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Introduction






    

   
This thesis is part of the master program Cultural Economics and Cultural Entrepreneurship of the Erasmus University in Rotterdam. 

As a child I already read dozens of books per month. As I got older, my love for books only grew more and more. I got a job in a book store and later, after an internship at a publishing house, I began working in the publishing sector as well. The topic for my master thesis therefore was obvious: books. This thesis is focused on the consumer of books. Why does he buy certain books? And which informational resources does he use to make his decision? Are book prices representing all values the consumer can attach to books? I find these very interesting issues. 
Leemans and Stokmans (1991, 1992) have conducted extensive research on the matter of the consumer decision-making process of books and the different attributes
 of books. They have compiled a list of attributes that may influence a consumers’ decision for a certain book. These attributes represent aspects of books (physical and other aspects like cover, author, number of pages, design, publishing house, etc). Consumers can use information from outside the book store (like reviews, interviews with the author and advertisements) and inside the store (like book covers, flyers and books that are placed on display tables) as well. These features I will name information aspects. I will also try to identify the use of these aspects in the decision-making process of the consumer.
In the light of the master program (cultural economics and cultural entrepreneurship) this thesis also needed to have an economic perspective. The prices of books have also drawn my attention. Some books are way more expensive than others, but are sold a lot more. Some books are that cheap that nobody buys them because consumers might suspect the quality of the book because of this low price. Recently, I have been questioning myself if people would be willing to pay more money to possess certain books. This goes especially for sequels like the Harry Potter books to which is given a great deal of media attention. In this thesis I want to bring these two aspects together: the consumer decision-making process and the price of books. I would like to investigate whether people are willing to pay higher prices for books which they have chosen. Here, I assume that people value the book of their decision higher than the price that is charged for the book. Books offer an unique experience for every reader. This concept also implies that a reader needs to experience reading in order to appreciate a book: he needs to acquire a taste for reading. During this process he learns which genre of books he prefers or which authors he likes best. It is therefore possible that people value their favorite genre more than other genres and are therefore willing to pay a higher price for that particular genre. Though this is just one possible reason why people would value certain books more than the price that is charged. To conclude the preceding: I want to research whether the different attributes and aspects of books influence consumers’ willingness to pay for books. 
1.1 Research question and hypotheses

This thesis aims to give insight in the attributes and information aspects which consumers use to make their decision for a specific book and consumers’ willingness to pay for that book. The central research question of this thesis is therefore formulated as following:
How do attributes of books, information aspects and purchase behavior  influence Dutch consumers’ willingness to pay for books?

To be able to answer this question I first need to find out which attributes consumers have used during their decision-making process. For this purpose I will construct a survey asking consumers of books at the moment right after their decision to value the different attributes and information aspects which they perceive to have used with a grade (varying from 1 to 6). The second part of the survey will focus on the more economic part of this thesis: the price of books. The survey will ask the respondent whether or not he would also have selected or purchased the book if a higher price were charged for it. Eventually it may (or may not) turn out that this study reveals a correlation between some aspects or attributes of books or purchase behavior and consumers’ willingness to pay for books. But, besides answering this main research question, a lot more information can be abstracted from the dataset. Now I will already mention the hypotheses that will be tested with the collected data in chapter 5 below. 
A. Hypotheses concerning demographic variables

A.1 
Respondents with a higher income will on average be willing to pay a higher price for the book of their choice.
A.2
The higher the education of the respondent the higher the willingness to pay of the respondent.
A.3 
Respondents with a higher age will be more willing to pay a higher price for the book of their choice than respondents with a lower age
A.4 
Men have a higher WTP for books than women.

B. Hypotheses concerning purchase behavior variables

B.1 
Some information-aspects are typically used by impulse-purchasers and some by planned-purchasers.

B.2
Respondents that do an impulse purchase will on average be less willing to pay more money for their decision than planned purchasers. 

B.3 
Respondents buying a gift will on average be less willing to pay more money than buyers of non-gifts. 

B.4
Respondents with a large collection of books at home will be willing to pay a higher price for the book of their choice.

B.5 
Respondents that have already selected a large number of books during their visit to the book store are willing to pay a lower price for the book of their decision than other respondents. 

C. Hypotheses concerning physical attributes

C.1 
Books with a large number of pages will generate a higher WTP.

C.2 
Respondents that have chosen the hardcover edition of a book will have a lower willingness to pay than respondents that have chosen the paperback edition. 

D. Hypotheses concerning attributes, informational aspects of the respondent
D.1 
Some informational aspects will mutually show high correlation (relatively in-store and out-store information aspects. 

D.2 
Respondents using out-store information aspects in their decision-making process will on average be willing to pay more money for their decision than people that use in-store information aspects in their decision.

D.3 
There exists a positive relation between the number of used attributes and information aspects and consumers’ WTP. 

D.4 
Respondents that have chosen a book that fits in their favorite genre will be willing to pay a higher price than people who buy a book from a different genre.

D.5 
Some attributes of books and some informational aspects will have a positive effect on consumers’ WTP.

1.2 Structure of this thesis

I mentioned earlier that the aim of this thesis consists of two main angles: first, the consumer decision-making process and the attributes and information aspects of books and second, consumers’ willingness to pay for books. In order to understand these issues I will first explain some general issues in chapter 2. Here I will define some general concepts and I will discuss the relationship between culture and economics. In this chapter the Dutch fixed book price is discussed as well. The concept of fixed book prices is a deciding factor for this thesis: price competition between book shops in the Netherlands is restricted. Prices are fixed for a minimum of one year. In paragraph 2.5 I will elaborate more on the effects of the FBP (fixed book price) on the Dutch book sector.
Chapter 3 describes the decision-making process of consumers for books. Here also will be treated all physical and general attributes of books and information aspects that play a role in this consumer decision-making process. These different attributes and information aspects of books are physical attributes (number of pages, type of paper, hard cover or paperback), other attributes (genre, author, cover, cover text), in- and out-store information aspects (on- and offline reviews, in- and out-store advertisement (flyers, banners and posters), display tables, the word of mouth phenomenon (i.e. recommendations by others), literary awards, bestseller lists) and consumer purchase behavior (planned, semi-planned and impulse purchases)). Consumers follow a certain pattern or process and use certain attributes and information aspects when making a decision for a certain alternative, this is called the consumer decision-making process. Chapter 3 will focus on the decision-making process in great detail.
Chapter 4 will enlighten the research method I have used (WTP method) and a method on which this thesis is partially based: the hedonic pricing method. Further, I will explain how I have gathered the data for this research and I will explain the construction of the questionnaire that has been used to collect the dataset. 
The data analysis and the testing of the hypotheses will take place in chapter 5. The relationship between some characteristics of books and consumers’ willingness to pay will be investigated. 
For readers who would like to have some background knowledge on the Dutch book industry I have added a chapter on this matter in Appendix I. This chapter gives insight in the book production process and the structure of the market. This chapter contains fundamental information for persons who feel to miss some basic knowledge about the book industry. Appendix V consists of an abstract of this thesis. 

1.3 A word of thanks
Many persons have supported me during the process of creating this thesis. I would like to thank Peter Kaldewaay (store manager) for allowing me to survey in the book shop Selexyz Donner in Rotterdam. I would also like to thank my colleagues who helped me with the questionnaire, as well as in the process of creation (testing the questionnaire) as in the actual period of surveying. I would like to thank Véronique and Dennis for their constructive remarks and enlightening points of view. Above all I would like to thank Kristien Werck, for guiding me from beginning to end, and helping me to bring this thesis to a good end. 
Chapter 2 Characteristics of books







Economics and culture, non-market values, willingness to pay and the fixed book price in the Netherlands
The book market is a very interesting market. But what distinguishes this market from other for-profit markets? There are some features that discerns books as a cultural good from other cultural goods and other goods in general. To lay out a basic foundation for this chapter I will first focus on the tension between economics and culture and the value of culture. In the following paragraphs I will focus on the features that distinguish the book market from other markets. Here after, I will discuss non-market values that books can produce and the instruments to indicate these values: contingent valuation and the willingness to pay method. After this I will describe the Dutch fixed book price law. In the final paragraph these issues (willingness to pay, Fixed Book Price Law and attributes and information aspects of books) will be brought together to come to the essential foundation of this thesis. 

2.1 The value of culture
Economics and arts can’t be seen apart from each other anymore. After being ignored for ages culture has finally taken its place in economics, first, with the publishing of ‘The Liberal Hour’ that J. K. Galbraith wrote in 1960. In this piece he discusses amongst other issues the economic situation of the artists. After this breakthrough, many economists followed him writing about cultural economics (Lavanga, 2003: 1). When Baumol and Bowen (1966) published their book ‘Performing Arts the Economic Dilemma,’ the existence of cultural economics was definite. 
The link between economics and culture is interpreted in various ways by many economists. I will first describe the definitions of culture and economics. Then I will describe two important visions on the link between culture and economics that are crucial for this thesis. 

2.1.1 The tension between culture and economics
Culture is one of the hardest concepts to define. There are so many definitions given by economists and sociologists and other scientists that the combination of these terms brings a broad definition. Culture in the anthropological way is defined as the beliefs, traditions, uses, values, art, morals, laws that characterise a group of people (Lavanga, 2003: 2). Everything that characterises a group of people from one another is culture.
Overall there are three categories of definitions of culture: ‘a particular way of life typical for a group of people, the second is a system of symbols, meanings and codes for communication and the third defines 
it as a product of adaptations to a set of given environmental conditions’ (Lavanga, 2003: 2). Art is a product of culture. Some economists define culture simply as art. This is an easy definition. In this sense culture includes every man-made cultural artefact in a society. Culture is considered to be equal to the art that is produced in a society. Since the nineteenth century the term ‘culture’ is used in the broader sense of the word: ‘it is used to describe the intellectual and spiritual development of civilisation as a whole’ (Throsby, 2001: 3). 
A standard distinction is made between the economy as a whole and economics. Economics can be defined as the utility maximisation, allocation of scarce resources and the rational behaviour (rational choice theory) of individuals – the study of micro behaviour of individual units in the economy (Throsby, 2001: 2). This definition is based on the Neoclassical theory. This theory focuses on price, output and income distribution determined by supply and demand.
Macro behaviour (accumulated micro-behaviour) is often referred to as the economy. In the economy it is all about efficiency and equity. A company has to maximise the utility, maximise their profit to work efficiently. The allocation of scarce resources has to do with the equity, the allocation of wealth among individuals and the allocation of production resources. This involves rational choices from individuals and companies. This is in (very) short what economics is about. 
Combining these definitions you get the definition of cultural economics or the economics of the arts. This is the economics (as defined above) applied to the artistic field. The way that producers and consumers of culture (supply and demand) make rational choices, maximising their utility, and allocate their scarce resources.
The link between economics and culture can be looked at from different perspectives. The first is the view that culture affects the economy. The second is that economy has (or can have) great influence on culture. The first perspective is rather easy to explain: the culture of a country (in the anthropological sense) affects the country because of the traditions, values, believes etc. In a certain cultural field people work six days a week from seven p.m. to seven a.m. and they think that is normal. In the Netherlands, for example, they call you a workaholic. In the Netherlands free time is respected for personal development and for investing in cultural capital (trough hobbies like sports, reading, painting etc.). Other causes, amongst others, are the number of holidays, the laws that restrict labour, the uses with having lunch and dinner, etc. The culture of a country affects the economy as a whole.
Arjo Klamer points out in his Value of Culture (1996) that two perspectives on the relation between art and economics exist. First, the romantic view. In this view money should not involve in the arts. Arts are independent of money. On the other side there are the realists, who argue that money plays a large role in the world of the arts (Klamer, 1996: 8). Economics is all about money. Everything that happens in an economy has to do with money or monetary assets. Money determines the supply and demand on a market for a (cultural) product. It determines the price of a product – how much the cultural good is worth in monetary terms; it determines how much the consumers can buy and how much the suppliers can supply as a subject of their income (which is measured in monetary terms). Money controls the whole economy. Of course there are other factors of the economy – like the behaviour of individuals – that are interesting to study and that have everything to do with supply an demand, most people behave rationally, with money on their minds. 
Culture involves money, and thus economics as well. There is a strong link between the two. The economy determines supply and demand of cultural goods. If an artist does not think in an economic way, he will never be able to adapt to the market and sell any artwork during his lifetime. He does not know the demand for his product and will not be able to make a living off his ‘hobby’. If it was not for government intervention, the artist would have to adapt to the environment trough being more economic and financial involved and oriented, than he will create and supply cultural goods that are demanded by his audience. 

2.1.2 Cultural values
In economic terms value has to do with utility, price and the worth that individuals or markets assign to goods and commodities (Throsby, 2001: 19). Cultural value consists of certain cultural phenomena, expressible either in specific terms (like the value of a particular color in a painting, or the value of a musical tone in a musical piece) or in general terms, as an indication of the merit or worth of a cultural good or cultural experience (Throsby, 2001: 19). Both the economic and the cultural notion of value can be seen as an expression of the worth that is being attached to a commodity. Adam Smith (1776) was the first economist to distinguish between these different types of value: he made the distinction between exchange value and use value of commodities. Use value here is defined as the ‘power to satisfy human needs’ and exchange value as ‘the quantity of goods and services that someone would be prepared to give up in order to acquire one unit of the commodity’ (Throsby, 2001:20). Throsby argues that nowadays price is seen as the exchange value of a commodity and is considered to be an indicator of economic value. Only an indicator, but not necessarily a direct measure of value (Throsby, 2001: 23). The origins of cultural value are slightly different: often cultural value is not expressed in monetary terms. Cultural value of a good is often seen as ‘lying in the intrinsic qualities of aesthetic, artistic or broader cultural worth, which it possesses’ (Throsby, 2001:27). This notion of cultural value is of course very broad and there is no common measure to indicate the cultural value of a good. Throsby introduced a disaggregation of the concept of cultural value into smaller consistent elements: aesthetic value, spiritual value, social value, historical value and authenticity value. But still, the problems with the measurement of these values remain. Should we measure all different components, or should we find an overall measure or indicator of cultural value? Over time some methods to measure – often in economic terms – the cultural value of goods have been developed. But still, these methods are a mere approach to the true value of a good. 
Remains the question: should we want to measure cultural value at all? One economist that questions the measurement of cultural value in economic terms is Arjo Klamer: ‘Art as activity and as experience has a value that is beyond measure and therefore clashes with the form of money’ (Klamer, 1996: 25). This directly characterizes Arjo Klamer as a romantic economist. He argues that the notion of experience of a cultural good can not be captured in economic terms: a measurement of cultural value does not do right to this notion. In this thesis I will not try to measure the cultural value of a good, I will try to approach the cultural value that is not being expressed by the market price (for books). Before turning to the methodological part of this thesis (chapter 4) I will now turn to a description of the cultural good of which this thesis is all about: books. In the next paragraphs I will apply the notion of cultural value to this cultural good, and with help of this notion and some other features it will be possible to explain why books are different from other goods. 
2.2 Definition of books

Books are defined as: ‘information in its printed form, bound together by a cover to form a coherent whole’ (Appelman and Van den Broek, 2002: 65). In the Netherlands numerous types of books are produced. These different types of books can be divided in three large groups: scientific books, educative books and general books. General books form the largest group by far. This group can also be divided in two smaller groups: fiction and non-fiction books (Appelman and Van den Broek, 2002: 65). Non-fiction books are dictionaries, books about leisure time, culture, history, hobbies, biographies, encyclopedias, etcetera. Fiction books include books with genres like literature, comics, science fiction, poetry, crime, fairy tales, mystery and fantasy. This thesis will focus on the second type of books: Dutch general fiction, with the subgenres: translated literature, Dutch literature, crime and thrillers, fantasy and chick-lit (literature especially for girls/women). Since in the Netherlands the fixed book price law does not only apply to books originally written in the Dutch language, foreign fiction that has been translated in Dutch is also included in the sample.
2.3 What makes books different?

Books can be considered cultural goods and ‘normal’ commercial goods. It is quite hard to identify exactly what makes books different from other goods. They differ from other commercial goods on a number of features. Canoy, Van der Ploeg and Van Ours (2005) and Van der Ploeg (2004) have identified these features. 

First, books are experience goods. When one buys a book, it is not a ready produced product that is being purchased, i.e. the quality is uncertain and will only reveal itself after the purchase: ‘… in practice, some characteristics [of the product] inevitably remain undiscovered until after purchase; thus, prior to purchase, residual uncertainty remains’ (Hey and McKenna, 2001: 55). When reading a book, one creates his own product: a book is experienced differently by every reader. Reading is not merely a form of entertainment: it can be seen as an investment in one’s cultural capital (knowledge and experience). Reading is an acquired taste: ‘the more one reads worthwhile books, the more one gets out of reading, the more one is able to appreciate the context and the more one develops an appetite for it’ (Van der Ploeg, 2004: 5). By reading more and more books one is adding to his cultural capital for example valuable information and knowledge.

