in 1999 with Bullet Communications (acquir ed
in 1997) to form Avenue HKM (Healthcare Knowledge
Management). The company also acquired the lowa
State Press, a publisher of veterinary books and journals,
and launched Blackwell Synermy in
1999, a new online journals service
offering full text with r eference and
citation linking.
In 2001, Blackwell Publishing
Ltd. (BPL) was established by meg-
ing Blackwell Publishers and Blackwell Science. The
new company was the world® largest independent
society publisher. Richard® son, Nigel Blackwell, who
had been chairman of Munksgaard, BSR and Blackwell
Publishers, became chairman of BPL with RenZ Olivieri
as CEO. Over the course of its history, Blackwell
Publishing grew into a leading global publishing com -
pany with an international r eputation for pr oviding the
best in publishing services, and the worldG leading
society publisher, with a list of 825 journals, 6,000
books in print, and 650 new books published each year .

I nside the Economist®s Mind F rom DNA to Diversity, ed. By Sean J ournal of Advanced Nursing

edited by Paul A. Samuelson &
William A. Barnett

B. Carroll, Jennifer K. Grenjeand
Scott D. Vatherbee
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W iley CEO W Pesce visited Blackwell to speak to new colleagues soon after the Blackwell acquisition was announced in
November 2006. (From left to right) Robert Campbell, Andrew Robinson, John Jdtdas Aflington, Nigel Blackwell,
Steve Hall, Sue Corbett, RenZ Olivieiil] Resce, Eric Swanson, JoraMisley Steve Smith, Mike Fenton, and Philip Carpenter

with enthusiasmThe two companies lm@an the long
process of due diligence and ironing out detaitsikw

extensie collection of books with global appeal in the
sciences, technicaidlds, medicine, the social sciences,

ing together in a wy that laid a solid foundation for and the humanitiesThe coporation, with its Higher

the future. Bsce, King, Cousens, am;liley@ general
counsel, Gar Rinck en@ged in protracted getia
tions, primariy with Olivieri and Blackwell® advisors.

In the endall Blackwell shares wre sold to
Wiley.:

Wiley and Blackwell were already
two of the vorld® most respected pligh-
ers. With their meger, Wiley® Scientifc,
Technical, and Medical plibhing business
combined with Blackwll to becomaéNiley-
Blackwell, a formidalde global entgorise.
The combined pdfolio had apprgimately
1,250 scholay, peefreviewed jounals at

the time of the acquisition (the count
reached 1,400ybSeptember 2007) and ancounsel

Education and Professionaléle lusinesses, continues
to be knavn as JohiWiley & Sons, Inc., and all three
businesses continue tavk on ways to collaborate
Swanson vas chosen to leatfiley-
Blackwell, and Olvieri was named as its
chief operating dicer and the co-leader
along with Wiley Europenav managing
director Stephen Smith, of the criticall
important transition team. Soon after the
acquisition vas completed Wiley-
Blackwell® nav global oganization vas
announced; the stcture is similar to one
that Wiley empbyed in 2003 to ndve its
STM Global Books prgram. Pubshing
operations are enged i subject area rather

ary Rinck, senior vice
president and general

A long courtship

than ly location, so that global collaboration is ensured
within each of theife Wiley-Blackwell business units for
all productNbooks, jounals, and otheformats. Both
Wiley and Blackwell colleagues hold leadship posi
tions: PhilipCarmpenter became general mgaga Social
Sciences and Humanities; Susan Corbett, general manag
er, Medicine; Michael Das, general managelife
Sciences; Stephen Miron, general managdysical
Sciences and Engineering; and Jdalmsle, general
manager Professional siness unitsThe general man
agers all repardirecty to Swanson and Olieri. (In
October 2007, Olieri announced his resignation from
Wiley-Blackwell, eflective Januar 1,

2008.) Other members of thwiley-

be ignored. Blackell® preeminence in geloping and
managing pulishing relationships with societies;
Wiley® innwative brand management skills; the depth
and breadth oWiley® puliishing prayrams across its
three core bsinesseswiley® multichannel maeding
and sales; and both companies@utation for quality
and collaboratie, customerand paterfriendly cuk
tures are all sources of compeftitiadantageThe bal
ance betwenWiley® and Blackwl!l® publisherowned
and society-aned jounals is almost perfect. O¥iley®
425 joumnals, about one-third eve society-aned.
With Blackwell, about tve-thirds of its 825 jourals
were society-wned.Thus, tgether
about half oWiley-Blackwell jour-

Blackvell leadership team include @55 sEEEmmmnss @@g@g@ nals are societyvaned and half are @)

Reed Elfenbein, director of Sales an% %(;; puldisherowned. Both companies ';!:.

Marketing; Chris Hall, inance diree g %Q share strengths in medicine and life 2

tor; Michael Fenton, director of !’5 fgﬁ; sciences.Wiley® strength in the c5|>

Operations; and RoberCampbell, % g physical sciences is matchedy b

senior pulishe.** % %g Blackwell® in the social sciences E
The Blackvell acquisition %f Together, %ﬁi and humanities.The combined

plan was drven ly the rerenue % Wiley-Blackwell % companies are mo abde to irvest

growth potential of the mged sk & . ~. more in online products and si&es

ness and the resulting costvisas % Is a force that %% than thg could as separate entities

for the two companies. Sigrifant § cannot be ignored. %é which is a benef for the scholast

synegies are being achied ty com S w@@@%ﬁé and scientic community Greater

bining global sales, magking, and
content management capabilities; capitalizing on
Blackwell® successful &fhoring and outsourcing of
various content-management, maaxtfiring, and
shared supporsewrices; implementing a singlgveb
platform; intggrating technolgy resources; and transi
tioning to a commonifancial repating, distritution,
and customer seice infrastucture®

Wiley-Blackwell® increased capabilities come
from the eperttise dravn from all pats of two global
organizations. br example, both Blackeil andWiley
separatey had substantial andel-known joumals pre
grams.Together Wiley-Blackwell is a force that cannot

investment in Wiley-Blackwell®
online products and séces is sure to beniefWiley®
customers in other magks, such as Higher Education,
as syngagies betwenWiley InterScience anddleyPLUS
have done in recentears. Global magt reach is
strengthened andxended and Wiley-Blackwell is
committed to inding an efiective balance beteen a
global perspecte and strong local identityiley-
Blackwell aims to be the most resporesi innwative,
financialy competitve, and professional plighing
partner in the indusy, providing patners and authors
with exceptional serice that is focused on their unique
needs?
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OIn Dreams Begins ResponsibilityQ
Pesce quoteche poetWilliam Butler Yeats in his com

munications with colleagues about the Blaekw
acquisition.The passage he cite®In dreams bis

The W iley Prize

In 2001, Deborah Wiley pulled together the people
and resources to create the Wiley Foundation and
The Wiley Prize in Biomedical Sciencesto acknowl-
edge the contributions of the scholarly community to
our corporate success. The Wiley Prize in Biomedical
Sciencesrecognizes contributions that have opened
new fields of research or have advanced novel con-
cepts or their applications in a particular biomedical
discipline. It honors a specific contribution or a
series of contributions that demonstrate significant
leadership and innovation. The award, which is given
by the Wiley Foundation, includes a $25,000 grant
and the opportunity to pr esent a public lecture at
The Rockefeller University, the venue for the awar ds
ceremony.

