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About the OECDAbout the OECD

Mi i  Mission: 
• to promote policies that will improve the p p p

economic and social well-being of people 
around the world;

• provide a forum in which governments can 
work together to share experiences and seek 

l ti  t   blsolutions to common problems.
• measure, analyse, compare data, and set y p

standards to predict future trends on a wide 
range of things.

• recommend policies designed to make the 
lives of ordinary people better.



OECD researches various areaOECD researches various area

Agriculture and fisheries Bribery and corruption
Chemical safety and biosafety Competition
Corporate governance Development
Economy Education Employment
Environment Finance
Green growth and sustainable development
Health Industry and entrepreneurshipHealth Industry and entrepreneurship
Innovation Insurance and pensions
International migration InternetInternational migration Internet
Investment Public governance
Regional, rural and urban developmentg , p
Regulatory reform Science and technology
Social and welfare issues Tax Trade



Current OECD initiated topicsCurrent OECD initiated topics

• PISA:  
Evaluate education systems worldwide by testing – Evaluate education systems worldwide by testing 
the skills and knowledge of 15-year-old students

• Base Erosion and Profit Shifting:  • Base Erosion and Profit Shifting:  
– G20 initiated project to understand the extent of 

large MNCs avoiding tax and to address the issuelarge MNCs avoiding tax and to address the issue
• Inequality and the Middle Income Trap: 

F t ti  f S i t  th  Ri h tti  Ri h  – Fragmentation of Society, the Rich getting Richer, 
the Poor receives help, but the Middle Income 
faces increasing stress to maintain and improve faces increasing stress to maintain and improve 
their lifestyles



About OECD iLibraryAbout OECD iLibrary

• OECD iLibrary:
– Repository for all OECD output across all Directoratesp y p
– Increase usage for OECD content via increased visability and 

improved usability

• •9 670 ebook titles
39 200 h t• •39 200 chapters

• •85 400 tables and graphs
4 000 ti l• •4 000 articles

• •4 000 multilingual summaries
• •4 360 working papers
• •3 640 key tables
• •5 billion data points across 42 databases



Directives and DirectionsDirectives and Directions

Council
Oversight and

Council

Strategic Direction

Research AnalysisDiscussion Monitoring
Committees Secretariat

Research, Analysis
and Policy 

Recommendations

Discussion, Monitoring 
and

Peer Review RecommendationsPeer Review



MethodologyMethodology



Peer reviewPeer review

• Examination of country policies and practices by experts 
from other countries

• Effective tool for policy improvement thanks to:p y p
– Peer pressure
– Common methodology and criteria to assess– Common methodology and criteria to assess 

performance for all countries
Systematic monitoring mechanism– Systematic monitoring mechanism

– Peer learning and capacity building



Reliability of the OECD DataReliability of the OECD Data

• All of the OECD’s data are submitted from the 
governments of OECD member and non-member g
countries. 

• In order to make them internationally comparable  • In order to make them internationally comparable, 
the OECD sets up the international standards for 
collecting statistics cooperating with the United collecting statistics cooperating with the United 
Nations and Eurostat. (ex. Standard International Trade 
Classification (SITC), International Standard Industrial ( )
Classification of All Economic Activities (ISIC) )

• The governments collect statistical data in their own g
countries by such standards, and submit to the 
OECD.



Challenges: 
Discoverability and Usability

• Create publishing metadata at more granular level so that smaller and 
more relevant pieces of information can easily be searched and found, 

h th d t l iwhether data or analysis.

• Create statistical metadata so that the numbers are never deliveredCreate statistical metadata so that the numbers are never delivered
without the textual environment making them understandable and usable. 

• Link, as much as possible, analytical content to the statistical evidence
supporting it.

• Deliver the content in the most user-friendly environment (citation tools, 
links to the context of each object, multiple formats). 

• Adapt content to the different platforms and reader environments.

• Increase content index coverage



Country searchCountry search

Deep Indexing

of your convenience.

Deep Indexing 
for Chapters and 
objects within the 
reportsreports

Different Formats for 
same content



StatLinkStatLink

Downloadable 
excel for OECD 
collated Tables 
and Graphsp



Interactive Database -
Ex. OECD Education Statistics



Customise selectionCustomise selection

Custom Query 
Interactive 
Stats



The table completed!The table completed!

Context based 
metadata



A Story about the birth of a bookA Story about the birth of a book



Free Online Views (Online Bookshop ‘Look Inside’)
Turning one manuscript into a book
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Learning to let go . . . 
or
How FreemiumHow Freemium 
could be a fairer and 
more sustainable

i f OAversion of OA



Most read by STM publishers?Most-read by STM publishers? 