Second, books face high fixed costs and low marginal costs. The costs of producing one extra copy of the book are very low, i.e. the printing costs of large numbers of books are very low. Initial costs on the contrary are very high for the author as well as the publisher: writing a story means a long time without income and uncertainty about future income. Print, design and internal (labour) costs are very costly requirements for the publisher.

Another feature is the fact that books can be reproduced endlessly without decreasing the quality (or value) of the product. It is very easy to reprint a book, with low costs. Though, the inner quality of the book is not affected by that: ‘ Books also offer extraordinary value compared to the often highly subsidized performing arts’ (Van der Ploeg, 2004: 3). This last form of expressive art produces cultural goods that are in nature less reproducible and more unique than books. Though, the fixed costs are similar structured: for the performing arts fixed costs are substantial (rehearsing plays means high labor costs) and for the publishing industry a lot of labor costs have to be made before the book can be presented and distributed and sold. High initial costs have to be made and future income from the product is uncertain. The book may turn out to be a bestseller, but it might become a badseller as well. 

Fourth, it is hard to predict the success of a book. Some books become extremely successful (for example the Harry Potter books) while others remain relatively unknown. In some situations on the market the bestseller accounts for most of the profits: the winner-takes-all effect (Schulze, 2003: 431-436). Publishers may use blockbuster or superstar books to cross-subsidize high-risk books, in order to avoid the risk of running losses (Van der Ploeg, Van Ours and Canoy, 2005: 11). 

Fifth, books suffer from high opportunity costs: the opportunity costs of reading a book outweigh the price that is paid for the book. It takes a long time to read a book: depending on the book and available time, it may take hours, days or even weeks. The opportunity costs for books are higher than for most other cultural products (like movies or CD’s). This cost may actually be several times the price consumers pay for the book. This also implies that the opportunity costs for people with a higher income are higher than for people with a lower income: ‘this extra cost lowers the effective price elasticity of demand and thus raises the monopoly power of publishers and booksellers. […] An important corollary is that higher-income people face a higher cost of reading a book than lower-income people, so that a higher income induces a less than pro-rata increase in the demand for books. This partially offsets the phenomenon that high-culture books may be luxury goods in the sense that people demand more books as their income rises’ (Van der Ploeg, 2004: 5). 
Sixth, sometimes books are considered to be merit goods. Merit goods are: ‘goods which some persons believe ought to be available and whose consumption and allocation are felt by them to be too important to be left to the private market’ (Cwi, 1979: 40). It is a ‘culture-is-good-for-you-whether-you-want-to-know-it-or-not argument’ (Klamer, 1996: 17). The advocates of this argument say that we should all contribute and make sacrifices to guaranty the production and distribution of these goods (Klamer, 1996: 17). Often the merit good argument is used to justify government intervention in the arts. Cultural pessimists believe that art is too important for the community to be left to the forces of the private market. Cwi argues that ‘merit good’ is only a political notion referring to an activity ‘that some segment of the population wants, is willing to pay for with (someone else’s as well as their own) tax money, and expects the government to assist in providing, either directly or through subsidy’ (Cwi, 1979: 40).
Some books offer an opportunity for a small elite to distinguish themselves from the mass’ preferences. It is often that same elite, that argues in favor of societal intervention in the book market to produce titles even though there is apparently insufficient demand for them and they may only be enjoyed by a small part of the population (Van der Ploeg, 2004: 5). Paternalistic arguments are offered to support this vision: society or government should subsidize certain (elite) books in order to cultivate an appetite for these kinds of books under the larger public. 
The seventh characteristic: books have been able to benefit from great technological developments: ‘Technological advances, the Internet and lower costs of transport and communication induced a real democratization of culture allowing the publication of many niche books that do not cater to the average taste’ (Van der Ploeg, 2004: 4). People from all over the world can order books via the Internet and have them delivered at their homes. They can even pay for the book online. But, at the same time the book market meets  more and more stiff competition from television, film and the Internet. Van der Ploeg even argues that society is becoming more oriented towards images instead than to the written word (Van der Ploeg, 2004: 6). Nowadays, people are more and more challenged to spread their leisure time over different forms of leisure activities. Reading books is just one of the many possibilities. But the annual increasing sales numbers on books do not support this presumption. A technological issue that Van der Ploeg does not mention is the fact that it has become much easier to gain information about specific genres of books of your interest. In the past (before the Internet) it would have been really hard for a publisher to bring a small niche book on the market that probably has a small fixed public for it, and that public is scattered all over the world. The costs of bringing such a book to the attention of the possible buyers would be too high and the production of such a book would have been too expensive. Nowadays it is much easier to produce small niche market books, because the information about these books can easier be spread with help of the Internet and email.

Eight, besides buying books, another (almost free) option to gain access to books exists: libraries. The experience could practically be the same since the text in a bought book or a rented book is identical. Though, in practice the experience is completely different: people value products that they have bought higher than products they lend (endowment effect): ‘The endowment effect describes the fact that people demand much more to give up an object than they are willing to spend to acquire it’ (Thaler, 1980). Numerous experiments have been done to identify the endowment effect in various sectors of the economy (Furche and Johnstone (2006), Corrigan and Rousu (2006), Carmichael and MacLeod (2006), Tom, Lopez and Demir (2006) and Huck, Kirchsteiger and Oechssler (2005)). For the book industry the endowment effect is also apparent. The experience of reading a library book or a book that is owned by the reader is very different: the willingness to pay for a book to own it is much higher than to lend it and the willingness to accept (amount of money to give the book up) for owned books is much higher than for lent books.
The ninth feature: there is a public good nature associated with (the cultural value of) a book (Canoy, Van der Ploeg and Van Ours, 2005: 11) . This last feature is crucial for this thesis. Though, books as a concept on itself is not a public good: books can be bought and borrowed from the library. People with low income can be excluded from consumption and sometimes the stock of one title is limited and therefore not acquirable for everyone (scarcity): i.e. the product ‘book’ is excludable and rival. Though, the book is not a pure private good either, some books are considered to be important to be accessible for the public, that the government decides to subsidize the production and preservation (paternalistic argument for government intervention). It is better to name books ‘mixed good’: a good that possesses public good characteristics as well as private good aspects. 
I suspect that some people value books higher than the economic value (price) that is charged for it: cultural values that are mentioned by Throsby regarding books are: existence value, option value and bequest value (Throsby, 2001: 78-79). Some people value books because of their mere existence. They could also value books by existence in the sense that they have the option to read or buy it. This can also be extended by valuing books for their existence so that they can be passed on to future generations (bequest value). O’Hagan also mentions values ‘associated with nationally identity, social cohesion, national prestige and the development of criticism and experiments. None of those values are (fully reflected in the price, so that indeed the total value of books is higher than the sum of its prices’ (Van der Ploeg, Van Ours and Canoy, 2001: 12). To conclude: cultural values possessed by books are not (fully) expressed in the economic value of the book: the price. Throsby even argues that: ‘the capacity of price to represent a true index of value is at best limited for any commodity’ (Throsby, 2001: 23). I will elaborate on the cultural value of books in the next paragraph. 
2.4 The value of books and consumers’ willingness to pay
To measure the value of goods of which no market price exists the contingent valuation method can be quite helpful. It is a great (but heavily criticized) method to estimate the existence of non-market values of public goods. The commonly used instrument of CVM is the willingness to pay method. The willingness to pay method seeks to ‘establish individual demand prices for the good in question by experimental or survey techniques’ (Throsby, 1984: 279). The results of the survey can be used to abstract a total economic value for a specific public good (Graham, 2007: 5).
Willingness to pay is a well-established method for evaluating demand for public goods. The hedonic pricing method seeks to explain the price of a good by adding all separate values of different components of the goods together. When data are absent for this latter technique, the willingness to pay method is a great alternative (Throsby, 1984: 279).
A lot of research has been conducted to estimate the willingness to pay of consumers for certain environmental goods. For example Griffith and Nesheim (2008) have tried to estimate household’s willingness to pay for organic products; Laplante and Meisner (2005) have tried to measure the willingness to pay for the Armenian Diasporas in the United States, in order to protect Armenia’s Lake Sevan, a unique and precious symbol of the Armenian cultural heritage, of which obviously no market price exists. Eva Heijblom (2006) has tried to estimate the willingness to pay for community based health insurance in developing countries; David Bishai and Jody Sindelar (2006) estimated the willingness to pay for drug rehabilitation and Pattanayak (2006) estimated demand for piped water connections in Sri Lanka using willingness to pay experiments. 

The method is now being applied to the cultural sector more and more as well. Often CVM is used to justify subsidy for the arts. For instance Trine Bille Hansen (Hansen, 1997) has measured willingness to pay for the Royal Theatre in Copenhagen in order to reveal whether the Royal Theatre is ‘worth the money’ from the taxpayers point of view (Hansen, 1997: 1). When suspect arises that values exist for a specific cultural good that are not expressed on the market, a CV study can be performed to identify these values in a quantifiable manner: the values are made explicit in economic terms (i.e. monetary terms). 
I already argued that the willingness to pay method is usually used to approach the economic value of priceless objects of for example public goods like cultural heritage and the performing arts. The value of these objects is not expressed on the market. Sometimes simply because the item is not available on the market and sometimes because the price (economic value) is suspected not represent the underlying cultural non-market values well. As stated in the previous paragraph, for some cultural goods the economic price is lower than the value that people attach to a certain item. In regular markets mostly the price of the product (economic value) equals consumers’ willingness to pay for that product. Books are not a regular product (see par. 2.3). Books show public goods aspects as well as private goods aspects. But for books a market price does exist. One could state that price equals willingness to pay on the market for books. But in the Netherlands this is not altogether the case. Price does not equal consumers’ willingness to pay for books because of the fixed book price law. This fixed book price holds back price competition between bookshops and causes an incomplete expression of values that consumers attach to books on the market. Some consumers of books value books higher than the actual price that stands for them because of the cultural values I mentioned earlier (existence, option and bequest for example). I argue that the price for some books (i.e. Dutch fiction) in a market with a fixed book price is lower than in a free market with optimal market conditions. 

In the UK for example the Net Book Agreement (NBA) (fixed minimum book prices) was adherent from the 1950s until 1995. The arguments to defend the NBA were that without the NBA there would be fewer stockholding bookshops, fewer titles and higher prices. After the release of the fixed book price the number of titles only grew, but the number of bookshops decreased and the prices rose. The number of bookshops in the UK, though, was already falling when the UK abolished the fixed book price (Van der Ploeg, 2004: 13). The industry does not seem to suffer from these influences. The book industry in the United Kingdom is flourishing (Fishwick, 2008). Book sales through the Internet, supermarkets and other innovative channels have been stimulated and are increasing (Van der Ploeg, 2004: 14). 

2.5 The Fixed Book Price Law in the Netherlands

The Dutch government has granted permission for a Fixed Book Price Law (FBP). This law applies to Dutch language books and books that are translated in Dutch from a foreign language. Because of this law the publisher has the right to determine a fixed price for a book, which will come into force at a certain moment which is decided by the publisher (at a moment before the book is presented and distributed). The publisher is authorized to adjust this price every half year after the release of the book. The fixed book price can be revoked after a minimum period of one year. When the fixed book price is revoked books can be sold with a discount and bookshops can compete with each other on price level. (Wet op de Vaste Boekenprijs, November 9th 2004). This FBP was initially designed to provide access for everyone to written information in the Netherlands. It protects a broad supply of a diverse range of titles. The FBP provides an instrument for small book shops to be able to survive and to not completely focus on ‘safe’ popular titles. Large bookshops and small bookshops can not compete with each other, so large bookshops have no advantage on small bookshops concerning the pricing of books since they can not sell books below the fixed price: they are not able to sell unpopular, difficult titles with discount.  
Bookshops are forced to charge the fixed price: it is illegal to sell books below or above the fixed book price. Therefore it is impossible for bookshops to compete with each other on a price level. If they do so, they will receive a fine or a non-compliance penalty. Following: ‘retailers are unable to differentiate prices according to location or quality of service offered to customers, or to offer discounts on unpopular books or introduce loss leaders’ (Van der Ploeg, 2004: 8). 

Authors in favor of the FBP argue that it is an instrument to protect the diverse supply of books and that well-stocked, high quality bookshops can survive with help of this law. They believe that the production of books can not be left solely to the market, but that this form of government intervention is necessary. The law enables publishers to produce not only blockbuster books (bestsellers) but also books that only appeal to a small niche in the market (Van der Ploeg, 2004: 1). These books would not have been able to get produced on a free market because then it would not be possible to make profit (the costs of producing that book would be higher than the returns from sales). The authors in favor of government intervention are called ‘cultural pessimists’, they typically believe that a free market corrupts culture (Cowen, 1998: 9). They do not believe that art and culture can survive without help of government subsidization. 
Critics of the FBP commonly argue that the law is not necessary, it is just another government intervention to restrict the forces of a free market (Van der Ploeg, 2004: 1). These critics of government intervention are called ‘cultural optimists’ (Cowen, 1998: 9). Tyler Cowen is the leading author in this field: he argues that the art produced on a free market is better and that the market has a positive effect on artists and their art: ‘Capitalism generates the wealth that enables individuals to support themselves through art’ (Cowen, 1998: 16). They believe in the ‘invisible hand’: ‘under strict conditions (consumer sovereignty, no information asymmetries, a full set of contingent markets, no frictions, no externalities, no public goods, no returns to scale, etc.) individual actions produce Pareto-optimal outcomes (when supply and demand are perfectly adjusted to each other). (Van der Ploeg, 1994: 2). Clearly, the market for books is not a perfect free market. Some aspects of public goods and positive externalities like learning to read, appear (Van der Ploeg, 1994: 3). But it is widely discussed if the FBP is just the right measure to fix these market failures. 
Arguments in favor of or against the FBP are used by publishers as well as book shops. The fixed book price has some advantages and some disadvantages for the publishers as well as for the book shops. The law protects the publisher and provides an instrument to increase sales. Publishers can use the discounts concerning the retail margin to promote the sales of larger amounts of a book title to booksellers in the case of uncertain consumer demand (which is almost always the case), the book shop can not sell the book under the fixed book price. The resale price maintenance protects the margin of publisher (approximately 40%, see appendix I), which increases their possibilities to finance the badsellers (Appelman, 2003: 238). 
The main argument against the law is that it would lead to higher prices and inefficiency. The bookshops are restricted in price competition, which means that it is impossible to lower the prices of books with little consumer demand (enforced high prices). The disadvantage for the publisher here is that the book shop is less willing to keep those titles in stock and demands the right to return unsold copies. Though, inefficient bookshops do profit from the fixed book price; ‘they can use the protected retail margin on the high sales of best-sellers to finance the losses on slow-moving books in stock (cross-subsidies)’ (Appelman, 2003: 239). This has the disadvantage for the bookshops as well as for the publisher that it reduces the incentive of booksellers to improve the profitability of their choice of book titles in stock (Appelman, 2003: 239). 
2.6 WTP and attributes, information aspects and purchase behavior

In the previous paragraphs I have discussed the willingness to pay theory and the fixed book price. In the Netherlands the price for books does not equal consumers’ willingness to pay for books since it is not a free market: the FBP limits price competition between bookshops. One title is sold for the same price in every store in which it is available in the Netherlands. This fixed book price can not represent the non-market values that consumers might have for books. In this thesis I will try to measure this willingness to pay for books in a survey. But, I will add an extra dimension to it: I want to investigate which aspects of books influence this willingness to pay. I have composed three components or segments that might influence consumers’ WTP. These components will come back in the survey in a list of reasons why people have chosen a particular book. The components are:

1. Attributes of books: 
- physical attributes: number of pages, hard cover or paperback
- other attributes: genre, cover, cover text, author, publisher; 

2. Information aspects:
- In-store information aspects: Flyers, display tables, bestseller list, recommendation by book sellers, etc. 

- Out-store information aspects: On- and offline reviews, advertisement, flyers, posters, literary awards, TV shows, recommendations by friends or family, etc.

3. Consumer purchase behavior: 

Planned, semi-planned and impulsive purchases.

Gift or purchase for the respondent himself
In the following chapter I will treat these components, starting with a description of the consumer decision-making process for books. A more sophisticated list can be found in table 3.2 on page 43 to 45.
Chapter 3 Purchase behavior of consumers of books



3.1 
Introduction

In this chapter I will focus on the behavior of consumers choosing books. By looking at the behavior and the decision-making process of consumers for books I want to give insight in the demand side of the market for books. I will focus on a specific aspect of the book market: the consumers and their decision-making process. To be able to analyze the decision-making process I use a model that has been constructed by Leemans and Stokmans (1991). I have adjusted this model to put extra weight on the dynamic aspects of the process. The model serves as a basic approach towards the consumer decision-making process especially designed for the market for books. 