Among the many distinguished r ecipients of
The Wiley Prize in Biomedical Sciences three have
also been awarded the Nobel Prize in Physiology or

responsibilityO captures both companies@py
ingrained ethos that prilege beets otigationNthat
the meger was about more than the bottom line. It
was not a nev idea atWiley. It was the genesis, for
example, for the annualViley Prize in Biomedical

Medicine. Dr. Andrew Z. Fire and Dr. Craig C. Mello,
co-recipients of the Wiley Prize in 2003, received the
2006 Nobel Prize in Physiology or Medicine for their

discovery of RNA interfer enceNgene silencing by

double-stranded RNA. Dr. H. Robert Horvitz, a co-
recipient of the Wiley Prize in 2002, shared the 2002
Nobel Prize in Physiology or Medicine for his work

on how genes regulate organ development and cell

death. Dr. Elizabeth H. Blackburn, Morris Herzstein
Professor of Biology and Physiology in the
Department of Biochemistry and Biophysics at the

University, of California, San Francisco, and Dr. Carol
Greider, Daniel Nathans Professor and Director of
Molecular Biology & Genetics at Johns Hopkins
University, were awarded the 2006 Wiley Prize; both
also received the 2006 Lasker Award for Basic
Medical Research, along with Dr. Jack W. Szostak,
Harvard Medical School.*

T he sixth annualWiley Prize in Biomedical Sciencsas awarded jointly in April 2007 to.Cr Ulrich Hartl, director of the Max

Planck Institute in Munich, Germangnd Dr Arthur L. Horwich, Eugene Higgins Professor of Genetics and Pediatriateat Y
University School of Medicine and Investigatboward Hughes Medical Institute. Both were recognized for their elucidation of the
molecular machinery involved in protein folding. Shown here, from left, are D. Qaig#i;Aury member; Deborah Eil®y, senior
vice president, Corporate Communications; ®unter Blobel, jury chairman; Colette Bean, associate publisher; Patrick Keby
president and directorJournal Publishing; Elizabeth Cox, editor; ®BUlIrich Hartl; DrArthur L. Horwich®

Zhuan Ji  Tr ansition

Sciences, initiated in 2001lylDebord Wiley in her
role as chajerson of th&Viley Foundation to reamize
groundbreaking research diseoies?®

For bothWiley and Blackwvell, increased stature
meant increased responsibility to therld® scholay
and scientiic community Nigel Blackvell articulated
his sense of digation to these, ging, @t heat,
Blackwell andWiley share a common plighing ethic
and consistentl high standards andchlues. Combining
them malks @erwhelming sense for the global academic
and professional communify Rsce elaborated on their
vision for the acquisition: ©F our authors and society
pattners, ve intend to preide best of class sdce
through our gtensve netvork of editorial, production,
marketing, and sales talentoiFour customers, svintend
to provide more access to more conteyptrhore people
than e@er before in the histgrof the two companies. ¢t
our colleagues, &intend to praide intellectualy stim-
ulating and inancialy rewarding oppatunitiesO The
belief that a compa® responsibilities tward its dverse
staleholders (authors, society pagrs, customers,
shareholders, and colleagues) are not muytueitiu-
sive, kut are intrinsicall connected and dme gowth,
had been ady element in both companieséhtinuing
success.This belief preides Wiley-Blackwell col-
leagues with a standard to fallan the years ahead.

Zhuan Ji
Transition

Much is made Y the media of the risk for plishers in
an era of rapid technaal change, it Wiley, informed

by its continuing use of scenario planning assa e ana
lyze the implications of techna@iral change, has seen
this change as more oppamity than risk.While nev
forms of media hae enhanced and broadened the distri
bution of the written wrd, nev and old foms of pultish-

ing both compete with and complement each offier
King predicted 15 gars beforehand that Oin theary

2006, not orny will there be gtraordinay electronic net
works out there doingx&aordinay things, lut the print
medium will continue toxast, just as nespapers, radios,
and telgisions all cogist. What will change is the role of
eachWe are &cing &olution, not reolution(*

King was on taget, and right not to be alarst,
yet wise to be alérand to prepare for mardifferent
scenarios. Managing the risk of the Imetr requires
innovation, hut it does not pose a threat to the core of
what pultishers doThis is well understood &tViley, as
demonstrated yb the ongoing deeslopment of Wiley
InterScience (Wich is poised towelve fuither as it mages
with Synegy, Blackwell® online platfom), WileyPLUS
and frommers.contp name hit a fav examples.

As the digital migation continues, the mark
place presents dgiland long-tem challengesWiley
prepares to remain successful under ptessiliure sce
narios and much in beagn. Broadl speaking, it plans
to do so g growing revenue and eaings fster than the
industly average vhile remaining pudent in its acquisi
tions and b enhancing the compg® position as the
Oplace to beO for all of its sthkldersThe compan is
laying plans to both protect itself from the threats inher
ent in each scenario and to capitalize on gmgr
oppotunities. Keeping pace with the speed of change
and continuing to prade customers around theoud
with what thg want and needvhen thg want and need
it, has compelled colleagues acridigey to changé?

The Intenet®increasingl pewvasive influence is
compelling companies likWiley to rethink the \ay that
they do husiness. Some pgaosticate that in the end
technolgy will render pubshing obsolete. Others,
including Wiley® leadership, see oppanities to gener
ate gowth and delier more walue to customersyb
responding to the changing metglace i being innwa-
tive, reducing costshene&er possile, increasing interac
tion with customers, iresting in technolgy, and adenc
ing global collaborationThe continuing eolution of the
journal and tetbook husiness models is a goachenple®
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ROEX

Publishers tak e
significant risks and
make major
investments to launc h
and maintain journals.

e e e i

authenticatedand protected and can becomet pafr
the pemanent body of kneledge. Researchersamt
to have their aticles pullished in highy regarded jour
nals asmeasured Y their OimpactaictorfO a citation
metric estalished ly the Institute
for Scientific Information (nev
Thomson Scienti€).”