“Every successful brand in history is 
i h l  l  i h  ifi  inherently unpopular with a specific 
demographic.” 

“Somewhere along the way, people felt 
they had to be popular in order to be 
successful  when in fact  the opposite is successful, when in fact, the opposite is 
true.”

“The brands playing in the space you The brands playing in the space you 
want to dominate have already 
figured out the inherent power of 
b i  l ”being unpopular.”

(P bli h d b  Wil )(Published by Wiley)



Do we know our audience ?
“The audience which finds your 

Do we know our audience . . .? 
y

content interesting and useful
is always larger than 

you think.”

AuthorsResearchersStudents Practitioners, unaffiliated researchers, 
educated layman . . . .



aMore graduates = more demand for 

70

g
scholarly publications
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subscribing institutions
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Proportion of the 25-34 year-old population with tertiary education (left axis)

Proportion of the 55-64 year-old population with tertiary education (left axis)Proportion of the 55-64 year-old population with tertiary education (left axis)

Source: OECD (2014),Graph A1.3. Percentage of younger and older tertiary-educated adults (2012): 25-34 and 55-64 year-olds, and percentage-point difference between 
these two groups, in Education at a Glance 2014, OECD Publishing. DOI: 10.1787/eag-2014-graph3-en



. . . so, no wonder they’re calling for y g
better access . . .

No! You have to 
subscribe to 
knowledge!



. . . and the policymakers and funders 
are listening . . . and acting . . .

What do you mean, these reports 
cost money? We paid for the y p

@*^%$ research!



so publishers are reacting. . . so publishers are reacting . . .

Don’t worry  Dad  I’m going to turn this Don t worry, Dad, I m going to turn this 
company around 360 degrees!



. . . by turning their attention to authors y g
(and their funders)

at the risk of ignoring the needs of. . .at the risk of ignoring the needs of . . . 

READERSREADERS
(and their institutions)(and their institutions)

AuthorsResearchersStudents Practitioners, unaffiliated researchers, 
educated layman . . . .



Open Access – find the missing words
“If you make it open . . . they will come”

booksd t
mandates

booksdata
mandates

movement



Open Access Mandates
“Thou shall deposit . . . and it will have impact”

dissemination

readersreaders



Open Access business models 
summarised

Green G ldGreen

Pl  t  i  i   

Gold

I’ll f t th  bli hi  bill• Please post a version in a 
repository

• Sometime later will do

• I’ll foot the publishing bill
• I hope a lot of readers will 

benefit (although I have nowSometime later will do
• I hope a lot of readers will 

benefit (although I have now 
i th h ibl j

benefit (although I have now 
taken away their economic ‘voice’)

• I don’t want to think about 
f t  tgiven them a horrible user journey 

and taken away their economic 
‘voice’)

future costs
• But my conscience is clear

voice )
• I don’t want to think about 

costs (or the impact it may have 
j l b k bli hion journal or book publishing on 

which my reputation and career 
depends)depends)

• But my conscience is clear



OECD Publishing’s mandateOECD Publishing s mandate

MAXIMISE FULL MAXIMISE 
DISSEMINATION

(i.e. everything has to be free)

FULL 
COST RECOVERY
(i.e. everything needs to be priced)( e e e yt g as to be ee) ( e e e yt g eeds to be p ced)

A t bl  t  Accountable to 
our members on 
both mandates



So how do we stay out of debtors’ jail?So, how do we stay out of debtors  jail?

By using a:

• Freemium Open Access• Freemium Open Access 
business model



Freemium ?Freemium ?

freemium
NOUN

A business model, especially on the Internet, whereby basic services are 
provided free of charge while more advanced features must be paid for.

Origin
early 21st century: blend of free and premium.

http://www.oxforddictionaries.com/definition/english/freemium



Freemium is all about audience building and g
offering the option of moving up a value path

Therefore, audience-building is at 
the heart of 
F i  O  AFreemium Open Access

To have enough 
of these . . . 

Anonymous 
Free

Registered
Free Anonymous 

Paid
Registered

Paid. . . you need you eed
loads of these.

The Audience 
(formerly known as readers)



Freemium – it’s about the value 
proposition

A b i d l i ll th I t t h b b i iA business model, especially on the Internet, whereby basic services are 
provided free of charge while more advanced features must be paid for.