One crucial element of this model of the decision-making process of consumers for books is the information acquisition prior to the purchase. This information can come from different sources. Sources of within the store and outside the bookstore: reviews, flyers, posters, book covers and cover texts, recommendations, weblogs, etc. These sources I will refer to as attributes of the book. I will elaborate on each attribute in paragraphs 3.5 to 3.13. Here I will focus on the different aspects and variables that can influence consumers’ choices: in- and out-store advertisement, display tables, sales effects of word of mouth (online, offline reviews and informational cascades), bestseller lists, book covers and awards. All these aspects (attributes of books) are important when evaluating the decision-making process of consumers. When consumers gather information about certain books (different alternatives) they consider the information they have acquired. Whether the consumer has planned his purchase or buys a book by impulse, has great consequences for the attributes they will use when they make their decision for a certain alternative. All these elements are useful and relevant when analyzing the consumer decision-making process for books. And will probably have great impact on their willingness to pay for the books of their decision. I will elaborate on theories about willingness to pay and bring it in relation with the decision-making process of consumers for books in chapter 4. 

3.2 Consumer decision-making process
The decision-making process of consumers for books is very complex. Various theories and methods have been developed to analyze this process. I will explain these theories shortly and afterwards develop them into a specific decision-making process, applicable for this thesis. 

The existing theories about consumer decision-making look at this process as an information processing system, the evaluation of alternatives (other books) and as a problem solving process.

Leemans and Stokmans (1992: 26) have developed a linear consumer decision-making process for consumers of books. This model is an hierarchical model. Different levels or steps are taken in a particular order in the decision-making process for books:
1. Problem recognition

2. Information acquisition

3. Information evaluation

4. Choice

5. Purchase

6. Post-purchase evaluation

Source: Leemans and Stokmans, 1992: 26.
In the first phase of this model a problem is recognized by the consumer. He or she is in need of a new book to read, to purchase or just to possess. There is room and desire for a new experience. To solve this problem the consumer will start to collect information about different products (i.e. books). In this search the consumer looks for information about possible alternatives and their attributes
. I will elaborate on the attributes of books later in this paragraph. 

The search for information starts with an internal search for information: ‘The initial step is an internal search within memory to determine whether or not enough is known about alternatives to permit some kind of choice.’ (Leemans and Stokmans, 1992: 27). When it turns out that the internal knowledge is not sufficient to make a choice, external sources of information will be sought, like for example reviews, articles or friends and relatives (the information acquisition, step 2). In the third step of this model the information that has been acquired for various titles is evaluated. In this evaluation, the consumer weights the overall evaluations of the alternatives; these overall evaluations are based on multiple attributes. The evaluation process can be viewed as a utility maximizing process and ‘the subjective expected utility can be considered as the extent in which buying and consuming a particular title satisfies a need (Leemans and Stokmans, 1992: 28). This means that the consumer evaluates all different attributes of the alternative books that are a possible option for the purchase. The books with the most promising attributes, or the attributes that fit the wishes of the consumer best are most likely to be chosen for an actual purchase. From the third phase a choice for a particular book may follow. Though, this is not always the case: it is a possibility that none of the books that are considered in this process fulfill the standards of the consumer; meet the desires of the consumer. In that case the third phase starts all over again. It may also happen that a choice for one particular book follows from the evaluation phase, but that other factors change the outcome and result in an alternative choice (like the unavailability of the desired book) (Leemans and Stokmans, 1992: 30).

This is a simple linear model that is of course not applicable to every consumer or for every purchase. The information acquiring phase is a very complex issue and it can not be rightfully captured in this linear model. The model has been adapted over time, and the importance of the different phases has been discussed. For example the information acquisition phase is argued to be an ongoing search for information, not limited to a particular period (Leemans and Stokmans, 1992: 31). Consumers continuously acquire information, and therefore build up a great source of internal knowledge. This information source provides a more reliable reference for future purchases. Consumers for books acquire this kind of knowledge every time they read a review, visit a website or visit a bookshop. This ongoing search for information is not expressed in the simple model. Besides this limitation of the model, the influence of other people (like relatives and friends) is not visible in this model either. Other people have a great influence on the decision-making process of consumers for books as well. Consumers are likely to follow actions of people with great authority (like Oprah’s Book Club causes great sales boosts for books that are promoted in this book club). I will elaborate more on the influence of other people on the book choice of consumers in paragraph 3.11.  

To make these issues explicit in the model I have adjusted the model of Leemans and Stokmans. The model I composed below represents the dynamic process of decision-making clearer. 
Figure 3.1: Decision-making process of buyers of books. 
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Figure 3.1 is based on the model that Leemans and Stokmans (1992: 36) have constructed.
This process is called the iterative decision-making process (Leemans and Stokmans, 1991: 490). It is recognizable by its dynamic character (different feedback loops from different ‘phases’). In this dynamic process, Leemans and Stokmans argue that the consumer does not seek the optimal choice but they use simplifying decision rules. Since the supply of books is so enormous, consumers can never evaluate all alternatives completely. Besides this, the ‘sequential information structure regarding books makes it almost impossible to select the best alternative’ (Leemans and Stokmans, 1992: 35). This means that the information that is available to consumers changes rapidly. New information may change a consumers’ preference towards one book towards another. 
In figure 3.1 the dynamic process of information acquisition and information evaluation is displayed. The first phase remains the same, the problem is structured: a person is in need of a new book or in need of a new experience. The second phase has been made more dynamic: the information acquisition phase has been displayed as a dynamic and ongoing process. The information acquisition is not limited to a particular time period but takes place during the decision process. It is a continuous process of information acquiring, evaluation, acquiring new information and discussing that information with acquaintances in the referential process. The judgments of the acquaintances are added to the built up bank of information. It might be better to not speak of phases in this context anymore, since that implies a linear structure. 

Eventually a decision is made: a choice for a book follows from the gathered information. But, this choice first needs to be filtered through the external factors (is the book actually available, etc.), before the actual purchase can take place. If the external factors are prohibiting the consumer to implement his choice, an other choice from the alternative titles in the information bank follows, which probably fits the wishes of the consumer second best. After the book is bought it is evaluated in the post-purchase ‘phase’. Here the expectations are compared with the actual performance of the book: ‘This comparison determines to what extent an optimal choice has been made’ (Leemans and Stokmans, 1991: 492). The information that is won by the experience of the book is added to the information bank of the consumer: I (don’t)like this genre, I (don’t) like this theme, I (don’t) like this writing style, etc. This is displayed in figure 3.1 by the line leading back from post-purchase evaluation towards information acquisition.

3.3 
Attributes of books and consumer information acquisition

Now that I have described the decision-making process of the consumer of books I want to zoom in on the information acquisition process and the actual choice of consumers. For this purpose I will now focus on the theory of book attributes. In paragraph 3.2 I already gave a definition of the term ‘attribute’. Attributes are aspects of books that are evaluated during the information acquiring by consumers. We can divide attributes of books in objective characteristics of a product and the consequences of these characteristics (Leemans and Stokmans, 1992: 37). The characteristics are measurable for each book and the consequences differ for every consumer and are therefore hard to measure. 

The objective characteristics are also referred to as intrinsic attributes of the book. With these objective attributes not only size, price and cover are meant but also the actual content of the book, the genre or theme, the design and writing style of the author. The attributes can therefore be regarded as indicators of (the lack of) quality (Leemans and Stokmans, 1992: 40). In the information search these attributes are compared for every book that is considered to be purchased. In table 3.1 I will show the different attributes that are identified in the consumer decision-making process in an experimental research by Leemans and Stokmans (1991). In this research the authors simulated the consumer decision-making process of books by having respondents dividing a pile of books into two piles: one pile of books that they would definitely not buy and another pile of books which they might want to buy. This dividing into two piles is called the elimination phase. In the table is shown what percentage of the respondents used certain attributes in this phase. In the comparison phase the respondents were asked to select one book from the pile of books which might be bought (Leemans and Stokmans, 1991: 494). The table also shows the percentage of consumers that used a particular attribute in this phase.

	Table 3.1: Percentages of attributes used in the elimination or comparison phase (n = 50) 

	Attribute
	Elimination phase (%)
	Comparison phase (%)

	1.   You know/ don’t know the author of the book
	100
	66

	2.   You are familiar with the author’s work
	100
	64

	3.   Genre
	100
	72

	4.   Theme
	96
	74

	5.   You know what to expect from this author
	96
	58

	6.   The book has an interesting theme
	92
	44

	7.   Style of writing
	84
	62

	8.   The book was recommended by friends or relatives
	82
	24

	9.   You know what the story is about
	80
	44

	10. The book was reviewed in a literary section
	78
	28

	11. Unclear what the book is about
	78
	0

	12. The book gives a gripping description of people or relations between people
	72
	44

	13. Entertainment book/ A pleasant read
	72
	42

	14. Difficult or easy to read/tough going
	70
	36

	15. The book has great depth/ substance is too simple
	70
	40

	16. The book was written by a famous author
	68
	28

	17. The book belongs to women’s or minority literature
	66
	10

	18. The book The book broadens the mind
	62
	34

	19. The appearance of the book
	58
	24

	20. The book is not written in Dutch
	58
	2

	21. Good or bad author
	58
	16

	22. The book is humorous/funny/satirical
	56
	12

	23. Exciting book
	56
	22

	24. Saw the author of the book on television
	54
	18

	25. The book is easy to read
	54
	24

	26. Cover
	52
	14

	27. The book is written in a beautiful style
	52
	64

	28. The price of the book (expensive/cheap)
	50
	16

	29. The theme of the book links up with the respondent’s own experiences; it is recognizable
	50
	14

	30. The book gives a good picture of history or the future
	50
	20

	31. The book was written by an author with an international reputation
	48
	20

	32. Literary book
	46
	20

	33. The book or its author received an award
	46
	2

	34. The book is a literary classic
	44
	4

	35. Book suitable for work or study
	42
	8

	36. Typical holiday book
	40
	18

	37. Title 
	40
	2

	38. It is a topical book
	36
	22

	39. The book is representative of an important trend in literature
	34
	4

	40. You can finish it quickly
	34
	20

	41. Book is suitable for reading in bed
	34
	22

	42. Too long/Long
	34
	12

	43. It is one of the best books by the author
	32
	4

	44. Saw the film/TV series
	32
	2

	45. A complex book
	30
	10

	46. The book gives a good picture of modern times
	30
	20

	47. Curious about the author or book
	30
	12

	48. The book is value for money
	28
	12

	49. The book belongs to a popular genre
	24
	12

	50. Good publisher/series from a publishing house
	20
	0


Source: H. Leemans and M. Stokmans (1991). ‘Attributes in choosing books.’ In: Poetics(20): 501.

This research gives great insight in the actual decision-making process of consumers of books and what attributes they use most. Actors in the book industry can use this information to focus on specific attributes in convincing consumers to buy their books. 

Though it has a great disadvantage to be conducted in an experimental way. The selection of books the consumers had to choose from was already selected by the researchers and therefore this experiment is not a great simulation of a realistic situation. The results of this research are useful though it must be acknowledged that no consumer is identical: large individual differences between consumers can be expected when conducting a research like this. 

The actual choice of a book with certain attributes is reached in different possible manners. These manners are decision rules or evaluation strategies. These strategies describe in which way consumers use attributes to eliminate alternatives and to select their choice. I will briefly discuss some decision rules and evaluation strategies as put forward by Leemans and Stokmans (1992: 41). In this list I compared the lexicographic rule and the elimination by aspect since they represent both a decision process in which alternatives are evaluated on the most important attributes (selected by the consumers’ preferences). The different evaluation strategies or decision rules represent the behavior of consumers using different attributes to compare alternative titles. The rules give a great insight in the thinking of book consumers. 

1. Affect referral; in this evaluation strategy hardly any information is processed, mostly used at impulse and repeat buying. The decision follows from an affective reaction to one product. This strategy is rarely used in the book industry since most of the consumers are no repeat buyers (no one buys the same title twice for himself) or impulse buyers. 

2. Dominance rule; here a consumer ‘chooses the alternative which is better on at least one attribute and not worse on the remaining attributes’ (Leemans and Stokmans, 1992: 41). 

3. Conjunctive rule; minimum standards are set for the alternatives; if an alternative does not passed by the alternatives they are eliminated. This process is repeated until one alternative remains.

4. Disjunctive rule; here a decision is made on the basis of (extremely) positive scoring of one attribute. This alternative is selected without regard to other attributes or alternatives. 

5. Sequential elimination; alternatives are eliminated by considering one attribute at a time  (no specific order of the attributes)

6. Lexicographic rule or elimination by aspect; attributes are ranked on the basis of their importance. Alternatives are first compared on the most important attribute.

7. Additive difference; The differences between two alternatives are determined by the sum of all paired comparisons of alternatives. This means that the alternative with the lowest score on different attributes compared to another book is eliminated. The book with the highest score remains in the process and is compared with another book. This process repeats until all alternatives are compared and a winner is selected. 

The above standing decision rules are not applicable for every purchase. Other decision rules or combination of these decision rules are also possible. But this theory gives a great insight in the manner in which consumers actually use the gathered information. 
3.4  
Planned, semi-planned and impulse purchase behavior

Some consumers have already decided what product they want to buy when they enter a store. The information they have acquired during the decision-making process comes mostly from other sources than within the store. They use out-store advertisement information, reviews, recommendations, etc., to make a decision from possible alternatives, without using in-store information. When they enter the book store the decision-making process has already taken place and a choice has been made. Consumers with a planned purchase can also enter a book store when their decision-making process is still active, no outcome has yet been achieved. When they enter the store they search for more information about different alternatives (for example by looking at covers, asking book sellers for recommendations, reading cover texts and sampling through the books) and use that information for their decision-making. Though they do not need to make that decision in the store at that moment. The information that is acquired in the store is added to their bank of information and evaluated for future decisions. The decision-making process continues after the visit to the book store when no decision has yet been made. When a consumer revisits the store or another store and buys the book of his choice the decision-making process of this planned purchase ends. 

Another form of purchase-behavior can follow from the visit to the bookstore as well. Cobb and Hoyer (1986) point to this purchase-behavior as impulse or unplanned purchasing. The decision to buy an item is then made in the store. Impulse behavior is defined as: ‘a buying action undertaken without a problem previously having been consciously recognized or a buying intention formed prior to entering the store’ (Cobb and Hoyer, 1986: 385). The decision-making process begins and ends for these type of purchasers in the store, but it could also have started earlier. The problem recognition could already have taken place outside the store. A planned purchase can also turn into an impulse purchase if the planned purchase is obstructed for example when a book is sold-out or not available for another reason (Floor and Van Raaij, 2006: 509). Cobb and Hoyer (1986: 390) have tried to assess the extent of planning which occurs prior to entering the store for both product category intent and specific brand intent. They conducted this survey for two common grocery products, but their methods might as well be applied to other sectors, like the book industry. 

Kollat and Willett have developed an intentions typology, consisting of five major stages of planning that exist before entering the store environment (Cobb and Hoyer, 1986: 389):

The intentions of the consumer include: 1. both product category and brand; 2. product category only; 3. product class only; 4. general need recognized; and 5. general need not recognized. This division in five stages allows for a refined view on the extent of planning purchasing behavior. In the first stage, when both product category and brand (author and title) have already been decided, the purchase is a fully planned one. In the second stage, the desired product category is known to the consumer. The consumer knows for example of which author or which theme he wants to purchase a book. In the third stage the consumer knows from what kind of genre (fiction, non-fiction, literary, nature, crime, cooking, etc.) he wants to buy a book. In the fourth stage the consumer knows that he wants to buy a book and in the fifth stage the need for the book has not yet been recognized by the consumer. Three general levels of purchase planning can be identified from these five stages:

1. Planned purchase

2. Semi-planned purchase

3. Impulse purchase

The planned purchaser uses mostly out-store information, the impulse buyer uses mostly in-store information and the semi-planned buyer uses both. The planned purchaser knows the specific book he wants to buy (the author and the title). The semi-planned purchaser knows the product category he wants to buy a book from (i.e. genre, theme or author). The impulse purchaser does not know that he wants to buy a book yet when he enters the store, or he knows that he wants to buy a book, but not from which author, genre or theme. 

3.5
In-store versus out-store communication 

A book store can use different kinds of promotional communication towards the consumer. The two main groups of communication are in-store and out-store communication. A bookstore can use posters, flyers, banners, display windows, staff, the interior design, book covers, book cover bandages, catalogs, flags, boards, stickers, signs, promotional material to draw attention to specific books on the book shelves, signing sessions, top-10 (or 20) and even spotlights or a red carpet can be used to draw the attention of the consumer to specific books within the store. Outside the store other measures are needed to draw the attention of the consumer (Floor and Van Raaij, 2006: 515). Sources of out-store communication for book stores and publishers are: reviews, interviews with authors, pre-launches, flyers, posters, advertisement and advertorials (advertisement in the disguise of a regular article), TV and radio shows and commercials and last but certainly not least: word of mouth: information from friends and/or family. When consumers evaluate different alternative titles for a purchase they evaluate the information about these alternatives. Consumers build up this information from both in- and out-store communications. 