OOpen accessO is actuall
a catchphrase that refers tovse
al business models in lich the
user does not pafor accesg: A
number of oganizations, notdip
the Pulic Library of Science
(PLoS), ha&e launched open

9]

Value <] 2]
The daiy work of researchers has been profoymetianged
by their institutions@nd pulbishersO

investments inWeb technolgies o

over the last 10 or 12ewars. Despite %

the migation to théAeb, the role of %

pulishers has not diminished; the %

still perform a vital function in the £

assessment and dissemination of tg

entific knovledge.They also hild &

and deelop the jounals, books, and ;

major reference orks (MRN/S) that @

provide the rgistration and céif ica-

tion system that ges researchers cadénce in the
knowledge that theare reading peeeviewed and pulish-
erprocessed and -authenticated materialNsomething that
they would not get from an unmediatetben netwrk.
Mary scientists also write and redéb lays (OlogsO) and
collaboratve Web sites (OwikisO) and posickes on their
professionalMeb sites, bt these do not replace the author
itative Owrsion of recor® vhich needs to be staband
trusted in order to be cited bther researchers.

Some people gue that the Inteet ought to end
authors@ependence on plighers ly enalling them to
communicate diregtlwith referees, rgewers, and read
ers. Pulishers hae traditionaly coordinated the delop
ment, production, distriltion, and gte-leeping of books
and jounals and minimized the costs through economies
of scale*

PuHishers talke significant risks and mak
major investments to launch and maintain joals in
print and online, imestments that are essential to the
pubication of quality content and its broad dissemi
nation. Rerreviewed research jomals are essential
to the estalishment of Othe minutes of scierf@es
JanVelterop, director of OpeAccess at Springeso
eloquenty puts it, where research is alidated

access, OauthpaysO joumals

that are suppoed ly philanthropic gants in order to
challenge subscription-base®usepaysO jounals.
The National Libray of Medicine (NLM) of the
National Institutes of Health (NIH) has created
PubMed Central, a free digital repositoof joumal
articles, with ambitions to esthbh an institution with
greater capabilities than a simple repositdn 2005,
the NIH instituted a policto encourage itsrgnt recip
ients to deposit their plished jounal aticles in
PubMed Central within 12 months of pidation. The
policy results in the depositing of tarles after the
peerreview process has been completed and consider
ade value has been addeg pullishers. NIH funding
pays for the researchub publishers pg for the edite
rial and peereview processes, production, matig,
sales, and the considetahinvestment inWeb plat
forms, such a®iley InterScience, Wich distrilute
content and prade customers with tools lkksearch
and n&igation capabilities, online manuscript submis
sion and management, cross-product searching,-refer
ence and citation linking, and personalization options
for accessing and using contént.

OWhat is prdbmatic is an unfunded mandate
from a gwemment funding agenc[the NIH] that

Adding V alue

sets up the geemment as a puisher in competition
with both commercial and nonpiibfpublishers vhile
failing to recgnize the alue added Y pubishersQ
said Eric Swanson, senior vice president @iley-
Blackwell. OMandates li& this
will have serious and unintende
consequences for the researct
community and pulshersQ he
explains. Meanwile, compliance
with the NIH poligy has been |,

in part because manauthors seem & regarded journals as

@@@m@“@@m@m&* ‘

58588

to find the process cumberserit
Ultimately, it is a matter of
who pas for the pulishing process, %
which is not free. If the g@mment
decides to go the route of mandating
free user access, theill lik ely have to contend with fees
imposed b the cogright owners to caer their costs.
Wiley-Blackwell believes that open magk com
petition can and should ultimagedettle this debatény
viable, sustaindle, and scaldb business model will

Expanding the Business

Authors,
Customers,
Users

Content, Services,
Business Models

Add Content

New Society Relationships
Journal Launches

Books & MRWs

EBM

Increase Usage

Market Penetration
Enhanced Discoverability
Backfiles

Facilitate Interaction
Moderated Blogs
Editor & Reviewer Commentary

Author Postscripts
Portals

Researchers want to

have their articles
published in highly

measured by their

Oimpact factor.O

Invest in Technology
Online Platform
PPV & Article Select

have to delver suficient financial retuns to preide
ongoing ivestment in technotyy, without reling on
the suppar of charitalle foundationsThat my be a
continuation of the demand-side subscription model
(in which the libray pays on
behalf of the reader); it mashift
% over time to a supptside Open
% Access model (in tich the
§ author uses research funds ty pa
o for puMication); or it my be
% some mix of the tw, such as the
% ageemenwiley reached with the
% Howard Hughes Medical Institute
% (HHMI), a major prvate contrib
% utor of biomedical research, to
deposit into PubMed Central, the
NIH digital archve, peerreviewed aticles that are
based on HHMI-funded researcdWiley will be paid
directly by the HHMI.

In response to changing customer ne@digy
has profered the licensing modelNthe renting of elec
tronic accessNfor its online joumals.
Licensing benefs both the customer
and the pulisher, especiall when
libraries ngotiate tgether as conser
tia, a m@ement that quickl caught
on during the 1990s. (While pligh-
ers gain from reeenue gowth, more
libraries increase their purchasing
pover and gin more access to more
content.)Another example of a ne
business model i®Viley® ageement
in eary 2007 with the Ne York
Pubic Library (NYPL) to provide free
online access to ver 300 peer
reviewed jounals that until ne have

W iley is connected to authors, customers, and users through the content and serviceprincipally been gailale through aca

it creates and the business models it introduces. The company is expanding its
scientific, technical, medical, and scholarly business by adding more content, increasing

usage, investing in enabling technolpgyd facilitating interaction.

demic or coporate collections. NYPL
patrons will be ale to access the full
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text of joumal aticles online viawiley InterScience. In
addition,Wiley offers its customers mgrjournal aticle
purchase options, includingafPer-View and Article
Select ind¥idual aticle access. Using anotheudiness
model, STM gew its potfolio of controlled-circulation
(adwertising-driven) jounals signifcantly in the year
before the Blackeil acquisition through acquisition and
new launches. In addition,very issue of eery Wiley
journal ever printed will be waailade on Wiley
InterScience Y the end of 2007The jounals collection
dates from 1799 enAnnalen der Pysikwas frst pub
lished and comprisever 1.5 million aticles of scientif
ic and scholayl researchA vigorous book and major
reference wark backile initiative is under \ay as vell.
Technolgy is afecting not ony how customers
purchase contentub also hw they interact with it.
Clinicians and reiewers, for @ample, can mak com
ments on the \edence-based medicine content in the
Cochrane Librar through the use of the OCochrane
Correspondencé), a moderated site that alfothe med
ical community to incgsorate fndings from the latest
clinical trials, ofer opinions and commengaon recom
mended treatments, and impeahe kna/ledge base of
proven clinical treatment.

I In 2005, Wley
was selected by

the Society of
Hospital Medicine to
assume publication
of The Hospitalist
This controlled-
circulation newsletter
is published monthly
in print and online
for medical doctors
who specialize in
hospital practice
throughout the
United States.