Free 
Anonymous

Free 
Registered

Paid 
Anonymous

Paid
Registered

Di dDiscover and 
Read all content    
Share embed    Share, embed 
content    
Personal services  (e.g. alerts)  
Download, 
cut/paste content  cut/paste content 
(PDF, ePub etc)

 

Librarian services 



Freemium must innovate and evolveFreemium must innovate and evolve

PREMIUMPREMIUM InnovationSupport for 
libraries

Complex

Save offline, 
copy-paste

Enhanced 
discovery

Text mining

Save in

FREE

Citation tools,

Read on 
tablets

information management 
systems 

FREEMIUMNeeds Download associated 
data (StatLinks)

FREEMIUM
Personal 
services

Basic 
discovery

Share, Embed
services

Read on PC

Simple

Time



But my audience is too small!But my audience is too small!

Remember me?

AuthorsResearchersStudents Practitioners, unaffiliated researchers, 
educated layman . . . .



Audience building how?Audience building – how?

Source: Edible Geography  http://www.ediblegeography.com/the-spatial-distribution-of-
americans-in-relationship-to-starbucks/



By doing all the usual discovery stuffBy doing all the usual discovery stuff . . . 
Specialist bibliographic Special web search (e.g. p g p

database
10%

p ( g
Scirus)

10%

Library systems
10%

General web search (e.g. 
Google)

10%

Specialist portal (e.g. 
Repec)p )

6%

Email alerts
14%

Content aggregator (e.g. 
Proquest)

9%

Community service (e.g. 
Mendeley)

6%
Publisher's website

14%
Website managed by key 

authors in field
6%

Author's website
5%

14%

Source: Gardner and Inger (2012): How readers 
discover content in scholarly journals



and using many delivery channels. . . and using many delivery channels

F f i lFor professionals . . .

. . . and the public



But we have also learned 
t l t to let go

we now encourage anyone to we now encourage anyone to 
read and then 

h  d b d share and embed 
our publications in our publications in 

their websites 
d bl  f  fand blogs for free



Non-subscribers can purchase the 
premium versions too

All the content is free to Read

Subscribers get access to the Subscribers get access to the 
premium versions 
(PDF, ePub, Excel)



Read versions are optimised for all 
devices . . . and then we let go . . .

Clicking Clicking 
‘Link/Embed’ . . . 



No permission or license requiredNo permission or license required . . .

Because it’s embedded  we Because it’s embedded, we 
know it’s there . . .
   and we know the traffic too. . . and we know the traffic too.

These buttons lead to the premium 
versions on our website.



Do we fulfil our mandates 
On dissemination? On cost recovery?

And we recovered our 

(‘0
00

) (growing) publishing 
costs in every year too.

in
at
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Each colour is a 
different service or

D
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different service or 
channel



iLibrary Counter based Global Usagey g
updated til 23rd March 2015

Country Parent InstitutionName Parent 
RegistrationType 

2011 2012 2013 2014 2015 
RegistrationType 

1,987,201 3,147,324 6,527,065 8,663,859 2,149,736 

United States 13,880 17,492 108,852 75,054 3,096 

United States UN Consortium Consortium Parent 16,951 18,509 23,900 24,315 4,135 

Belgium Central Library of the EC Master Registration 12,294 18,882 21,947 4,794 

Belgium 10,606 14,663 18,889 20,492 2,985 

United States IMF WORLDBANK Stand-Alone 13,872 16,074 18,036 18,437 3,175 

United States Pennyslvania State University Stand-Alone 1,684 1,906 2,544 16,714 

B il CAPES OECD C ti C ti  P t 9 236 9 535 11 957 13 322 1 481 Brazil CAPES OECD Consortium Consortium Parent 9,236 9,535 11,957 13,322 1,481 

Brazil 9,311 9,730 11,707 12,669 1,406 

United Kingdom London School of Economics and Political Science Stand-Alone 11,762 14,990 15,105 12,649 2,164 

United States Harvard University Libraries Master Registration 4,902 6,318 6,896 11,125 673 

Czech Republic University of Economics Prague Stand-Alone 8,942 9,949 11,768 10,627 1,156 

United States UNIVERSITY OF WASHINGTON Stand-Alone 1,433 1,609 1,837 10,245 381 



In conclusion –
Is Freemium a better form of OA?

• Freemium means actively building an audience
(You can be Free and not have readers)

• Freemium keeps the audience in the driving seat
(You can be Free and ignore reader needs)( g )

• Freemium means innovation
(You can be Free and stop innovating)(You can be Free and stop innovating)

• Freemium delivers value for money
(You can be Free and build services that no one uses)(You can be Free and build services that no-one uses)

• Freemium gives taxpayers/funders a choice
(T b F t /f d t )(To be Free taxpayers/funders must pay)

• Freemium is compatible with Gold – Funders can 
choose to make premium features free for everyone



Go Freemium Open Access!Go Freemium Open Access!

Thank you &Thank you & 
Questions?Questions?

And thanks to Banksy for 
the ‘letting go’ girl