3.6
In-store: Display tables

A special form of in-store communication is the display table. Especially in the book store this form of communication has a great impact on consumer behavior. There are certain types of display tables in use: the island display (in the middle of an aisle); the head display (at the beginning or end of a book case); a bookcase display (extra attention is pointed to a book in a bookcase, for example by attaching promotional material to a bookcase) and a cash desk display (a display close to the cash register) (Floor and Van Raaij, 2006: 513). In bookstores the most common display are the cash desk display and the island display: just a table with specific books on it to draw extra attention to these titles where consumers can walk around in all directions. The function of a display table is to generate extra revenue for specific titles. A great disadvantage of the display is that the attention is drawn away from the bookcase where the book first stood; other titles of the same author receive less attention (Floor and Van Raaij, 2006: 513). Another function of the display table is to generate a certain image for the 
bookstore; the bookstore chooses which titles get extra attention and therefore the selection also says something about the bookstore. If all display tables are filled with books with a certain price action attached to it (three books for the price of two for example) then the store might get a discount reputation. If most of the display tables are filled with popular titles this also has its influence on the reputation of the store. It is important for the book store to find a balance between popular, highbrow titles and discount titles. Some stores choose to have a separate discount department (‘ramsj’ books) to not draw away attention from other titles. 

Stokmans and Hendrickx (1994) have studied the attention that consumers pay to new book releases on a display table. They expected that occasional and regular buyers differ in the attention paid to books on a presentation table and if the purchase was planned, semi-planned or an impulse purchase would also influence the attention paid to display tables. In the bookstore there are two possible ways of presenting a book: on a display table or on a bookshelf. It is therefore really useful for a bookstore to know what percentage of the buyers uses the display tables as main factor in the decision-making process. Because of the enormous amount of titles that are available in bookstores, not all titles can be put on display tables. Most of them are put away on bookshelves, where only the spine of the book is visible. When a book is placed on a display table the chance that it is noticed by consumers is increased greatly. It could be argued that occasional buyers pay more attention to display tables than regular buyers since occasional buyers do not have the extensive knowledge about available book titles as regular buyers do. Stokmans and Hendrickx argue in this context that occasional buyers can be expected to pay more attention to display tables. But it can of course also be argued that regular buyers pay more attention to display tables since they are already aware of the supply of books in the store and they are more oriented towards new releases (Stokmans and Hendrickx, 1994: 188). 

The result that followed from this research is that there is no difference between regular and occasional buyers in the extent to which they pay attention to display tables. Though, the extent of planning a purchase has influence on the attention paid to display tables: regular or occasional buyers with an intention to buy a specific title admitted more frequently that they are usually influenced by books presented on a display table (Stokmans and Hendrickx, 1994: 194). This means that people that visit book shops, whether they are regular or occasional buyers, with a specific intention to buy a book, are more likely to spend more time on new releases presented on a table than buyers without such an intention (Stokmans and Hendrickx, 1994: 196). This result is pretty contradictory to expectations: one would expect people that enter the store without a particular intention to buy a book, to pay more attention to display tables since they benefit more from the fact that these titles are given more attention to by the book shop since they do not know what title to buy yet. But, since the research of Stokmans and Hendrickx points in the opposite direction, one might expect people that pay attention to books on a display table (i.e. choose a book from a display table) to be willing to pay more for that book, since this population mainly consists of buyers with a specific intention (planned purchasers) is long time confronted with the information about the title.

3.7 In-store: The effect of book covers

The cover of a book has an important communication function towards the consumer. The cover of a book is like the packaging of other products. For other products great amounts of money are spent to create a package that distances the product from the other products of the same category: to attract the attention of the consumer. A book has its cover to communicate a small piece of its content to the consumer. To make a distinctive cover is important to draw the attention of the consumer that does not always have a great motivation to read all cover texts and to evaluate all covers thoroughly before making a decision. When the consumer notices the book cover and gets a clear image because of the cover of what the book is about, this might be a drive to pay closer attention to the book (Piters, 2000: 6). Therefore, it is important to know if people buy a book solely based on the cover or not. Obviously the cover of the book has an important job of attracting the attention of the consumer. But it is interesting to investigate to what extent the consumer uses the cover to make a decision. If consumers purely make their decision based on the cover of a book, it is more profitable for a book store to put all books on display tables than on bookshelves. Ronald Piters (2000) has done a research concerning the cover of books. Front covers are an important source of information in the information evaluation (evaluation of alternatives) of the consumers’ decision-making process. During this evaluation ‘the front cover plays an essential role in categorizing a book and in deciding whether or not the book is attractive’ (Piters, 2000: 125). The general thesis of the book is that a book cover communicates to which genre a book belongs. It is of course very hard to determine which characteristics a good cover should have. Individual preferences play a huge role here. Every consumer has a different taste and will be attracted by different book covers. Piters argues that the book cover indicates the first stage of information processing in the decision-making process: ‘we first need to know the category of the products we perceive before we can tell whether they are attractive enough to process them further.’ From the research followed that ‘the consumer of fiction is able to distinguish between major categories of the book supply, literature, mystery, and romance on basis of the cover, irrespective of reading frequency or genre preference’ (Piters, 2000: 127). 

3.8 In- and out-store: The sales effect of word of mouth
In this paragraph I will analyze the effects of word of mouth on book sales. Word of mouth is believed to have a significant impact on sales of all types of cultural products. Extensive literature is available about the effect of word of mouth in the movie industry (for example Moul, 2006 and De Vany & Walls, 2004) and in the record industry (for example Moe and Fader, 2001). A recent paper written by Jonathan Beck (2007) analyzes the sales effect of word of mouth for novels in Germany. This paper provides us with some theory about the effect of word of mouth in the book industry. According to my opinion, word of mouth effects influence consumers-decisions for books greatly. 

When books enter the market, the sales numbers often show a hump-shaped pattern where sales increase for a while (Beck, 2007: 6). Graphs of sales numbers show a, at first sight, random peaking line. In the first weeks of the publication of a novel sales numbers peak and after that first weeks, decline rapidly. Though, for some novels, the sales numbers peak again and again after few weeks. For some titles this effect is stronger than for others. A popular explanation for this hump-shaped sales graph is product-specific word of mouth among heterogeneous buyers: ‘an impressive novel can lead some readers to be enthusiastic promoters vis-à-vis potential buyers, such that sales increase for some time after the title’s release’ (Beck, 2007: 6). 

The underlying thoughts of word of mouth are important to understand its effect. One basic element of word of mouth is authority. Books are experience goods, a consumer does not know what to expect when making a decision for one particular book. This consumer has a strong need for an authority to help him with his decision. This authority can come in the form of a critic (reviews) or in the form of an acquaintance. Often consumers rely on the opinion of others who already have experienced a particular good (book) to make their decision. 

The authority of others can be based on cognitive, expressive or aesthetic aspects (Noordman, 2007: 45). A person can have great knowledge about a certain cultural field (for example books), certain authors or a certain publisher. Here the authority is based on the cognitive aspect of a person (his knowledge). The person is often a literature critic. Another option is that the person possibly choosing one particular book is from the same social subculture as a person that has already read that particular book. In order to stay member of this subculture the first person needs to read the same book as the latter ‘elite’ in the subculture. One can not stay behind and needs to read the book. This is called the expressive aspect, which is based on the prestige of the elite in a subculture (Noordman, 2007: 46-47). A third possibility is taste: persons that share the same taste concerning a certain book genre or books in general often talk about books that they have read. In this situation the one person is likely to trust the taste and choice of the other. They are likely to follow each others decisions (Noordman, 2007: 46-47). 

Authority thus has a great impact on the effect of word of mouth. The more authority a person has, when recommending books to other persons, the more likely other persons are to read the book as well. A great way to start word of mouth in the book industry is by inviting high prestige people to opening nights of movies theatres and other theatres. The book publisher can send copies of the book to persons that have a strategic position in the field (like critics or television presenters). Once these persons have become enthusiastic about the product, sales numbers will rise as a consequence of their recommendations to other persons, as well in a public sphere (on television or in a newspaper) or in the private sphere (in for example a private conversations). 

Jonathan Beck (2007) has developed a model to estimate the overall sales effect of word of mouth for a book title. He argues that the particular high humps in sales numbers graphs (as I mentioned earlier) are due to the combined effect of a demand shock. Here the demand suddenly increases greatly due to for example a television show that promoted the book or the author (Beck, 2007: 8). His model provides a tool for publishers to make an ‘ex-post’ estimation of consumer segmentation for a particular hardcover edition. Publishers can adapt their marketing strategies regarding later editions of the book as well as for future titles written by the same author (Beck, 2007: 21). In his model Beck describes two distinct buyers: independent buyers and buyers that are influenced by word of mouth: ‘As a result of this form of buyer heterogeneity, the model has the realistic property that the lack of word of mouth leads to unambiguously lower sales’ (Beck, 2007: 7). In his model Beck assumes that these different groups of consumers influence each other. First innovators adopt because of intrinsic motivation to buy the book. This group is also pointed to as influentials: ‘they may act as promoters vis-à-vis other buyers’ (Beck, 2007: 9). The second type of buyer is the ‘imitator’, which only buys a book ‘after being informed by word of mouth from at least one infuential’ (Beck, 2007: 9). This does not need to take place in personal contact: imitators can also just observe the action of an influential reading the book and get interested in the book because of that. The model of Beck assumes that not all influentials buy the book in the first weeks after the release. Therefore the humps in the sales numbers graph arise. The more authority an influential has, the higher the hump is expected to be. 

To conclude: word of mouth plays a huge role in the book industry. The theory provides an explanation for the hump-shaped sales numbers graphs for book titles. Though not a lot of literature is available for the book industry, Beck (2007) provides some useful theory for this sector. 

3.9 Out-store: Sales effect of offline book reviews

As mentioned above, one form of word of mouth is a book review. In a book review an influential (expert reviewer) gives his opinion about a book hoping to influence imitators. Extensive research has been conducted in measuring the effects of reviews on products with uncertain quality (for example Reinstein and Snyder, 2000). The effect of reviews on sales numbers of movies has also been investigated widely (for example: Basuroy, et al. 2003 and Eliashberg and Shugan, 1997). 

The effect of reviews in particular for books has been investigated by Alan Sorensen and Scott Rasmussen (2004). To estimate the effect of offline book reviews the authors analyzed the impact of New York Times book reviews on the sales of 175 hardcover fiction titles that were published between the years 2001 and 2003 (Sorensen and Rasmussen, 2004: 2). They distinguished from the pile of reviews the negative and positive reviews to analyze the differences of positive and negative reviews on book sales. Since there exists an obvious bias: only reviewed books are analyze in this research, the authors came up with a solution for this problem. They analyzed only the reviewed titles by the New York Times book reviews and measured the outliers in sales in the week immediately following the publication of the book review. In addition to this they investigated whether this outliers are larger for positive reviews than for negative reviews. The result that followed from this investigation is that positive as well as negative reviews have a great impact on the sales numbers of books: ‘a positive review generates a 62,9 percent increase in demand, whereas a negative review leads to a 34,4 percent increase’ (Sorensen and Rasmussen, 2004: 9). Consumers are more influenced by a positive review than by a negative one, but both have great impact. The authors offer an explanation for this deviation; the editors of the New York Times might publish positive reviews more conspicuously in the news paper: they place them in more prominent places in the paper, so that positive reviews are always more likely to be read by consumers than negative reviews. 

For the increase in sales after the release of a negative review the authors offer an explanation as well: ‘the results are consistent with the idea that an important role of reviews is simply to inform consumers (either of a book’s existence or of its characteristics’ (Sorensen and Rasmussen, 2004: 10). 

This research is solely focused on the book market in New York, and particularly focused on one source of reviews (the New York Times), so it is hard to generalize its results. Though, I think it is safe to say that in general negative as well as positive reviews have a positive effect on sales numbers of book titles in the Netherlands as well. 

3.10 Out-store: Sales effects of online book reviews 

In a research conducted by Judith Chevalier and Dina Mayzlin (2006) the effect of online reviews on sales numbers has been examined. In this research the authors tried to analyze the causality of word of mouth effects on sales numbers. They argue that earlier researches have identified a correlation between sales numbers and word of mouth but they did not succeed to identify the causality between these two variables. The methodology of the research of Chevalier and Mayzlin is described as follows: ‘By focusing on the differences between the market share of the book at the two sites [Amazon.com and BN.com], we are able to control for shocks to word of mouth and to sales that are common to both booksellers and, instead, focus on the idiosyncratic shocks alone’ (Chevalier and Mayzlin, 2006: 346). Doing this they are able to filter out other influences on sales numbers (like advertising) and they can focus on the net effect of online reviews on the total sales numbers. For this purpose they compared the star ratings (on a five stare scale) of consumers on these two websites. On average the reviews are significantly more positive on BN.com than on Amazon.com. This, and the fact that customer populations at the sites differ in their preferences might cause a bias in the results of the research. But nevertheless the results give insight in the effect of online reviews on the sales numbers of books. Even though this research is focused on internet sales of books (via two websites) the results are relevant for book sales in stores in the Netherlands as well. The results can not be generalized that easily since it is only focused on two websites. But it provides a stepping stone for future research on the effect of (online) consumer reviews on book sales. 

Chevalier and Mayzlin found that the 1 to 5 star rankings on the websites affect total sales numbers of books. An increase in average star rate for a book on Amazon or BN.com causes a higher share of relatively Amazon or BN.com over time as well (Chevalier and Mayzlin, 2006: 352). Also the number of reviews on the site is associated with a greater relative share of the book on Amazon. For BN.com this is not the case: ‘an increase in the number of reviews at Amazon relative to BN.com continues to improve sales at Amazon relative to BN.com […] Our regression estimates suggest that the relative market share of a book across the two sites is related to differences across the sites in the number of reviews for the book and in differences across the sites in the average star ranking of the reviews’ (Chevalier and Mayzlin, 2006: 353). In the light of this thesis online reviews provide useful information for consumers that are planning to buy a particular book. They let themselves be guided by these reviews and if these reviews are mostly positive the desire to read the book for the consumer grows. On average I expect consumers that chose books because they have read online reviews, to have a higher willingness to pay for that book. Leading to the following hypothesis:

3.11 Particular issue: Informational cascades 

A special form of word of mouth is herd behavior amongst consumers of books. Herd behavior theories can give insight in the behavior of consumers of books. It can provide a reason why people choose a particular book. I will explain how the informational cascade can provide insight in consumer behavior in the book industry in the second part of this paragraph. I will start with providing some general theory about informational cascades. 

In all sectors of the economy informational cascades can occur. These cascades are a possible explanation for the herd behavior of consumers in the cultural sector as well. People tend to buy products or to visit productions that have already been bought by a lot of predecessors. 

The most common definition for an informational cascade is the following given by Welch: ‘An informational cascade occurs when the information implicit in predecessors’ actions is so conclusive that a rational follower will unconditionally imitate them, without regard to information from other sources. […] cascades often spontaneously develop on the basis of very little information. People converge upon one action quite rapidly, and their decisions are idiosyncratic’ (Hirshleifer, 1994: 4). This last means that informational cascades are fragile: little is needed to completely change the cascade. This fragility is caused by the fallibility of cascades: ‘If some people have more precise signals than others or if public news is revealed at a later date, or if the relative desirability of adopting versus rejecting [the actions of predecessors] changes, then cascades can easily be broken’ (Hirshleifer, 1994: 11). In this model people are completely ignoring their own information. As Hirschfeiler points out, this ignorance of the private information is not a foolish action to take; individuals just take the accumulated evidence of the predecessors’ choices as prove for the ‘right decision to make’ even if these actions strike with the private information (Hirshleifer, 1994: 4). 


Cascades have to do with decisions. Decisions to smoke or not to smoke, to go to this restaurant or the other, to buy organic food or not, to buy this book or the other. People need information about the products to make their decision. And often they decide with help of the decisions of predecessors in the process. Individuals solely base their decisions on predecessors’ actions and ignore their private information. They are triggered by small amounts of information. This causes informational cascades to be a fragile type of herd behavior (Bikhchandani, 1998: 19). Small changes in information provision can cause great differences in the behavior of consumers. In the book industry, information plays a large role as I have described earlier. 