Pir ates of the Printed P age
and More

The battle against outright piracy and mor e subtle
forms of copyright violation is a never -ending one. As
technology enhances the communication of knowl -
edge, it also facilitates the unauthorized r eplication of
intellectual content. V alidating the authenticity of
content, protecting the integrity of authors®O works,
and warding of f pirates have all become more com-
plex endeavors in the Internet age.

Copyright pr otection has been of major con -
cern to Wiley since well back in the nineteenth cen -
tury. John Wiley was a leading advocate for interna -
tional copyright r eform, and the failur e of the U.S.
copyright movement was a prime factor in his 1848
decision to leave fiction and focus on knowledge
publishing. As long as English authors could be
pirated with impunity in the United States, he per -
ceived, it would be dif ficult to develop American lit -
erature, since American authors, who by U.S. law
had to be pr operly compensated, were considerably
more expensive to publish. Congr ess did not pass an
international copyright law until 1891.

In recent years, Wiley executives have played
important roles in the campaign. Former CEO
Charles Ellis served as chairman of the Copyright
Committee of the Association of American
Publishers (AAP) fom 1983 to 1985, and champi -
oned the industry position in the successful suit
against Texaco for unlawful photocopying of journal
content. Richard Rudick, Wiley®@ former general
counsel, was active on the AAP Copyright
Committee for many years, and served as chairman
of the International Publishers Association (IPA)
Copyright Committee. In 1994, Tim King, curr ent
head of Planning and Development, was the found -
ing chair of the AAP& Enabling Technologies
Committee, r esponsible for identifying the r equire-
ments for successful publishing on the Internet. A
key outcome of the committeeOs work was the cre-
ation and implementation of the Digital Object
Identifier (DOI) program, now an essential element
of digital copyright management. And since 1994,
Deborah Wiley has served as chair of the AAP®
International Copyright Pr otection Committee,

Adding V alue

which combats illegal photocopying, book piracy ,
and trademark infringement worldwide. Roy
Kaufman, legal director, serves on the board of dir ec-
tors of the Copyright Clearance Center (CCC). Many
other Wiley colleagues, too numer ous to mention,
have played equally important r oles as part of indus-
try efforts.

Wiley has taken the
lead in other efforts to
protect its intellectual
property. In 2001, the
legal department became
aware of a document
delivery company that
was pocketing copyright
fees it charged its cus-
tomers. OWe brought
suit, along with Elsevier,O
said legal director Roy
Kaufman. OlIn addition to
achieving our primary
objectiveNto stop some -
one from profiting by the
theft of our intellectual
propertyNwe won a
healthy settlement that
more than paid for our ef forts. We decided the best
thing to do would be to r einvest the settlement in addi -
tional anti-piracy ef forts.O Over time, Wiley® collabora-
tion with other publishers resulted in an informal task
force, with Wiley playing a primary r ole in such things
as ferreting out violators. OWe do this in various ways,O
said Kaufman, Othough search algorithms, public data -
bases, and leads provided by authors and colleagues;
we also subscribe to alert services.O In the overwhelm-
ing majority of cases, a Ocease and desistO letter po-
duces the desired result. Litigation is pursued as a last
resort, and only in clear-cut cases, with the settlements
serving to fund the ongoing initiative.

Mor e recently, digital piracy has been on the rise,
and illegal copies of Wiley e-books have shown up r eg-
ularly on file-sharing peer-to-peer Web sites and on
e-commerce sites. In 2004, Kaufman and Gary Rinck,
Wiley® general counsel, decided to do mor e to combat

this activity. In October 2004, paralegal Patrick Murphy

was promoted to lead the ef fort and was soon joined

by representatives of two other publishing companies.

In addition to sear ching eBay and other Web sites, the

group works with the U.S. Customs and Border

Protection Agency to seize pirated goods and block the
importation of lower -cost
textbooks fr om parts of the
world where Wiley sells at
prices more appropriate to
local market conditions. The
group has also stopped
unscrupulous subscription
agents who have purchased
journal subscriptions at indi-
vidual rates and then resold
them to institutions.

Wiley protects its
trademarks as vigilantly as
its content, policing the
Web to find unauthorized
uses of Wiley trademarks;

iley® copyright protection team includes, from left, Ray the most common viola -
DeSouza, Kathleen Robbins, both enforcement associates,

Roy Kaufman, legal directoand Patrick Murphyparalegal and
head of the antipiracy initiative.

tions involve the For
Dummies brand. However,
trademark violation is less
cut-and-dried than is copyright infringement, because

some uses have First Amendment protection, such as
parody, and Wiley balances these issues when deciding
whether to pursue a trademark infringement case.

Policing Wiley trademarks enfor ces the value of its
brands, preserving their identities and pr eventing
brand dilution.

The effectiveness of these campaigns has drawn
media attention, and they continue to attract the partic -
ipation of other publishers as well. ONo one else has the
level of resources dedicated to it that we do,0 said
Kaufman. OV find the violations, we arrange for lawyers
to represent the co-litigants in the instances when we
proceed to litigation, and we queue up the cases. But
weQe always looking for other publishers to join us. It
doesn®just benefit Wiley; it benefits the whole publish -
ing community, ensuring that our inter ests and those of
all our authors are well protected .G°
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The Price and Value Proposition

In the higher education x#book marlet, ji #%, the
character for risk, stands out bgldiSince the late
1970s, pulishers like Wiley hase had to respond to
serious competition from the used-boakskness, the
increasing costs of higher educationyér resistance
(including students hw do not akays hbuy the
assigned tabook), the increasing sophistication of
online education (both plib and private), and the
changing demgraphics of the student populatiohs
with its other lusinessesiley has tuned these chal
lenges into oppaunities.

Textbooks and leaming mate

rials, thoughtfuly orchestrated o

authors, editors, and insstional % As with its other
designers, all of hom are broughtg busi Wi
together ly the putiisher proside . ©PUSINESSES, WIIEY

B8R

structure for academic courses::
Effective textbooks and leaiing tools
and resources arexpensve to pre

duce.The basic economics of cajle

35

the financial risk of pulication. Most of the costs asseci
ated with creating a x&ook come from the input of
authors assisted/tknovledge vorkersNthe researchers,
reviewers, photgraphers, illustrators, designers, editors,
production managers, matiers, and sales representa
tives, among others,he create and disttilbe them.
Textbooks are not mass-maitkproducts. Sales
of a top-selling tetbook are a fraction of the sales of &
blockbuster neel, but the pubishing process isastly
more labotfintensive and cosyl Product deelopment
costs are Ospreadé@rothe reenues generatedy lihe
sale of that product. Most, if not all, dighers still
develop both traditional print and digital content, along
with their associated costs, in response to customer pref
erences, and will do so for the immediate future.

has turned these
challenges into
opportunities.