The simplest model of the informational cascade has been adjusted a little over time. Hirshleifer has described a deviation from the model with regard to the information that people possess at the time they make their decision. In this adjusted model, the successors of early decision makers do not only take the previous actions into account, but they are also able to observe the previous information signals. This makes the outcome of the informational cascade less fragile and less uniform (Hirshleifer, 1994: 10). Using this model we can imagine a situation where multiple cascades for the same product or issue occur simultaneously. With this model we can explain deviant behavior, and for example the decision of non-smokers to not smoke and another group of people that does decide to smoke. 

3.11.1 Informational cascades in the book industry

In the book industry all publishers hope to produce a bestseller. Books that are read by a lot of consumers are good for their sales numbers of course. The trick is to get a high-prestige person, like a 
reviewer or a television celebrity to read your book and to release public information about their opinion. In the classical theory about the informational cascade the decision people have to make is usually a decision between two options: to buy car A or to buy car B, to smoke or not to smoke, to drink or not to drink alcohol, etc. Yet, this two-folded division is clearly not always the case in practical life. Regarding consumer decisions, most of the time an individual can choose between numerous alternatives. Yearly over 300.000 titles are published in the Netherlands alone. The total supply of books is even more: the release titles of last years accumulated. Consumers have choose their purchase from all these titles. 

In the book industry a huge amount of informational cascades are occurring simultaneously. The decision for the consumer here is to buy the book (positive outcome) or to not buy the book (negative outcome) with a 0,5 probability for each possible outcome for each title. For books the informational cascade for buying the book will challenge the informational cascade for not buying the book and the positive cascade has to be big enough to form a bestseller (to get a lot of readers to buy the book). For other titles, that are not bought frequently, the negative informational cascade prevails. When people are confronted with the book they will follow the decision of their predecessors without regard of their own information. Of course it is not all that black and white. People choose books for numerous of reasons (as has been described earlier). The recommendation of others is just one possible reason to buy a book. And above this, they will not blindly follow the decisions of predecessors: they will build up a little information on their own, because books are experience goods. Consumers do not know if they will like a book, solely because 900.000 predecessors have bought the book: most times they want to know what the book is about.

I will now describe one example from my personal experience. During my work in a bookshop in Rotterdam, one day an enormous amount of people came to buy the book ‘The Secret’, written by Rhonda Byrne. The book had no cover text, so it was not really clear to me what the book was about. For a couple more days, more and more copies of the book were sold. I started to wonder why these people were all so interested in this book. So, I decided to buy the book. And I read it. And really didn’t like it. I wondered why the book became a bestseller when it has no real enlightening new content. But then the truth came out: a costumer told me that the book had been on The Oprah Winfrey show. Now I knew why the book was such a success. All the purchasers of the book had followed the action of Oprah purchasing the book. They saw on the show that she recommended the book, and thus they bought it. This is a classical case of an informational cascade, triggered by an high-prestige individual of whom people tend to believe she makes well-informed decisions. But this cascade is actually fragile: when Oprah had chosen another book to promote, the watchers of her show would have run en masse to the shop to buy that book. 

Another example from practice is the book ‘De Vliegeraar’ written by Khaled Hosseini. This book had been a bestseller before it had won a prize, before it had been reviewed and before it had been recommended by other high-prestige individuals. Probably, the mouth to mouth marketing phenomenon (Noordman, 2007:45-55) played a very large role. People talking about and recommending the book to each other triggered a great informational cascade. Eventually Hosseini has won numerous of awards throughout the world, was on top of every bestseller list. The physical positioning of the book in the bookstore has great effect too. Booksellers have to decide how many of the books they would like to order. When they order a pile of the book and place it in the middle of a path or in the centre of the shop, the book is likely to get a lot of attention by consumers. This is some kind of implicit recommendation of the bookseller and bookshop to the consumer and this will have its effect on the sales numbers of the book. Though, one could question the causality of all factors influencing consumers’ decisions (Sorensen, 2006: 11). Which factor came first: a review, a place in a bestseller list, an award, high sales numbers, etc?

3.11.2 Negative information
It is also possible that an informational cascade has a negative effect on sales numbers. For example when a high-prestige individual has caused a negative cascade to start because of a bad review on television. As I discussed before, cascades are fragile. As Bikhchandani, Hirshleifer and Welch put it: ‘Once a cascade has started, further adoptions are uninformative. Thus conformity is a brittle. The arrival of a little information or the mere possibility of a value change (even if the change does not actually occur) can shatter an informational cascade. […] Intuitively, cascades aggregate the information of only a few early individuals’ actions. The public information thus needs only to offset the information conveyed by the action of the last individual before the start of the cascade, even if millions subsequently imitated’ (Bikhchandani, Hirshleifer and Welch, 1992: 1004-1006).

It is possible that consumers start buying the product and a fragile negative cascade will turn into a positive one. It depends on the depth of a cascade how hard or easy it is to bread a cascade. If there was a lot of reliable and diverse information about the book in the first phase of the cascade all pointing in the same direction (negative or positive) it will be hard to break this cascade by releasing public information with the opposite message: because all the predecessors have the same information as the pioneers. When a negative cascade is based on few information it is easier to turn it around: ‘For instance, a high-precision individual late in the sequence can break a cascade, which leads to better decisions. Public information disclosures can break incorrect cascades and eventually bring about the correct decision’ (Bikhchandani, Hirshleifer and Welch, 1992: 1009).


In this paragraph I have tried to give an insight in consumers decisions with help of the theory of the informational cascade. This theory provides a different approach towards consumer behavior. In the book industry the consumers will not blindly follow the actions of their predecessors, while they will always gather a bit of information their selves: books are experience goods and therefore experienced differently by every individual. Consumers will not know if they like the book if they have not yet experienced (i.e. read) it. Though the theory of the informational cascade does explain why and how consumers are affected by the decisions of earlier decision makers. 

3.12 In- and out-store: Sales effects of literary awards

A huge amount of research has been conducted to analyze the effects of movie awards on box office sales and sales numbers. See for example: Smith and Smith (1986), Ravid (1999), The Economist (1995), Nelson, et al. (2001) and Ginsburgh (2003). Deuchert, Adjamah and Pauly have investigated the effect of Oscar nominations and awards on movies’ financial success through estimating the effect of the nomination on weekly returns and on movies’ survival time (Deuchert, Adjamah and Pauly, 2005: 159). In their research they test two hypotheses: first, movies are subject to a word of mouth process and snowball therefore into success and, second, a nomination for or the winning of an Academy Award serves as a quality indication for potential audiences in their decision to see a movie (Deuchert, Adjamah and Pauly, 2005: 171). For this paragraph only the second hypothesis is relevant. The authors expect a nomination for or the winning of an Academy Award to give a boost to sales numbers. Their analysis suggests that the main box office effect is generated primarily by the nominations. The authors suggest that this might be a result of people taking Oscar nominations as a signal, but they attend the movies more often so they do no only visit the award winners but go to see the nominees as well (Deuchert, Adjamah and Pauly, 2005: 172). 

Some other authors have only touched the issue of prizes and awards in the book industry: Verboord (2003), Janssen (1998) and Ginsburgh (2003). But no author has recently explicitly analyzed the effect of literary awards and prizes on sales numbers in the book industry. 

Susanne Janssen (1998) has investigated the effect of sideline activities on the status of writers, and therefore indirectly on sales numbers. One may assume that winning a literary prize provides a great boost for the career of an author. Authors should be active on several fronts in the literary field to increase the possibility of attracting the attention of critics (Janssen, 1998: 277). And, when the attraction of critics is drawn, the chance of receiving a literary prize or awards obviously increases greatly. 

Marc Verboord (2003) has tried to classify authors by literary prestige. The definition for ‘literary prestige’: ‘the value assigned to authors by literary institutions such as critics and publishing houses’ (Verboord, 2003: 277). The indicators for this prestige are entries in literary encyclopedias, the winning of literary prizes, the attention given in literary studies and the status of the publishing house (Verboord, 2003: 277). This study can say something about the attention that is given to authors by certain institutions in the literary field. But if it really addresses the prestige of authors remains to be questioned: this study totally neglects sales numbers. Verboord obviously finds sales numbers unimportant in determining the prestige of an author. But sales numbers have a great deal to do with the prestige of an author, since sales numbers represent the preferences of the public (readers) and not just experts. But, this study does not say anything about the effect of awards on sales numbers, though a lot of consumers will be influenced in their decision to buy a book by the extra attention that is given to authors that have won a literary prize (Verboord, 2003: 278-279). 

Victor Ginsburgh (2003) is the author that comes closest to analyzing the effect of a literary award on the decision of the consumer. In his study ‘Awards, success and aesthetic quality in the arts’ he tried to analyze the effect of the Booker Prize for Fiction in the United Kingdom on sales numbers of novels. Though this is not his main purpose: he actually tries to measure the true quality of these novels. Therefore he analyzes the number of editions of the novels that have been published in year 11 and year 20 after the title has been selected for the Booker Prize. He assumes that consumers in year 11 and 20 have then forgotten that the book has won a prize and therefore only buy the book for its inner quality. His results point to it that winners of the Prize are not more successful than nominees, this lead to the conclusion that there is no difference in aesthetic quality between winning and shortlisted titles (Ginsburgh, 2003: 106). Though he points out that ‘contrary to what happens with movies, books are awarded very shortly after publication and do not benefit from the same amount of publicity than do movies. Therefore, I assume that here the award can predict success’ (Ginsburgh, 2003: 105). The results of his research point out that the effect of an award on the success of winners and nominees of the award is practically equal. But it remains to be investigated if this also applies to the effect on winners and nominees vs. not-nominees in general. Taking all the previous into account; little investigation has yet been done concerning the literary field. It remains uncertain what the effect is of winning a literary prize on consumer behavior and thus sales numbers of a title compared to not-winners. 

3.13 In- and out-store: Bestseller lists and consumer behavior 
The effect of bestsellers lists on consumer behavior is not that easy to research. It is obvious to think that consumers are affected in their decision-making process by these lists. Alan Sorensen tried to investigate the reasons why the publication of sales ranking may directly influence consumer behavior, in addition to merely reflecting it (Sorensen, 2006: 2). Besides reflecting and influencing consumers decisions, bestseller lists also have another effect: they might cause sales to concentrate on only few bestselling books: more than if these lists were absent. Sorensen investigated the effect of bestseller lists of the New York Times on sales of hardcover fiction titles. The results show a modest increase in sales when it fist appears on the list and ‘the increase appears to reflect an informational effect rather than a promotional effect: the effects are concentrated in the first week a book appears on the list, and they are most substantial for new authors’ (Sorenson, 2006: 3). Sorensen evaluated the distribution of sales across the different titles. He discovered that this distribution is heavily skewed: of the 1,217 books that were observed the top 12 (1 percent) account for 25 percent of total (six month) sales and the 43 titles (3,5 percent) account for 50 percent of total sales (Sorensen, 2006: 10). This skewness in sales can be expected on every book market. In the Netherlands I expect sales to be as unequally distributed among the titles as in this empirical research. 

To indicate that bestseller lists directly affect sales, Sorensen developed a method to overcome the obvious problem of the direction of the causality: books are included in the lists because they have high sales numbers, but it is not easy to infer from this correlation of being listed as a bestseller causes higher sales (Sorensen, 2006: 11). From his data analysis follows that being listed in the bestseller list of the New York times lead to 19 percent more sales than would have otherwise occurred (Sorensen, 2006: 13). From his analysis follows that sales of books increase when a book appears on the list, especially for new authors the effect of appearing on the list has a great effect on sales numbers, but the magnitude of the effect is modest in comparison to expectations. But it can be accepted that consumers decision-making processes are affected by bestseller lists. 

3.14 Conclusion

In this chapter I described the decision-making process of consumers of books in great detail. In the second part of this chapter I focused on the information acquisition process and the different sources of information. With help of Leemans and Stokmans (1992) I composed a list of all possible attributes that consumers use when choosing from alternative books. All factors and issues that arise when consumers make a decision for a particular book are described in the model of the dynamic decision-making process. These attributes are very important when analyzing the decision-making process of consumers for books. The amount of literature that is available about these elements in the book industry is quite limited. Literature about the same issues in other sectors of the cultural industry is far more extensively available. Though, this chapter is of great importance for this research: it forms one of the two pillars on which this research is based: the different elements that are used in the consumer decision-making process: word of mouth, online and offline reviews, literary awards, planned vs. impulse purchases, in-store and out-store advertising (and especially display tables), bestseller lists and book covers. The other pillar will be treated in the next chapter: consumers’ willingness to pay for books. 
Below I will sum up all variables that influence consumer decisions and their expected positive effect on consumers’ willingness to pay. The more variables have influenced the decision of the consumer, the more I expect this consumer to be willing to pay for his decision. These variables will be explicitly mentioned in the questionnaire. The main issue here is: the more a consumer has been in touch with a particular book, the more his desire to possess this book grows and the more he is willing to pay for it. In the next chapters I will elaborate on this issue, starting in the following chapter with an analysis of theories of non-market values of books and of consumers’ willingness to pay.
	Table: 3.2 Attributes of books, information aspects and consumer purchase behavior

	Physical attributes of books

	The number of pages

	Edition (hardcover/paperback/pocket)

	Other attributes

	Content (the consumer can sample through the book to gain a little insight in the content)

	Title

	Cover and design of the book

	Cover text

	Genre

	Author

	Publisher

	Price

	Part of a sequence 

	In-store Information aspects

	Flyers

	Posters

	Display tables and other central places (large piles of books in the centre of the store attract more attention than books on the regular bookshelves)

	Stickers on books (to recommend the book or to point to a nominee or winner of a literary prize)

	Bestseller list

	Discounts 

	Recommendations by a bookseller 

	Recommendations by a fried or acquaintance (in case the person recommending the book is located in the store) 

	Out-store information aspects

	Flyers

	Reviews on the Internet

	Reviews in newspapers and magazines

	Literary prizes (for the book as well as for the author)

	Abstracts on the Internet

	Information about the book on websites of bookstores

	TV shows 

	Bestseller lists

	Discount (by coupons)

	Advertisements

	Recommendation by (a) family member(s) or (a) friend(s) or a book seller

	Weblogs

	Purchase behaviour aspects

	The purchase was planned, semi-planned or impulse 

	The size of the book collection

	The number of books chosen during this visit to the bookshop

	The book was purchased for the respondent or for someone else (a gift)


Chapter 4 Research Design, methods and hypotheses

      
                         

4.1 Research aim, objectives and hypotheses

Every research needs to have certain aims and objectives to be of any use. In this chapter I will therefore focus on these aims and define the hypotheses that follow from the previous chapters. I will describe the methods I used and the variables that play a role in this research to describe how I have gathered and treated the data to obtain results. 

4.1.1 Aim
I can be very concrete about the aim of this thesis, it is: to examine the decision-making process of consumers for books in relation to their willingness to pay for Dutch general fiction books in the Netherlands. This aim practically covers the research question of this thesis. With this thesis I want to give a little insight in the opportunities for publishers and book stores. I hope eventually to be able to say that I have contributed something to the little existing (academic) knowledge and research that is available for the book sector. 
4.1.2 Objectives
The aim of this research can be separated into smaller objectives. In this thesis I want:
1. To examine the consumer decision-making process for books in the Netherlands.

2. To examine the number and level of attributes and information aspects that are used by consumers for books.

3. To examine consumers’ willingness to pay for books.

4. To compare the used attributes and information aspects with the willingness to pay for books with help of statistical analysis.

5. To compare consumers’ purchase behavior and their willingness to pay for books.

6. To explore differences in willingness to pay for income class and age and residence of the respondent (i.e. demographic variables). 

4.2 Measurement of consumers’ willingness to pay – CV method
Different manners to measure consumers’ willingness to pay have been developed. A lot of research has been done concerning the different methods (Marbeau, 1987; Gijsbrechts, 1993; Nagle and Holden, 2002 and Breidert, 2006). The two main categories of WTP studies are observations and surveys. In the category of observations often experiments are done or market data are analyzed. Measuring WTP with help of observations is also referred to as revealed preference (Breidert, 2006: 38). In this thesis I will use the survey method. This category can be split into two forms of surveys: indirect and direct surveys. For this thesis I will survey the consumers of books: a customer survey. Therefore the method I will use is the one of direct surveying. Using this method I will be able to directly ask respondents to give an indication of the amount of money they would be willing to pay for the product (the book of their choice): this is also referred to as stated preferences (Breidert, 2006: 38). 

In direct surveys, respondents are asked to give this indication themselves: they are directly asked to give an indication of a price that is acceptable for them. I will not use this method completely because this type of questioning, directly surveying willingness to pay in general, has five major flaws (Breidert, 2006: 45). I have tried to offer a solution for each flaw of direct surveying using some aspects of indirect surveying in the questionnaire:

1. The method causes an unnatural focus on price. The attention of the respondent is completely dedicated to the price and maybe the respondent loses sight of the product itself. I have overcome this flaw by dividing the questionnaire into two parts: one focuses on the consumer decision-making process and the other focuses on the measurement of willingness to pay. Automatically the focus is not only on WTP, and therefore the unnatural focus on price is less oppressing. 