At the same time, the cost of higher education
in both private and pulx institutions has continued to
increase with more of the cost of education allocated
back to the student. Increased teaching loads are putting
more demands on professofs.accommodate the pro
jected increases in student enrollments andefe
resources \ailabe, geater numbers of institutions of
higher leaning are compelled to eage adjunct and
part-time instuctors to meet student demand. Students
and professors arenfling that content closglaligned
with what is taught in classes, accompanigdlgital
tools, enhances the educationaperience and helps
prepare the student for emploent.

Ironically, one Osolution®
that is widey promotd to laver the

. cost of tetbooksactualy makes the
Kf% prodem worse.The aggessve and
% successful used-book matkin the
% United States cannibalizegjlémate
% sales and shrinks thextbook marlet
% so that n& book deelopment costs

have to be spreadver fewver sales.
The result is higher book prices.

Wiley has recgnized that no
matter vhat the cost of a xébook isN$10 or $100Nit
is too pensve if it is not read Y the student. Students
perceve a @p betveen the price and thealie of the
textbooks thg are assigned if tiyedon®use all of the
book&content in the courseliley® response has been
to develop and promote products, gees, tools, and
business models that dedr value to customers and to
offer products in a ariety of fomats, both print and
electronic, to appeal to @&rent customers.

To maximize leaming and to ensure that stu
dents receie a retun on their collge education west
ment, todg® oferings include not ogltexts kut also
mary value-added resources such as e-booksk-w
books, softwre, Web-based content, online assess
ment, self-study features, tutoring, and other direct

The Price and V  alue Proposition

Higher Education's Changing Product Models

Pre+1999 2000+2003 2004+2007 The Future
Simulations
Instructor
Resources .
Prepare & WileyPLUS
Testbank eGRADE  Automaiic o> IEE R
Grading & .
Homework JL£I§tEIn;'I'I|me
- - M;'éi?e' ﬁ?}’s dronas - Integrated Core Content

CD Videos

PPT

Customizable
~— Study Plan Diagnostics

Practice, Simulations Collaboration Tools
Feedback & Active
& Study Learning

I he Wiley textbook is evolving from a purely print product to a digital product that includes customizable content with

learning tools for both teachers and students.

suppot sewices for both students and professors.
These tools can dekr different types of content,
accommodate w@erse student leamng styles, and
stimulate diferent ways of thinking.The demand for
them is reinforced gar after gar in markt research
with both students andégulty.

WileyPLUShas been at the center \bfiley®
stratg)y. This paverful online tool efiectively inte-
grates print, online, CHROM, and classroom
resources, using an adgties-based intedce that
accommodates course planning, presentations, ,study
homework, testing, and assessment. Hamokk can be
assigned and automatigalgraded ly the WileyPLUS
testing engine, bringing students immediate feedback as
well as access to asiety of contgt-sensitve suppatr
resources thatuild confidence and understandingN
hints and gplanations, direct links to t& content,
interactve probem-solving, and practice quizzékhe
flexibility of WileyPLUSenhances the instctor®abili
ty both to motvate students and to shape their théag
experience. Students va responded to suey ques
tions with comments li&k, QMleyPLUSrevolutionized

how | studyO OIt madeymeaming much easigd and
Ol belige it has helped me to ach&ea better gadeO
The Wiley Faculty Network (WFN) through its peer
to-peer netwrk helps other dculty integrate Wiley
technol@y into their curicula and tailor its use to their
needs, thergbencouraging student use amdifitating
leaming.

The demand for tds that ft tightly with spe
cific curricula and tools that will assist teachers and
students has nved Higher Education to become more
deepYy involved in the educational process; hence
Higher EducatiosOmission of Ohelping teachers to
teach and students to l@ad Ivestment in technotyy
is also alleving the compay to tailor content from
across its bsinesses for spedif global marlets in
a timely and cost-dicient manner The Precise
CustomTextbook Series, joinyl developed ly Wiley
India, US. Higher Education, antlViley software
engineers in Russia, is oneaenple.This initiative is
allowing salesrepresentaties and editorial sthfo cre
ate print books precisetailored to the needs of Indian
curricula®
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Technol@y is not the onl thing thatfchang
ing rapidly. Higher Education is also capitalizing on
growth fields, demgraphic shifts, and adwnces in
the understanding of the leang process itself.
Wiley has joined with Microsoft to see college stu
dents preparing for ctfication in Microsoft tech
nologies, as Microsof$Osole pubishing patner
worldwide for all Microsoft Oficial Academic
Course (M@C) materials.The compan has also
partnered with the National Ggoaphic Society to

S ome of Higher Educaticn®ewest

projects include all Microsoft
Official Academic Course (MOAC)
materials and the ey Visualizing
series, published in partnership with
the National Geographic Society
Shown here are the cover and an

interior from Visualizing Geologpy
Barbara W Murck, Brian J. Skinngeand
Dana Mackenzie, illustrating the way
that the series combines text and images
to reach students more effectiyel

incorporate its visual content into the wéNiley
Visualizing textbook series, Wwich combines ta and
images in a unique ay that incoporates the latest
research ihdings on leaming styles.The nav Wiley
Pathweys is geared to thergwing number of older
community and career colje students, often
emplgred and with &milies, who are pursuing post-
seconday education with a strong career focus in
such gowth areas as usiness, healthcare manage
ment, and emgeng managerant.

Print and Electronic Delivery

How frommers.com engages travelers

I Travel newsletters

1 Online trip journals

1 Online photo albums

1 POI user reviews & ratings

1 Custom itineraries, maps
1 Audio walking tours
1 Airport guides
1 GPS-based services

1 Concierge services !

1 Newspapers
1 Magazines
1TV
1 Online forums
1 Blogs

1 Guidebooks
1 Travel agents

1 Travel websites
= Destination text,
photos, video, podca

== Recommendations
= User reviews
=+ |nteractive maps

1 Custom PDF guides
Booking sites

. = Current Wiley Travel product

[ d
Elrtlar::ttr::ic Delivery i“%i 7%{%

A familiar mantra withinwiley is ResceOOprintand
electronic, not prinbr electronicOWiley® travel pro
gram is an ecellent kample. WhenWiley acquired the
Frommer&travel guide lisiness with Huny Minds in
2001, it was primariy a print on paperusinessToday,
Wiley® travel prayram has eolved so that it aotely
engages with customers throughout thevéaycle.

Most people bgin their trael experience with a
dream for a trip, follwed ly a planning phase, the trip
itself, and sharing thexperience withdmily, friends, and
colleaguesWith frommers.comWiley interacts with cus
tomers throughout this tral oycle. Fommer&ofers tra-
el navsletters, online farms, and logs that help shape the
dream; photos, videos, interaetimaps, podcasts, and
recommendations, aseW as a link to purchase guide
books to help plan trips;alking tours and giort guides
to tale along; and online jonals, photo albms, and user
reviews and ratings for sharing theperience with others.
These capabilities eve enhanced with the acquisition in
2006 ofWhatsonWhen, a tval content, marting, and
Web site liilding serices compan

F rommer®Web site

T he Tavel Cycle describes how
travelers imagine, plan, travel,
and reflect on their experience.

The products and information
provided for the traveler by Wy
appear inblue type as an example
of Wley® continuous dialogue with
its customers.
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By enaaging with customers in thisay Wiley
is enhancing thealue of the Fommer&brand and is also
creating nes revenue streams to fuel futureogrth. New
streams of neenue from the consumer grams, includ
ing Web site adertising, digital licensing, denloadale
products, and custom or ypate-labeMeb sevices, all
simultaneougl seve to promote pysical book sales
and reinforce brands.rémmers.com, dummies.com,
and clifsnotes.com ha produced doué-digit growth
in revenue for seeral years from adertising, sponsored
links, and content licensing. Intest adertising is often

more appealing than print ads because the number of

impressions can be measured and te triggered
keywords that taget the corect customers. Digital
licensing has alsorgwn rapidl, with branded content
in demand H major pultic Web sites, pdals, and other
Web operationsWiley optimizes its sites toatilitate
natural search, dekrs site-speci€ newsletters, and
manages relationships with relatédeb sites. Gogle
Adwords and other search-based extising pr@rams
are also tilized to connect interested pis to our
offerings™®

Wiley is taking adentage of a wideariety of
online marleting approachesdAmazon.cong)Oe-mail
blastsO en#b authors to sendutk e-mailings to their
own estabshed customer lists, amassed through speak
ing engqagements and professional associatidkgey
has found this pgram to be especiglluseful inpro-
moting its lusiness books, generating sales of asyraan
4,000 books in a single ylaProfessional/fade is also
an actve paticipant inAmazon€Search Inside the Boo
Amazon Upgade, andAmazonConnect initiates.
Upgrade gies purchasers the option to alsty nline
access to a title en thg purchase the book; there are
currently about 2,000Viley titles azailade in this prgram,
with more being added all the timAmazonConnect
encourages authors to post title- and ausipaciic
blogsNa great way for authors to interact with readers
and a good ay to sell more book#Amazon andViley®
partnership continues torgw and &olve.

The Global
Mark etplace

For a global companlike Wiley, the stoy would not be
complete without consideration of the il of global,
regional, and local magks.Wiley colleagues he mas
tered theability to publish for each or for all three, from
a joumal with a global audience, acteor a jounal with
patticular emphasis o\sian marlets to Curding For
Dummieswhich has not gt posted signi€ant sales out
side of Canada.

Since Stephen Smith and @&a Miron tuned
around Wiley® Asian lusiness in the 19908Viley®
Asian colleagues, mounder the direction of Mawllin,
have posted impresst sales ifjures.Asia has eperi
enced rapid gwth in the professions, research and
development, and uwmeérsity enrollments. ¢ example,
while the number of doctoral deses in natural science
and engineering confexd in the United States, the
United Kingdom, and Gerary have either not increased
or have declinedthey have risen in China, Southdfea,
and Japan. OW rapidly changing mardt situations and
commitment comes risk andrerO BradWiley repoted
after a three-@ek trip toAsia in 2007. OThe t@in going
forward will be riddled with oppdunity. Unlike in the
Omatura@arkets of Europe and the.$l, Asia presents
difficult choices about hich oppotunity is golden and is
relevant, misleading or a fosl&andO

Editors in Singpore©P/T prgram, stated in
1994 and new focused on bsiness andiance titles,
continues to sign local authorshike pubishing titles
that travel outside the igion. Wiley opened its ifst
Beijing office in 2001 with a team of\fe sales and sup
port staf under the guidance dheresa Liu, \wo previ-
ously led Wiley® sales team iflaiwan. Oer the ngt
few years, China became a baehof actvity. By fiscal
2007, the number of colleagues in Beijing had increased
neary fivefold and an dfice was opened in Shanghai.
In early 2006, Wiley estalished a fouth STM pullishing
program, to acquire more content froAsia-Pacific

The Global Marketpl ace

authors, under the direction @&nn-Marie Halligan
(based in Singpore) to complement its mi@ms in the
United States, the United Kingdom, and @ary. New
STM editors vere also hired in Beijinglaipei, Tokyo,
and Sydng The Blackvell acquisition brought a strong
editorial presence in Shanghai and more editoriaf staf
in Tokyo, whereWiley® staf went from 8 to 36 people.
Colleagues in the Shanghaifick are responsié for
ten jounals pulished in pamerships with the Chinese
Acadeny of Sciences and the Chineseadeny of
Social ScienceJ.heTokyo staf, sewvicing Wiley® lagest
scientific, technical, and medical matk outside the
United States, is responkgbfor 41 jounals in these
areasThere hae also been steady ahces in Chinese
translation licensing and co-gdidhing of key P/T titles®

In Februay 2006,Wiley acquired the outstanding
shares of its Indian jointenture companWiley Dreamtech,
to form Wiley India Private Ltd.The nev venture adds a
strong distrilation netvork and a mamt-leading position
in the pullication of professional, technglg and computer
books to the compg® estalished presence in the Indian
higher education and STM matk.The Precise Custom
Textbooks Series, mentioned pi@usly, illustrates an
important point about globalviley in its third centuy.
Editorial deelopment is taking place in India with close
collaboration with LS. colleagues, kile content cus
tomization capabilities and related educational tools
are being deeloped ly colleagues in Russia, among
other placeswiley® future success will be den
by collaboration a@ss husinesses and border

Wiley has iwvested hedly in Asia over
the last decade and a halfutbthe Blackwell
acquisition has highlighted theadt that the
United States, despite its challenges, remains the
world® leader in research andveopment and
an impotant gowth marlet. OBlackeil realized
as Columios thought he had 500egrs earlier
that it could reach the Easy bailingWestQ said
Olivieri. OV¢ stated commissioning\merican
authors een before w had ap offices there. D

For more than a decade, the OconquésneficaCboth

in terms of commissioning and sales, became the central
mission of the entire ganizationOAnd indeedwiley-
Blackwell colleagues in Hoban and Malden,
Massachusetts, continue to sustakisting joumals
while searching for e prospects, péicularly among
American academic and professional sociéties.

Asia offers attractte economies for production
sewices, andViley has takn adantage of these sac-
es for years. Mag books and jourals from across the
compan are typeset and printed in China, India, and
Singapore.This trend will accelerate as a consequence
of the union with Blackwll, which already prints a sig
nificant potion of its joumnals in Singpore and
Malaysia.