2. Consumers do not have any advantage of revealing their true preferences. Some consumers might even fear that if they state to be willing to pay a higher price, that prices eventually will rise. In the questionnaire I have stated in the introduction of the survey that the respondent remains completely anonymous and the results will not be used for other purposed than this thesis. Respondents might feel soothed by these statements and they might reveal their true preferences more than if these statements were absent. 

3. And even if the respondents reveal their true preferences, their actual willingness to pay, this does not mean that this will be translated into real purchasing behavior. This flaw is difficult to overcome. Every WTP study suffers from this issue. I hope that the questions that I ask the respondent (Would you also have chosen this book if it would cost € 2,50 more than the current price?) lead to a relatively realistic reflection of consumers’ willingness to pay.

4. Directly asking for WTP is a complex and challenging task for respondents. Therefore I have used a questioning method from indirect surveying which formulates questions to indicate whether the respondent would purchase/choose the good at a certain price (Breidert, 2006: 46). When the respondent is asked to directly mention a price of which he would still buy or choose the product, a bias is likely to occur. Nagle and Holden even state that: ‘the results of such studies are at best useless and are potentially misleading’ (Nagle and Holden, 2002: 345). If the respondent is presented with a product at different prices a real purchase situation is simulated and it will likely lead to a smaller bias, and more reliable results. 

5. The perceived valuation of a product is not always stable. When consumers enter a store they are likely to expect a too high or to low price for a product. When the consumer is asked to fill in a questionnaire in which he is directly asked to state his WTP it would match the price that was expected when entering the shop. If the consumer finds out the general price that stands for the product and decides to still buy it, his WTP is adjusted accordingly (Marbeau, 1987). 

WTP is not always stable, it is likely to change during time (for example at that time in the month when salaries are deposited). I will try to overcome this flaw to approach consumers at various moment in time during one month, though for me it is impossible to conduct a longitudinal survey (Seal, 2004: 343, 344) that covers a long period of time, due to time constraints for this master thesis. A longitudinal and large scale research would give a better reflection of consumers’ WTP, though. 
4.3 Hedonic pricing method

4.3.1 Hedonic pricing method in general fields
Another method – that is often used in the housing market – which applies to this thesis, is the hedonic pricing method (HPM). This method is often used to value different aspects of goods that are individually difficult to value like houses, access to fresh water, a solution for air pollution, the value of an airport not being built next to your house, etc. The method estimates the willingness to pay of people for certain aspects of an object. In other words, the total object is being divided into smaller elements, and these elements are separately valued to explain the price for the object as a whole. In the housing sector these elements are for example: access to public transportation, the location near a park or the sea, access to fresh cold and hot water, the presence of central heating, the size of the house, the state of the house (deteriorated or newly built) and the state of the other houses in the street, located near a school, located near a shopping mall, located near a highway, etc. Various research has been conducted concerning this issue. For example, Zabel and Kiel (2000) have analyzed the demand for air quality in four states in the United States, using American Housing Survey data from 1974-1991, the Decennial U.S. Censuses, and the EPA Aerometric Information Retrieval System. Using these data, they obtained the marginal prices of air quality, estimating the pollution variables in a hedonic house price model, and the willingness to pay for air quality is estimated using these prices. 
Leggett and Bockstael (2000) have used the hedonic techniques to show that water quality has a significant effect on property values in a certain area of their country. They calculated the potential benefits from (fictional) water quality improvement and they calculated an upper bound to the benefits from a more widespread improvement (like the effect of pleasant neighbours). 

Further research has been conducted by Shanmugam (2000), a research on valuing risks to life and health in the context of a developing country (India). These values can help policy makers, international agencies and researchers in evaluating health projects in developing nations.

Dr. Haripriya Gundimeda (2005) offers the example of houses built near the sea shore and the availability of fresh water. In this case, living near the shore means a risk of not having access to fresh water as the extraction of ground water raises above a particular extent, resulting into interface between the salt sea water and fresh ground water. In this case, the salinity in ground water supplies can influence a person’s preference to live in a house near the shore or in a house with a certainty for fresh water: ‘Hence, by using data on house rent/value for different properties the contribution made by water quality to the value of (willingness to pay for) the traded good, i.e. land or house can be identified. This identifies an implicit or shadow price for value of fresh water’ (Gundimeda, 2005: 7).

I have found an example of the application of the HPM to explain price differentials based on regional origin for premium wines in the U.S. In this paper the author uses the method that is mainly used to value intangible or environmental goods, that actually are very hard to price on the market, or simply do not have a market price, to value a product, wine, for which a market price is already available. This research by Günter Schamel (2003) examines the factors behind price differentials based on regional origin of premium wines. He estimated a hedonic pricing model of premium wines sold in the U.S. He hypothesized that various quality signals affect wine prices, including expert opinions about sensory quality, maturing potential (age), and special selections as well as derived indicators that signal a high or low quality producer. The different variables that were used in this research are (Schamel, 2003: 13):

1. Price of the wine

2. Sensory quality (max. 100 points, assigned by experts)

3. Availability (number of cases made with particular label)

4. Potential (to improve with age in years)
5. Age (in years)

6. High-end quality producer (dummy variable)

7. Low-end quality producer (dummy variable)

8. Best Buy (dummy variable)

9. Special Selection, highly recommended wines (dummy)

10. Variety (wine variety)

11. Region (regional origin)
‘After correcting for variety, regional origin, and age, the data confirms that a wine’s price is related to producer quality signals, which may even negate regional effects’ (Schamel, 2003: 1-5). This means that the price of a wine is subject to the quality indication of the producer of that wine. ‘Expert quality assessments and producer quality signals (like stickers on the wine bottle) appear to have a positive impact on the prices that consumers are willing to pay for premium wines, even after correcting for grape varieties and regional origin’ (Schamel, 2003: 10).
4.3.2 Hedonic pricing method in the cultural field 
In the cultural field the hedonic pricing method is often used as an instrument to ‘measure’ the quality of an art piece or performance. Since the measurement of quality is such a complex task, the art piece or performance is divided into smaller elements to which a value is attached. 
Worthington and Higgs (2006) have used the hedonic pricing method to construct a hedonic price index for modern and contemporary Australian art. They have deconstructed the concept painting into smaller segments: the name, age and living status of the artist, the number of works sold, the size and medium of the painting, the auction house and the month and year in which the painting was sold (Worthington and Higgs, 2006: 74-78). They discovered that in general, artworks of deceased artists, larger works (in absolute terms), works executed in oils and those works auctioned by Sotheby’s or Christies in the months July or August are on average associated with higher prices (Worthington and Higgs, 2006: 78-83).
Two Dutch authors, Merijn Rengers and Olav Velthuis (2002) have used the method in their Presidents’ Prize Paper ‘Determinants of prices for contemporary art in Dutch galleries, 1992-1998’. In this paper they have analyzed the determinants of prices for contemporary art with help of quantitative data concerning prices and characteristics of over 16,000 works of art, sold between 1992 and 1998 for a total amount of over € 34 million These works have been produced by more than 2,400 artists and were sold in over 230 Dutch galleries (Rengers and Velthuis, 2002: 4). The segments of the concept ‘art piece’ that they have identified exist on three different levels: the work of art (size and material), the artist (age, sex, place of residence and institutional recognition) and the gallery (location, institutional affiliation, age). The segments that they have found to be determining the price of the art piece are: size, material, age and place of residence of the artist. These segments are strong predictors of the price of an art piece (Rengers and Velthuis, 2002: 15-22). The model Velthuis and Rengers have constructed can be used to predict art prices of works in that are offered in the Netherlands (Rengers and Velthuis, 2002: 23). Other examples of authors who have used the hedonic pricing method in their researches are: 
Singer and Lynch (1997) ‘Are multiple art markets rational?’; Valsan (2002) ‘Canadian vs. American art: what pays off and why?’; Czujack (1997) ‘Picasso paintings at auction, 1963-1994’; Candela, Figini and Scorcu (2004) ‘Price indices for artists – a proposal’; Chanel, Gérard-Varet and Ginsburgh (1996) ‘The relevance of hedonic price indices.’ 
Another example of an author who has explicitly applied the hedonic price method to the cultural field is David Throsby (1990). Throsby has used the hedonic pricing method to be able to articulate quality judgements in a proper manner. These quality judgements are inevitable in relation to the production and consumption of theatre, e.g. for the justification of subsidization. Throsby has divided the concept theatre into smaller segments in order to estimate the quality of theatre. The four main categories of segments are: source material (repertoire classification), technical factors (standard of performance, acting, dancing, singing, playing, etc. and standards of production, design, benefits to audiences, benefits to society and benefits to the art form. The list on the following page enters the division in greater detail.

For the above mentioned segments a scale classification was made, some require only a binary classification (the presence or absence of a particular segment). The different segments provide us in a set of criteria for evaluating quality judgments in the performing arts. Some of them can even be used in estimating demand and utility functions (Throsby, 1990: 81). 
The hedonic pricing method is a great starting point for researching consumers’ willingness to pay for books. The method is very useful for the book sector: I have divided the concept ‘book’ into smaller segments of which a book actually exists using this method. 

The segments of which books exist are: physical attributes (number of pages, edition, etc.), other attributes (author, genre, etc.), information aspects ( in- and out-store information aspects). These segments are mentioned before in paragraph 3.14. 
Now, I will be able to estimate the value of the different aspects and attributes of books that respondents attach to them. In paragraphs 4.4 and 4.5 I will elaborate on the operationalization of the concept book into different smaller segments. 

4.3.3 Flaws of the hedonic pricing method

Just like the direct surveying method (WTP) the hedonic price method has some flaws. The hedonic price method is data intensive. It requires a large number of respondents (observations) to be able to obtain valid results. It is of course not possible for a master thesis to gather an enormous amount of observation due to limited time resources. A second flaw is that the HPM assumes that respondents have perfect information. If respondents are not actively aware of the prices and characteristics of all the goods in the market, it is likely that WTP will vary from purchase to purchase. This makes is very hard to make a general statement about consumers’ willingness to pay for books. Third, the hedonic price method does not adjust instantaneously to changes in demand or supply conditions in the market. In a realistic situation many factors like imperfect information and transaction costs will result in the process of adjustment taking some time (Gundimeda, 2000: 10-11). 

4.4 Surveying consumers decision-making process
In the previous paragraphs I have provided a theoretical framework for the methods (willingness to pay and hedonic pricing) used in this thesis. I have stated that consumers may value some books more than the actual economic price that is charged for them. In this thesis I will try to measure this willingness to pay for books that is not expressed on the market with help of a consumer survey. But, as I have already mentioned in the introduction and in chapter 2 I will add an extra dimension to it: I want to investigate if and if so, which attributes and aspects of books influence this willingness to pay. I have composed three categories of segments of books that might influence consumers’ WTP. To repeat, the categories of segments of books are:
1. Attributes of books: 
- physical attributes: number of pages, hard cover or paperback
- other attributes: genre, cover, cover text, author, publisher; 

2. Information aspects:
- In-store information aspects: Flyers, display tables, bestseller list, recommendation by book sellers, etc. 

- Out-store information aspects: On-and offline reviews, advertisement, flyers, posters, literary awards, TV shows, word of mouth, etc.

3. Consumer purchase behavior: 

Planned, semi-planned and impulsive purchases, size of the book collection and number of books chosen during visit to bookstore. 

In table 3.2 of the previous chapter, all attributes of books, information aspects and consumer purchase behavior that are used in the survey are grouped by category, for the purpose of defining hypotheses and to make a structure for analyzing data groups: for example the relation between physical attributes, other attributes, information aspects and purchase behavior on consumers’ willingness to pay. 

4.5 Survey design
4.5.1 General structure of the questionnaire 

A questionnaire needs to meet certain requirements to be a useful tool for research. The questionnaire should not be too long, otherwise it would scare off some people. The questions need to be well and clear stated, vague questions are very hard to answer and lead to ambiguity. Moreover questions should not be leading or double-barrelled. Questions should be neutrally posed and not lead the respondent to a certain answer, for example questions starting with ‘Don’t you agree that’ or ‘Isn’t it the case that’ (Seal, 2004: 171-172). Besides these general requirements, the order of the questionnaire is an important issue as well. It can be stated that the order of the questions in the questionnaire can influence the answers and the response rate, e.g. the outcome of the research. Personal opening questions, of which the answer might be sensitive, or difficult questions of which the respondent does not know the answer, might make the respondent reluctant to carry on (Seal, 2004: 170). That is why I have chosen to place the personal, demographic, questions at the end of the survey. Questions that are easy to answer (i.e. ‘Which book have you chosen?’ Title: ………………) are the opening questions of the questionnaire. The question that requires the most attention and effort of the respondent (i.e. ‘Why have you chosen this book?’) is placed at the centre of the questionnaire. This order will probably lead to a higher response rate than a version of the questionnaire in which personal and difficult questions are posed at the beginning. 

To further increase the response rate I have mainly used closed-ended, fixed choice response questions (i.e. ‘I have chosen this book: a. for myself, b. as a present for someone else’). 
4.5.2 Purchase and purchase behaviour questions
The purchase behavior of the respondent will be asked with help of questions concerning the title of the book, the author, the edition, whether or not the book is a gift, if it is a planned, semi-planned or impulse purchase, the favorite book genre of the respondent, the size of the book collection of the respondent and the number of books the respondent has collected during his visit to the book store.
4.5.3 Willingness to pay and hedonic pricing questions
Using the attributes, information aspects and purchase behavior aspects as mentioned in the previous paragraph, I have constructed a table for the survey which can be found in the questionnaire in appendix II. The table covers these attributes, information aspects and purchase behavior aspects. In this table I will ask respondents to award a number (varying from 1 to 6) for each attribute or information aspect to display to what degree the different aspects have played a role in their decision-making process. Let me illustrate this with an example from the table: 

The respondent has chosen the book because he or she:







 Disagree-------------------------Agree
- Has read a review in a newspaper:



1     2     3     4     5     6

- Likes the cover and design of the book: 


1     2     3     4     5     6

The respondent has to attach a value varying from 1 to 6 to the various possible reasons why he or she has chosen this book. I have chosen for a scale of six values for a particular. The respondent is hereby forced to make a decision between disagree or agree; there is no neutral answer possibility. 

When I correlate the values and the willingness to pay of the respondent for this same book, it is possible to estimate the value a respondent attaches to some attributes and aspects of books. Though, this is not the purpose of this thesis. I will just use the hedonic price method (as discussed in paragraph 4.3) as a basic method for dividing books into smaller segments and asking respondents to attach a value these segments. 

4.5.4 WTP questions

As already discussed in paragraph 4.3 I will indirectly ask the willingness to pay of respondents. 
Directly asking for WTP is a too complex and challenging question to answer for respondents and leads therefore to biased results. Therefore I have used a questioning method from indirect surveying which formulates questions to indicate whether the respondent would purchase/choose the good at a certain price (Breidert, 2006: 46).When the respondent is presented with a product at different prices (as in my questioning method) a real purchase situation is simulated and it will likely lead to a smaller bias, and more reliable results: 

Would you also have chosen this book if it would cost € 2,50 more?

a. yes

b. no

c. I don’t know

The prices mentioned in the questions are very determining for the outcome. Therefore I have composed two main versions of the questionnaire; one starting at € 1,00 (with a possible downwards bias), € 2,50, € 5,00, € 7,50, € 10,00 and € 15,00, and one starting at € 2,50 (with the risk of scaring off respondents by starting at a too high sum), € 5,00, € 7,50, € 10,00, € 15,00 and € 20,00. 
4.5.5 Demographic questions
The demographic questions are placed at the end of the questionnaire. This might improve the response rate for these questions. The questions that will be posed concern the age of the respondent, the gender, the residence, the highest level of education, the professional state and the net monthly income of the household of the respondent. 
Because of the closed-end income class and professional state questions I hope to reach a higher response rate for these questions. People do not have the option to chose an option ‘I don’t know’ or ‘I do not want to say’. The complete questionnaire is included in the appendix on page 90.
4.6 Data

Each questionnaire provides data for one respondent on several matters. Below I will sum up all variables that eventually can be abstracted from the questionnaire and that will be analyzed in the next chapter. For each variable I have added the value labels and the level of measurement.