In other pats of the vorld, Wiley continues to
grow. The Middle East has produced impressi
results.Wiley® exhibition stand at th&ehran Book
Fair in May 2007 vas stafied by 40 people Wwo sold
$1.57million of Wiley materials in a ten-gaperiod.
Africa and LatinAmerica remain relately small mar
kets (although SouthAfrica is a US. $2.6 million mar
ket for Wiley), but with Wiley® historic presence,
estaltished relationships, and cumulatiexperience in
both these mions,Wiley is poised to increase its com
mitment when conditions dictat®.

elhi Bookfair (2004). Steve MironjRas Gupta, Peter ey, Mark Allin,
Arun Bharti.
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Sustaining Value and Ramping Up
In vestor Relations

The challenge of continued successful management

unites frm and amily. Wiley has &olved from being a
sole proprietorship to amily patnership to admily-
managed pviate coporation to a puicly traded mult

national with professional management, independent

govemance, and stitient family ownership to protect
and sustain the compg@
culture, mission, andalues.
With JesseWiley, a member

of the s&enth generation,
working at JosseBass, a
Wiley imprint, the fmily
continues to plan for another
generation Wwo will be
actively encaged in the wlu-

tion of Wiley with manage
ment, the board of directors,J
and colleagues.

Focusing on geemance, board chairan Rter
Wiley and his brother Brad continue theionk with
Will Pesce and the boasd@wemance committee to
ensure thatViley® board remains independent and rig
orous in its wersight role through thoughtful rect-
ment and rgular self-galuations.

As a pullicly traded compan Wiley has bene
fited from managemerg@forts to increase the number
of shareholders yb enhancingWiley® profle in the
investor communityViley began to reach out tovestors
during Charles EllisGenureThe tunaround that Ellis
and his team achied made the compamore attractie
to outside imestors.The Bass dmily® acquisition of a
significant stalk in the companalso seved as a catgs$t
for change. Bass representasi on the board pushed for
greater &posure of the comparin the irvestor commu
nity as a means to increase liquidity (in othverds, high
daily trading wlume ofWiley shares).

esse \Viley, associate
editor, Jossey-Bass

A significant milestone was reached in Jyl
1995, vhenWiley shares wre listed on the NeYork
Stock Exchange. Ellis weed the mue to the Big Board
as a means of Opiding greater visibility for the com
pary which would result in geater liquidity for share
holders) as il as an dirmation of the compa® ris
ing fortunes, as reflected in theawth in eanings per
share, vinich doulted betveen fscal year 1990 andi$-
cal year 1995°

Ellis was ly nature a cautious communicgtor
holding his cards close to his chest unless tha® av
good reason to do otherwise. Rabéfilder, then chief
financial and operations foder, and Rter Cliford,
Wiley® comptroller and chief accountingfickr, were
wary of Wall Stree®focus on shotterm gains. But
Ellis and thg recanized the need to delop a rappadr
with investors and the wiestmentcommunity to comey
the compay® strength and attract the kind ofvastors
who appreciatedViley® way of building value. Each
year in eafl SeptemberEllis andwilder sponsored an
investor brealdst at the compg® headquaers for a
dozen or so of the compg® lagest institutional wn-
ers. Laterother members of the management tearew
asled to join the breakifst.

Throughout the ninetieswiley provided an
increasingy comprehensie viev of the compay®
operations. DeboraWiley took responsibility for cer

porate communications under Charles Ellis, and hired

Susan Spilka in 1993. Spilka stegditranled out
announcements of acquisitions,garand small, and of
pulishing patnerships during this period of rapid
growth, therely raising the compa® proile in the
media and dmiliarizing more imestors, authors, and
other stakholders with the fundamental changes that
were taking placé.

Wiley® relationship with the Wrestor community
expanded and impwed signifcanty under Rsced
leadership. Spilka seed as an initial westor relations
contact, preiding information to potential mestors and

Sust aining V alue and R amping Up Investor Rel ations

anaysts. Working with

Pesce, she filner deel-

oped the annual repoto

shareholders as &lHicle to

corvey the compayp®

stratgies, accomplish

ments, and objeatts, as

well as shwecasing the

expanding scope of its pub

lishing pragrams. Board

member John Marion, o

seved from 1999 to ZOOSS usan Spilka, corporate
communications director

brought to the board his

deep understanding of thevestment communityhis

considerale knavledge of pulishing and related indus

tries, and his appreciation foYiley. He deeloped an

excellent rappar with Pesce, as he took the time t

leam aboutiley and the puishing husiness.

In June 2000Wiley hired Kekst & Compan
an investor relations consultingrfn, to help deelop
an intgrated fnancial communications and viestor
relations prgram to achiee geater recgnition
and suppdr for the compay within the irvestment
community At fiscal 2000 gar endWiley began host
ing quaterly conference calls with
investors and reaching out proaety to
investors through pécipation in media
conferences.

These dbrts accelerated with
Pesceyecuitment of Ellis Cousens ases:
utive vice president and chiehéncial and
operations dicer to succeedVilder when
he retired in March 2001. Cousen$iomas
described ¥ Pesce as a Ostmgite thinker
with strong fnancial, anaftical, and com
munications skill§) deeloped his ihance
career at both plibhing and consumer mar
keting companies. He joineWiley from

implemented an $800 million paership with Time
Wamer

Cousens set out witleBce, Spilka, andekst to
strengthen relationships with thev@stment communi
ty. He reached out toisting and potential estors and
anaysts, seeking to@andwiley® institutional inestor
base. One of his initial stepsas/to open up the annual
breakbst to a wider range of vastors and angts,
although theifst of such gpanded meetings had to be

postponed due to the September 11 attacks. Cousens
and Rsce bgan to present sell-side conferences and the

amount of quaerly information and disclosure ag
expanded to increaseviestor conidence and under
standing of the dy drivers ofWiley® perfomanceThe
focus both intarally and etemally was shifted to a bal
anced viev of stratgly and fnancial results, including
free cash flov as a critical measure of long-tenalue
and of curent perfomance.

The net few years sa a marled impraeement
in Wiley® irvestor relations priie. Several sell-side
anaysts initiated ceerage and the ranks ofwénstitu-
tional investors gew significantly, as did the \aerage
daily trading wlume of the compa® ClassA shares.
Consistent perfenance and a record of meeting or

Bertelsmann, Wwere he had sictured and E llis Cousens and W Pesce
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about 700 rgistered sharehold
ers.By the end of iscal year
2007, Wiley stock vas avned ly
apprximately 1,500 rgistered
shareholders and an estimated
5,000 bendtial shareholders
(who awn their shares through
mutual funds and retirement
funds), and the tradingolume
averaged more than 110,000 each
day. One hundred dollars vast
edin JohnWiley & Sons Clas#\
shares orApril 30, 2002 yielded
$148 onApril 30, 2007¥

Q From 2002, the compgn
'%; has brought in more neinvestors
% A stock certificate for Wey® Class A shares, JW than at an other time since it ent

3 pulic in the 1960sThis outcome
exceeding epectations cdainly helped the outreach is a direct result ofViley® eforts to proide comprehen

454 efforts. During the late 1980s, tradinglume aeraged sive infomation to iwestors and its ability to deér

300 to 500 shares ayddn fiscal year 1992, there eve strong results

John Wiley & Sons,

Stock Price John Wiley & Sons,
45 (NYSE: JWA,; 4/30 Closing Price) Share Price Appreciation (Indexed)
$160 $148
$37.45
$35 $140 John Wiley
17% CAGR & Sons, Inc.~_
o
5 $25 9) $120 $115,~
D .’
l’.
$15 $100 Russell Dow Jones
1000 World Publishing
Index
$5 I I I I I I I I I I $80 ! I I I I I
AN D O O &> & & X v o & % O g » © A
O O O O O L & OO0 Q Q \) N} N\ Q
FIFTTETE S S S S o A I
CAGR stands for Compound Annual Growth Rates. Source: John Wiley & Sons 2007 Annual Report.

The above graph provides an indicator of the cumulative total return to shareholders of the company's Class A Common Stock as compared with
the cumulative total return on the Russell 1000 and The Dow Jones Word Publishing Index, for the period from April 30, 2002, to April 30, 2007. The
Company has elected to use the Russell 1000 Index as its broad equity market index because it is currently included in the index. Cumulative total
return assumes $100 invested on April 30, 2002, and reinvestment of dividends throughout the period.
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John Wiley & Sons, 2007 Revenue

By Core Business

he strength of 39%

Wiley® performance Professional/
over the past decade, Trade
clearly evident in these 17%
key measures, has Higher
helped raise the Education
companyprofile and 44%

attract new investors. Scientific,
Technical,

and Medical

By Location of Customer
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Source: John Wiley & Sons Annual Reports. CAGR stands for Compound Annual Growth Rate. Adjusted for stock splits, for illustrative purpos

There has been morevenage in leadingusiness
pulications, such as the 2003iele in Barron®in which

an irvestor describewiley as O. . . a stock for all seasons,

a compan that delers vhen the econoyris headed up or
dovnO Reagnition of the compay® strong perfan-
ance increased afiley was named t&Fortune® OBest
CompaniesO lists in 2005 and 20B6besBest Big
Companies in 2006, and S&M@dCap 400 in 200&Vhat
JP Mogan Chase had toysaboutWiley when initiating
coverage eaylin 2007 captures the dramatic imgEment
in the compay® reputation in the i@stment community:

We belieze DhnWiley is a vell manayed, coe pub
lishing holding suithle for long-term ivestos . . .
Wiley® mangement team . . . has an espegiall
strong tadk recod over the past decade in the
broader media spac&he compay has consistentl
outperbrmed pees. It is an experienced team with
all but one of the top six executives with enthran
15 yeas experienceCulture is also a sength at
the compan One eason could be that magex
ment not onf preades ethics Wt historically has
baded it up®
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All Wiley, All the Time

Wiley bagins its third centyr with yet another transfer
mation in its undeying business. In the egrhineteenth
centur, CharlesWiley momphed from a printer into a
retailer and pulisher. His son John added an impzont
patnership with Geagre Ralmer Putnam, a London
office, and an imparand expadr business. Bothdther
and son puished a wide range of subjects frdralles
lettresto engineering. In the second half of the ceptur
John and his sons re@nted their bsiness, dropping
fiction and mawn nonfiction subjects, Wile focusing on
texts and professional titles in science and techgyolo
The fouth generation follwed in their predecessorsO
path, adding more %¢s, professional titles, and a mod
icum of nonfction trade books. In the three decades
afterWorld War 1l, Wiley became an inteational lusk
ness, gpanded its tebook oferings, and added more
scientific, technical, and professional pighing, stating
with the acquisition of Interscience Highers in 1961.
The 1980s sa Wiley move bgrond the conhes of its
traditional pulishing prgram ly adding a training
compaiy and occupational plihing toWiley® potfo-
lio. In the 1980sWiley also bgan its frst serious
experimentation with technofry. Wiley in the 1990s
went back to bilding the three coreusinessesNHigher
Education, Professionakdde, and STM (ne STMS or
Wiley-Blackwell)Nfor w hichWiley is knavn todg. The
development and proliferation of th&orld Wide Web
inspired the comparto male an aggessve efort, mov-
ing content online anduilding digital tools to enhance
the customers@perience. In the tenty-first centuy,
Wiley is kuilding on the cumulate experience of the
past 200 gars to adapt and changet yagin, this time
into a Ocontent, tools, s&res, and solutions praer.®
The compay® curent stratgic plan calls for its
three main bsinesses to strengthen its 2@@vyleyacy of
quality pullishing. To suppotr its businesses and erab
colleagues to respond rapidind fleibly to customersO
needs as théveb continues towelve and gpectations

continue to changalViley has undeaken theDiscover
Wiley and ContentTedhnolagy initiatives.Discover Wley

is set to launch in 2007. Its mission is togAoize all of
Wiley® information and makit easy to access and use . . .
to male all of WileyNproducts, people, competencies,
and capabilitiesNdisceeralie OThe ContentTechnolagy
initiative is designed to makall Wiley content gailade

to customers in immediajeusatte form, alloving the

compary to acquire, create, and manage all of its content

without respect to locationubiness, or product bound
aries; to search and lvee all of its content; to asselab
and reuse rich content in customizabays; and to pub
lish for multiple sales channel$ext-mining tools and
semantic tagging will enébWiley to offer customers a
richer, more Ointelliger®, dynamic, and useful content.
Ultimately, customers will be dto search across all the
compan® content on a gén topic and denload the
results in a common forat with rights and pricing infer
mation. In shar customers will be dbto get the content
they need when thg need it in vhatever fomat the
chooseNallWiley, all the time®

Persevering in the Middle

Over the long haul, puishing processes and global
markets will undoubted shift and shift agin. Even a
firm as old asViley, a firm whose sense of the future
has been wll informed ly scenario planning, must
accept the limits of its predigg capabilitiesWiley has
survived and prospered through ngaepic eents in patr
because it Operszes in the middI€, an idea that orig
inated with Rosabeth Moss Kantethe Enest L.
Arbuckle Professor of BusinesAdministration at
Harvard Business School, and is often quotgdsce.
Kanter©explanation of the concept highlights a capabil
ity and competitie strength thadViley fine-tuned wer

Persevering in the Middle

the past 15 gars, OOne of the mistakleaders makin

change processes is to launch them andel¢hemO

Kanter wrote. OSo mwthings can go wrong in the mid

dle, you can estimate wrongym into obstacles, and the

critics will surface in the middle. Constant monitoring is

important to lkeep ideas on track or to redirect them if

circumstances changeNand thehange constamtl In

the middle then, the persistence and pensece of the

change leader mak the diference betaen success and

failure. Leaders need to Ve the

stamina and resilience to stick with it

and tun difficult middles into suc

cessful achieements?

Pesce apyl describedViley®

ability to persist, persere, and suc

ceed in his remarks to the board of

directors as it appv