	Table 4.1: Variables and their level of measurement

	Respondent number
	Interval

	Survey type (1 = a; 2 = b; 3 = c; 4 = d)
	Nominal

	Date (1 = April 21; 2 = April 24; 3 = May 1; 4 = May 3)
	Nominal

	Demographical  variables

	Age of the respondent
	Interval

	Residence of the respondent
	Nominal

	Gender of the respondent (0 = male; 1 = female)
	Nominal

	Professional status of the respondent ( 1 = student; 2 = part-time employment; 3 = full-time employment; 4 = unemployed; 5 = retired; 6 = other) 
	Nominal

	Income class of the respondent (1 = 0-<1000; 2 = 1000 -< 2000; 3 = 2000 -< 3000; 4 = 3000-< 4000; 5 = > 4000)
	Ordinal

	Level of education of the respondent:
0 = no education

1 = Primary school; Lower Vocational Training (LBO); Lower general secondary education (Mavo/VMBO); 

2 = School of Higher General Secondary Education (Havo); college preparatory high school education (VWO); ntermediate Vocational Training (MBO); 

3 = Higher Vocational Education (HBO); 

4 = University Degree: bachelor (WO Bachelor); 9 = University degree: master (WO Master);
	Ordinal

	Variables concerning purchase behavior of the respondent

	Planned, semi-planned or impulse purchase ( 1 = Planned; 2 = Semi-planned; 3 = Impulse)
	Nominal

	Number of books selected during this visit to the book store 
	Interval

	Does the title fit the favorite genre of the respondent (0 = yes; 1 = no)
	Nominal

	Size of the book collection of the respondent (1 = 0-<10; 2 = 10-<50; 3 = 50-<100; 4 = >100)
	Ordinal

	Purchase for the respondent or as a gift for someone else (0 = yes; 1 = no)
	Nominal

	Willingness to pay variables

	The amount of money that a respondent is willing to pay on top of the book price (€ 0,00 - € 20,00)
	Interval

	The maximum amount of money that a respondent will be willing to pay on top of the book price (€ 0,00 - € 20,00) 
	Interval

	The WTP as percentage of the price of the book
	Ratio

	The maximum WTP as percentage of the price of the book
	Ratio

	Variables concerning attributes of the book

	Edition (1 = hardcover; 2 = paperback; 3 = pocket)
	Nominal

	The genre of the book (1 = Dutch literature; 2 = Thriller; (3 = Science fiction); 4 = Translated literature; 5 = Fantasy; 6 = Chick lit)
	Nominal

	The title of the book
	Nominal

	The author of the book
	Nominal

	The number of pages
	Interval

	The price of the book
	Interval

	Variables concerning the consumer decision-making process – values varying from 1 – 6

	Content (the consumer can sample through the book to gain a little insight in the content)
	Ordinal

	The respondent likes the title
	Ordinal

	The respondent likes the cover text
	Ordinal

	The respondent likes the genre
	Ordinal

	The respondent has read other books of this author
	Ordinal

	The respondent has read other books of this publisher
	Ordinal

	The respondent has read a flyer
	Ordinal

	The respondent has read other books from the same series
	Ordinal

	The respondent has seen posters of this book
	Ordinal

	The respondent has seen the book lying on a display table or another central place in the store
	Ordinal

	The respondent has seen a sticker on the book
	Ordinal

	The respondent knows that the book is in a bestseller list
	Ordinal

	The respondent likes the cover or design of the book
	Ordinal

	The respondent has received a recommendation by a bookseller 
	Ordinal

	The respondent has seen an advertisement for this book
	Ordinal

	The respondent has read an abstract on the Internet
	Ordinal

	The respondent has read (a) review(s) about the book on the Internet
	Ordinal

	The respondent has read (a) review(s) in a newspaper or magazine
	Ordinal

	The respondent knows that the book or the author has won a literary prizes 
	Ordinal

	The respondent has read information about the book on the website of this book store
	Ordinal

	The respondent has seen a TV show in which the book was recommended
	Ordinal

	The respondent has received a recommendation by (a) family member(s) or (a) friend(s) for this book
	Ordinal

	The respondent has read information about this book on weblogs
	Ordinal


4.7 Sampling
For this research I have approached consumers of books (n=159) in a bookshop in the Netherlands in Rotterdam: selexyz donner. The respondents were approached at the moment they had made their decision, and were paying for it at the counter. I invited each person buying a Dutch language general fiction book to fill in the questionnaire after telling him I did a research concerning consumer decision-making process for my master thesis. 
To increase the response rate I have raffled ten gift cards of € 5,00 among the respondents. After filling in a questionnaire the respondent received an envelop with an email address to send a mail to in case he or she was interested in the results of this thesis (I received only one email from a respondent who stated to be interested in the results). 

I have enquired on four different dates: April 21 and 24, May 1 and 3, 2009. I have chosen these four dates because two are at a moment when salary of most people is not paid yet (April 21 and 24) and two are at a moment when salary is paid (May 1 and 3) to exclude this bias factor. Besides this different weekdays are also included in the research: a Tuesday, two Fridays and a Sunday. This is to exclude the bias of a specific type of respondents visiting on a weekday (mostly retired people or students from Rotterdam) or a weekend day (mostly fulltime employees from cities and villages around Rotterdam). At the counter, I have asked every second costumer to fill in a questionnaire. 

4.8 Hypotheses
Concerning the information that can be gained with the questionnaire and the literature in the previous chapters the following hypotheses can be formulated. I have formulated hypotheses concerning the purchasing behavior of the respondent, hypotheses concerning the attributes of the books, the demographic variables of the respondent, hypotheses concerning the decision-making process of the respondent and hypotheses concerning the willingness to pay extra money for books. In the next chapter these hypotheses will be tested in the data analysis. 

A. Hypotheses concerning demographic variables

A.1 
Respondents with a higher income will on average be willing to pay a higher price for the book of their choice.
A.2
The higher the education of the respondent the higher the willingness to pay of the respondent.
A.3 
Respondents with a higher age will be more willing to pay a higher price for the book of their choice than respondents with a lower age
A.4 
Men have a higher WTP for books than women.

B. Hypotheses concerning purchase behavior variables

B.1 
Some information-aspects are typically used by impulse-purchasers and some by planned-purchasers.

B.2
Respondents that do an impulse purchase will on average be less willing to pay more money for their decision than planned purchasers. 

B.3 
Respondents buying a gift will on average be less willing to pay more money than buyers of non-gifts. 

B.4
Respondents with a large collection of books at home will be willing to pay a higher price for the book of their choice.

B.5 
Respondents that have already selected a large number of books during their visit to the book store are willing to pay a lower price for the book of their decision than other respondents. 

C. Hypotheses concerning physical attributes

C.1 
Books with a large number of pages will generate a higher WTP.

C.2 
Respondents that have chosen the hardcover edition of a book will have a lower willingness to pay than respondents that have chosen the paperback edition. 

D. Hypotheses concerning attributes, informational aspects of the respondent
D.1 
Some  information aspects will mutually show high correlation. Especially in-store and out-store information aspects. 
D.2 
Respondents using out-store information aspects in their decision-making process will on average be willing to pay more money for their decision than people that use in-store information aspects in their decision.

D.3 
There exists a positive relation between the number of used attributes and information aspects and consumers’ WTP. 

D.4 
Respondents that have chosen a book that fits in their favorite genre will be willing to pay a higher price than people who buy a book from a different genre.

D.5 
Some attributes of books and some informational aspects will have a positive effect on consumers’ WTP.

Chapter 5 Data analysis and interpretation





Now, we have come to the core of this research: the analysis and interpretation of the collected data. In this chapter the data will be described and the hypotheses will be tested. The first part of this chapter will describe the group of respondents that has participated in this survey and will describe some general outcomes of this research. The second part will focus on testing the hypotheses. In part III I will discuss the validity of this research. 

Part I: Descriptive statistics 
5.1 Response 

The total amount of respondents of the questionnaire amounts 140. Nineteen respondents did not fill in the questionnaire, this brings non-response to a level of 11,9% of the total amount of 159 approached persons. The non-response can be described as follows:

April 21: 
6

April 24: 
1

May 1: 

5

May 3: 

7

Different reasons for not filling in the questionnaire were offered by visitors of the store:

· The respondent did not have enough time to fill in the questionnaire because of limited time resources due to lunch break: 3,1 % (n=5)

· The respondent was in a hurry because of another reason: 3,1 % (n=5)

· The respondent did not feel like filling in the questionnaire: 2,5 % (n=4)

· The respondent offered no concrete reason for not filling in the questionnaire: 3,1% (n=5)

5.2 Description of the sample

It is important for a researcher to know who your respondents are. Therefore I will give a brief description of the group of respondents that has filled in the questionnaire. 

The average age of the respondents is 40 years. The median is 39,5 years and a mode of 29 years. The standard deviation is 13,4 years. This means that the respondents form a pretty representative sample. 

35,7% of the respondents is a male, 64,3% female. A possible explanation for this difference in rate is that women more often pay for the books (appear at the counter) than men. Or that women take control by filling in the questionnaire. A more probable explanation is that more women visited the bookshop during the time the survey was held. 
Most respondents are resided in the city of Rotterdam (see table III-1 in appendix III). It is striking that on Friday the number of respondents from Rotterdam is higher than on the Tuesday and Sunday. Apparently people living in Rotterdam avoid the book shop in the weekends, since it is often quite crowded in the weekends. 
	Table 5.1: Respondents residing in Rotterdam per date

	April 21 – Tuesday
	18

	April 24 – Friday
	26

	May 1 – Friday
	24

	May 3 – Sunday
	17


5.2.1 Income 

Since I have used income classes to survey the income of the respondents, it is not very useful to calculate the mean. Therefore I will show the frequency table of the income classes in table 5.2. The table shows that the income is very high on average since 91 of 128 respondents has an income of more than 2000 Euro per month. It is therefore important for the WTP analysis to correct the outcomes for the income variable. 

	Frequency table 5.2: Income

	Net monthly Income (Euro)
	Frequency
	Percent

	0-<1000
	14
	10,0

	1000-<2000
	23
	16,4

	2000-<3000
	32
	22,9

	3000-<4000
	34
	24,3

	>4000
	25
	17,9

	Total
	128
	91,4

	Missing
	12
	8,6

	Total
	140
	100,0


5.2.3 Education
The level of education of the respondent sample is very high in relation to the entire population of the Netherlands. 75% of the respondents has an educational level of HBO or higher. The general assumption that higher educated people read more (Dutch general fiction books) (i.e. visit the book shop more) than lower educated people seems reinforced. Only 10,8% of the(134) respondents does not have a degree higher than high school. 


	Frequency table 5.3: Education

	Level of education
	Frequency
	Percent

	LBO
	1
	,7

	Mavo/VMBO
	4
	2,9

	Havo
	4
	2,9

	VWO
	6
	4,3

	MBO
	9
	6,4

	HBO
	58
	41,4

	WO Bachelor
	12
	8,6

	WO Master
	35
	25,0

	Other
	5
	3,6

	Total
	134
	95,7

	Missing
	6
	4,3

	Total
	140
	100,0


5.2.4 Size book collection

82 of the 136 respondents in the sample of this survey have a book collection of more than 100 books. Only 2 respondents have a book collection of less than 10 books. It is safe to say that most respondents that filled in the questionnaire have a large book collection. Table 5.4 illustrates this. 
	Frequency table 5.4: Size book collection

	
	Frequency
	Percent

	0-<10
	2
	1,4

	10-<50
	20
	14,3

	50-<100
	32
	22,9

	>100
	82
	58,6

	Total
	136
	97,1

	Missing
	4
	2,9

	Total
	140
	100,0


5.3 Description of titles

The titles of the books the respondents have chosen to answer questions about are added in the appendix III in table III-2. The titles are displayed in a frequency table. This table shows a large number of titles written by Martin Bril. This can be explained by the fact that this author passed away on May 22 2009. A lot of visitors came to buy books written by this author because of the extra attention given to his work in TV shows and newspapers due to his death. A frequency table of the authors that were included in this research can also be found in appendix III as well: table III-3. 

5.3.1 Price of books
The average price of a book included in the sample is € 15,95. The mode (with 32 of the 140 cases) of this sample is € 19,95 (22,9%), which is the most common price for a new released fiction book. Two other prices € 12,50 and € 10,00 that are common for Dutch literary fiction books applied relatively to 27 (19,3 %) and 17 (12,1%) of the 140 cases. 

5.4 Attributes and informational aspects

It is important for book shops and publishers to know how to reach their consumers. Therefore it would be great to know which attributes and informational aspects are used most by consumers. 

The average number of attributes used by the respondents in this sample is 5,89 attributes (=6). The mode and median both amount 5 attributes. 

From the data I have abstracted a list of most used attributes. This list is very useful for publishers and booksellers; they know to emphasize on what information aspects and attributes to increase the sale of a title. In table 5.5 every information aspect and attribute is displayed in relation to the values the respondents have attached to them. In the last column (‘Use of the attribute’) it is displayed which percentage of the respondents has used the attribute or information aspect to make his or her choice. Used means here, has attached a value from 4, 5 or 6 to the component. One should keep in mind that the percentages display the perception of the respondent; the respondent means that he has chosen the book because it has won a literary price, but it is possible that the book has not won a price at all. This rule applies to the other attributes and information aspects as well. 

	Table 5.5: Value attached to and use of attributes and information aspects (%)

	Type of attribute/information aspect
	1
	2
	3
	4
	5
	6
	Use of the attribute (%)

	Genre
	15,00
	2,90
	2,10
	17,90
	22,10
	39,30
	79,30

	Read other books of the author
	48,60
	2,10
	1,40
	3,60
	10,70
	32,90
	47,20

	Cover text
	36,40
	5,00
	10,70
	10,00
	21,40
	15,70
	47,10

	Display table
	52,10
	5,70
	5,00
	12,10
	7,90
	16,40
	36,40

	Sequel
	57,10
	4,30
	2,10
	0,70
	10,00
	25,00
	35,70

	Place store
	54,30
	7,90
	6,40
	8,60
	10,70
	11,40
	30,70

	Sampling
	55,00
	6,40
	7,90
	10,00
	9,30
	10,70
	30,00

	Other reason
	12,90
	
	
	
	0,70
	29,30
	30,00

	Title
	55,00
	7,10
	12,10
	12,90
	7,10
	5,00
	25,00

	Design
	49,30
	11,40
	13,60
	13,60
	5,70
	5,70
	25,00

	Recommendation friend
	66,40
	5,00
	3,60
	1,40
	5,70
	17,10
	24,20

	Review paper
	70,70
	3,60
	2,90
	2,90
	8,60
	10,70
	22,20

	Discount
	74,30
	5,70
	4,30
	2,90
	7,90
	4,30
	15,10

	Author literary price
	72,10
	9,30
	2,90
	7,90
	3,60
	3,60
	15,10

	Bestseller list
	74,30
	5,00
	6,40
	4,30
	5,70
	3,60
	13,60

	Publisher
	74,30
	8,60
	3,60
	6,40
	3,60
	2,90
	12,90

	Abstract internet
	82,10
	4,30
	0,70
	2,10
	5,00
	5,00
	12,10

	Advertisement
	83,60
	5,00
	0,70
	2,90
	2,90
	5,00
	10,80

	Top 15 store
	73,30
	6,40
	3,60
	4,30
	2,90
	2,90
	10,10

	TV show
	82,90
	5,70
	0,70
	0,70
	5,00
	4,30
	10,00

	Review website
	81,40
	5,00
	3,60
	2,90
	3,60
	2,90
	9,40

	Review weblog
	86,40
	5,00
	2,10
	1,40
	3,60
	2,90
	9,40

	Book literary price
	80,00
	7,10
	3,60
	5,00
	0,70
	2,90
	8,60

	Sticker
	80,70
	11,40
	1,40
	2,10
	0,70
	2,90
	5,70

	Info website store
	88,60
	5,00
	0,70
	1,40
	2,90
	0,70
	5,00

	Poster
	82,90
	8,60
	2,90
	2,10
	1,40
	1,40
	4,90

	Flyer
	85,00
	7,90
	1,40
	1,40
	2,10
	1,40
	4,90

	Recommendation bookseller
	87,90
	6,40
	0,70
	0,70
	1,40
	2,10
	4,20


The five attributes or information aspects with the highest use rate are the following: the respondent has chosen the book because he likes the genre of the book, because he has read other books of the same author, because he has read the cover text, because the book was laying on a display table or because the respondent has read other books of the same series. 

The eighth row of this table contains the option ‘other reason’. A lot of respondents (30,0%) have given the indication of having used another information aspect or attribute than mentioned in the given list. I will shortly sum up the different reasons that the respondents have given up. The respondent has chosen this book because: 

- Someone else has recommended the book 

- The respondent has read columns of the author in a newspaper (The Dutch paper the Volkskrant)

- The respondent has already read this book

- The respondent thinks he likes this story

- The respondent has read interviews with the author 

- The respondent likes the topic of this book

- In another book the respondent has read, this book was recommended 

- This book was on the wish list of the person receiving this book as a gift

- The respondent thinks the person receiving this gift might like the book

- The respondent owns all books written by the author

- The respondent has read the cites on the cover text, that recommend the book. 

- The respondent likes the writing style of the author
5.5 Purchase behavior 
In the questionnaire were included two questions about the purchase behavior of the respondent. Table 5.6 clearly shows that 50 % of the respondents knew which book they wanted to buy when they entered the store. This means that publishers and bookshops have to focus for 50% on out-store information sources and for 50% on in-store information sources (like advertisement, artificial word-to-mouth actions, TV commercials, etc.). The out-store information sources are used by for the planned purchases and semi-planned purchases. The in-store information sources are used by semi-planned purchases as well and by impulse purchases. 

	Table 5.6: Frequency table of purchase behaviour: planned, semi-planned or impulse purchases

	Type of purchase 
	Frequency
	Percent

	Planned
	70
	50,0

	Semi-Planned
	18
	12,9

	Impulse
	52
	37,1

	Total
	140
	100,0


	Table 5.7: Frequency table of purchase behaviour: gift or not

	The purchase is a gift
	Frequency
	Percent

	Yes
	37
	26,4

	No
	103
	73,6

	Total
	140
	100,0


Table 5.7 shows that only 37 of the 140 purchases were gifts. 73,6 % of the books were bought by the respondents for themselves, and 26,4 % of total purchases were a gift for someone else. 

5.6 Willingness to pay

Now, the most interesting variable of this research: the willingness to pay for books. I was quite surprised to see that almost every respondent was willing to pay a higher price for the book of his selection. The average WTP of all respondents is € 5,60 on top of the books’ price. Frequency table III-6 in appendix III shows the distribution amongst the different amounts of money that were posed in the questionnaire (varying from 0,00 to 20,00 Euro). 

I added another variable to indicate the WTP of respondents: the maximum WTP. Respondents that filled in ‘I don’t know’ for the question ‘Would you have chosen this book if it had cost € ..,.. more?’ are included in this variable. Respondents that answered ‘I don’t know’ could make the decision to buy the book for the higher price. So, in the maximum WTP variable every ‘I don’t know’ answer is interpreted as a ‘yes’. Therefore the average maximum WTP is slightly higher: € 7,56. 

Two other variables concerning WTP of respondents are the WTP as a percentage of the book price and the maximum WTP as a percentage of the book price. WTP as a percentage of the book price is the amount of money (WTP) divided by the individual book price; the maximum WTP is the WTP that the respondent has indicated as ‘I don’t know if I want to purchase the book at this higher price’. Correlation turns out that these variables are all significantly correlated. Spearman’s rho for the correlation between WTP and WTP as a percentage of the book price amounts 0,924. This result is significant at the 0,01 level. Though, this correlation is not so obvious as it may seem. One might argue that the WTP for cheap books is higher than for expensive books, though this correlation actually says that: the larger the share of WTP of the book price, the higher the WTP, i.e.: the cheaper the book the higher the WTP of the respondent. This would imply that there exists a significant correlation between book price and WTP. Though this is not the case; correlation turns out that there is a correlation of - 0,105 for Spearman’s rho. This implies that there exists only a small negative relation between the book price and the WTP: the higher the price, the lower the WTP. 

Part II: Test of the hypotheses 

In the previous part of this analysis I have briefly described the data that were collected from the survey. Now I will use these data to test the hypotheses that I have constructed (in chapter 4). 

For this part of this thesis is it very important to note that information aspects, physical attributes and other attributes concern the perception of the respondent. For example if the respondent states that he or she has chosen the book because the book has won a literary award, it does not mean that the book has actually won a literary price. The same goes for the other way around: if the respondent states that he or she has not chosen the book because the book has won a literary price, it does not mean that the book has not won a literary price. 

In the following I will each time test one hypotheses to preserve the clear structure and overview. 
A. Hypotheses concerning demographic variables

A.1 Respondents with a higher income will on average be willing to pay a higher price for the book of their choice.

This statement requires an analysis of the variables ‘Income’ and ‘WTP’. Spearman’s rho (ρ) amounts 0,069 for the correlation between income and WTP. This means that there exists no significant relation between the height of the income of the respondent and the WTP of the respondent. Though, the correlation between the variable maximum WTP and income does exist: Spearman’s rho amounts 0.198, which is significant at the 0,05 level. This correlation means that the higher someone’s income the higher his or hers WTP. Though, the effect remains small and is only applicable to maximum WTP. 
This hypothesis is: accepted.

A.2 The higher the education of the respondent the higher the willingness to pay of the respondent.
This hypothesis followed from the presumption that WTP and income are correlated. Hypothesis A.1 shows that this is actually not the case. One could expect education and income to be strongly related, but for this sample this presumption is not true: ρ = 0.126, which is an insignificant relation. Though, this relation does indicate a small positive effect of education on income. The absence of a strong correlation between income and education can be explained by the fact that I have asked for the net monthly income of the household of the respondent (not the individual income). The absence of a correlation between income and education does raise the suspicion that there is neither a relation between education and the willingness to pay of the respondent. 
When I correlate education and WTP this suspicion is confirmed: ρ amounts only 0.091, which is an insignificant weak correlation. 
This hypothesis is: rejected. 

A.3 Respondents with a higher age will be more willing to pay a higher price for the book of their choice than respondents with a lower age. 

The variable age has no significant effect on the WTP of the respondent. As well the variable WTP as the variable maximum WTP is not subject to the age of the respondent with relatively a score of 0.026 and 0.080 for Spearman’s rho. It might be that older people are more skeptical about this research and expect book prices to go up if they indicated that they would be willing to pay a higher price for books. 

The variables age and income are strongly related. These variables score ρ = 0.412. This strong correlation is significant at the 0,01 level. The older someone is, the higher his income is expected to be. This is actually a generally accepted fact, the older someone get, the more advanced someone’s job and career often is, and the higher his salary. 

This hypothesis is: rejected.

A.4 Men have a higher WTP for books than women.

The correlation between WTP and the variable gender results in ρ = -0.129, which means that there exists no significant relation between WTP and gender. Though, the correlation between maximum WTP and gender results in ρ = -0.195. This correlation is significant at the 0,05 level. Gender is a dummy variable: 0 = man, 1 = woman. This means that gender does have an influence on respondents’ WTP for books. Being a woman is expected to have a negative effect on the (maximum) WTP. Since WTP and maximum WTP are strongly correlated (ρ = 0.798) it is safe to say that men are expected to have a higher WTP for books on average. A possible explanation for this is that women have a lower income on average, though for this sample no significant relation between income and gender could be found: only a small negative one: ρ = -0.171. This means that there is a small negative effect of being a women on the income. 

This hypothesis is: accepted. 

B. Hypotheses concerning purchase behavior variables

B.1 Some information-aspects are typically used by impulse-purchasers and some by planned-purchasers.

Table 5.8 shows the result of the correlation of the different information aspects and the purchase behaviour of the respondent (planned or impulse purchase). 

	Table 5.8: Typical information aspect used by planned and impulse purchases

	Planned purchases – information aspects:
	Strength of the relation in ρ

	TV show
	0.288

	Abstract from the Internet
	0.251

	Recommendation by friends or family
	0.249

	Review website
	0.235

	Review paper
	0.219

	Advertisement
	0.175

	Recommendation by a bookseller
	0.170

	Poster
	0.171

	Impulse purchases - information aspects:
	Strength of the relation in ρ

	Place of the book in the store
	0.347

	Display table
	0.314

	Sampling
	0.174


The table shows that the information aspects review newspaper, review website, advertisement, recommendation by a bookseller, recommendation by friends or family, TV show, abstract from the Internet and poster are related to the variable purchase behavior. This means that the more planned the purchase was, the higher the value was that the respondents attached to these information aspects. Specific information aspects that were used by impulse purchasers are sampling, the place of the book in the store and display table. Especially the place of the book in the store is strongly related to impulse purchases. This is because impulse purchasers are very much affected by the routing in the store; when they enter the store they have an open mind for any purchase option. Implicit recommendations (a central place in the store) lead consumers to their decision for a particular book.
This hypothesis is: accepted. 
B.2 Respondents that do an impulse purchase will on average be less willing to pay more money for their decision than planned purchasers. 

This statement requires some explanation before the statistical analysis. The variable purchase varies from 1 to 3. 1 meaning the purchase was planned (the respondent knew which book he wanted to buy when he entered the store), 2 meaning the purchase was semi-planned (the respondent did not know he wanted to buy this specific book, but he did know he wanted to buy a book of this genre or author) and 3 meaning that the purchase was unplanned, an impulse purchase. When I correlate purchase and WTP a strong relation comes forward: ρ = -0.266 (significant at the 0.01 level). The higher purchase, the lower WTP. This means that the more the purchase was an impulse one, the lower the WTP and the more the purchase was a planned one, the higher the WTP: Planned purchases on average will generate a higher WTP. I will give some extra evidence for the confirmation of this hypothesis under the heading of hypothesis D.2. 

This hypothesis is: accepted. 

B.3 Respondents buying a gift will on average be less willing to pay more money than buyers of non-gifts. 

It might be expected that consumers that buy a gift for someone else have a lower WTP than consumers that buy a book for themselves. This is because often one has an amount of money in mind that one wants to spent on a gift for a specific person. Though, it turns out that there exists no significant relation between WTP and gift ρ = -0.056. This means that there is only a small effect of gift on WTP, and even in the opposite direction than the hypothesis suggests. 

This hypothesis is: rejected.

B.4 Respondents with a large collection of books at home will be willing to pay a higher price for the book of their choice.

For this hypothesis it is useful to first look at the relation between income and size of the book collection. It is expected that consumers with a higher income will have a larger book collection at home than respondents with a lower income. When I correlate these two variables, this expectation is confirmed: the higher someone’s income, the larger the book collection at home (ρ = 0.336, sign. at 0.01 level). It could therefore also be expected that respondents with a large collection of books would be willing to pay a higher price for the book of their choice. This is not the case, correlation shows ρ = -0.105: there is a small (but not significant) negative effect: the larger the book collection at home, the lower the WTP of the respondent. 

This hypothesis is: rejected. 
B.5 Respondents that have already selected a large number of books during their visit to the book store are willing to pay a lower price for the book of their decision than other respondents. 

For this hypothesis it is useful to first look at the relation between income and number of books during this visit, as well. It can be argued that respondents with a high income choose more books during a visit to the bookshop. This can be explained by time limitations (a larger amount of labour hours) or simply by the fact that these respondents have more money to spend. The statistics confirm this argument: the higher someone’s income, the more books he or she has chosen during the visit to the book shop (ρ = 0.318, sign. at 0.01 level). 

Though, I would argue that respondents that have selected a large number of books during their visit to the book shop have a lower WTP than others: they are already going to spend a large amount of money and I do not expect them to have a high WTP for one of the books in particular. Correlation indicates that there is no such relation between WTP and number of books during this visit: ρ = 0.094. It is not confirmed that respondents that have selected a large number of books during their visit to the book shop are willing to pay a lower or higher price for the book of their decision than other respondents. 
This hypothesis is: rejected. 

C. Hypotheses concerning physical attributes
C.1 Books with a large number of pages will generate a higher WTP.

To analyze this hypothesis I have used Pearson’s product-moment correlation coefficient. It could be argued that books with a large number of pages lead to a higher WTP of the respondent: the respondent receives more value for his money. If the price of a thick book is the same as for a thin book, it could be possible that a respondent is willing to pay a higher price for the thick book. Correlation indicates that r=0.256, this result is significant at the 0.01 level. This result indicates that there exists a positive relation between the number of pages of a book and respondents’ willingness to pay. 

This hypothesis is: accepted.

C.2 Respondents that have chosen the hardcover edition of a book will have a lower willingness to pay than respondents that have chosen the paperback edition. 

One could argue that consumers are willing to pay a higher amount of money for a hardcover edition 

The average price of a paperback book in this sample is € 15,13, that of a hardcover book € 18,31. The hardcover edition of a book is approximately € 3,00 more expensive. It is likely that people that are already paying more money for a book that looks prettier than a paperback, but has the same content, has a low additional WTP. When I correlate the variables edition and WTP no significant relation is found between these variables: ρ = 0.080. Apparently the edition of the book has no significant influence on consumer’s willingness to pay. 
This hypothesis is: rejected.

D. Hypotheses concerning attributes, informational aspects of the respondent
D.1 Some informational aspects will mutually show high correlation. 

It is easy to test this hypothesis. The correlation diagram can be found in appendix IV. The significant correlations are shaded. A positive correlation means that the more one attribute or aspect has affected the purchase the more the other attribute or aspect has affected the purchase. A negative correlation means that the more one attribute or aspect has affected a purchase, the less the other attribute or aspect has affected the purchase. 

From the diagram some groups of attributes and aspects can be abstracted that appear often together in a purchase decision. One example of such a group is the square of (positive) correlations between review paper, review website, review weblog and advertisement (which all are out-store information aspects). 

This hypothesis is: accepted.
D.2 Respondents using out-store information aspects in their decision-making process will on average be willing to pay more money for their decision than people that use in-store information aspects in their decision.

This hypothesis is difficult to test and to analyze in SPSS. Before I will be able to test it, I have to categorize the different information aspects in in-store and out-store information aspects. Table 5.9 shows the different in-store and out-store information aspects. I will use this division for testing this hypothesis. Some variables appear in both lists, this is because some variables are an in-store information aspect as well as an out-store information aspect, like for example flyers. Flyers can be found in the book store as well as on the streets, the same goes for bestseller lists and recommendations by friends or family.  

	Table 5.9: In- and out-store information aspects

	In-store information aspects - variables
	Out-store information aspects - variables

	Flyer
	Flyer

	Sampling
	Review on the Internet

	Place in the store
	Review in newspaper or magazine

	Poster
	The author has won a literary price

	Display table
	The book has won a literary price

	Sticker
	Abstract on the Internet

	Bestseller list
	Information about the book on website of bookstore

	Discount
	TV show

	Recommendation by a bookseller
	Bestseller list

	Recommendation by a friend or acquaintance (in case the person is in the store)
	Discount (by coupons)

	Cover text
	Advertisement

	
	Recommendation by a friend or acquaintance

	
	Weblog


For determining the influence of these two groups on WTP, two new variables needed to be computed: total in-store information aspects and total out-store information aspects. These variables are computed by adding up all values of the two groups of variables. This means that for every respondent the values he has attached to the different in-store, relatively, out-store information aspects are added up to each other. When I correlate these two new variables and the WTP it would be possible to determine whether the out-store information aspects have a positive effect on the WTP of the respondent. 

At first sight, it appears that no correlation exists between either of the two variables and WTP. For out-store information ρ = 0.131 and for in-store information ρ = -0.050, which both are not significant. Though when I correlate the two variables with maximum WTP one significant correlation does turn up: for in-store information aspects ρ = -0.188, which is significant at the 0.05 level. This means that; the more out-store information aspect the respondent has used (the higher the value he has attached to these aspects) the lower his maximum WTP for the book. Though, for the in-store information aspects again an even smaller non-significant correlation comes up: ρ = 0.064. I can partially confirm this hypothesis, because it does turn out that the use of in-store information aspects leads to a lower WTP. This is probably caused by the fact that consumers that plan a purchase often use out-store information aspects. The decide which book they want to buy before entering the store. The information gathering process that precedes the actual purchase is longer than for impulse purchasers, therefore these consumers are confronted with the information longer, and desire for the book can grow over time. 

There is another way to approach and test this hypothesis: this is to bring into relation the variable purchase and total in-store information aspects and total out-store information aspects. It is confirmed that the more the purchase is planned, the more out-store information aspects are used by the consumer (ρ = -0.371, sign. at the .01 level). 

A general statement can now be made that: Planned purchasers use more information aspects than impulse purchasers and impulse purchases lead to a lower WTP. 
This hypothesis is: accepted.
D.3 There exists a positive relation between the number of used attributes and information aspects and consumers’ WTP. 
For this hypothesis it is important to define ‘used attributes and information aspects’ well. The respondents that filled in a 4, 5 or 6 to value the attribute or information aspect are considered to have used the attribute or information aspect in their decision-making process. For the purpose of this hypothesis the variables: number of attributes and WTP are correlated. It turns out that there is no significant relation between the number of attributes and information aspects that the respondent has used and the WTP of the respondent (ρ = 0.048). This can probably be explained by the fact that especially out-store information aspects influence the WTP of the consumer (see also D.14) and the variable number of attributes also includes numerous in-store information aspects.

This hypothesis is: rejected. 
D.4 Respondents that have chosen a book that fits in their favorite genre will be willing to pay a higher price than people who buy a book from a different genre.

You would expect that respondents that buy a book that fits in their favorite book genre would be willing to pay a higher price for that book than for books that do not fit in their favorite book genre. Though correlation indicates that this is not the case: ρ = 0.126. This small positive effect means that the more the book does not fit in the favourite book genre the more the respondent is willing to pay for that book. This odd result can be explained by the fact that only 26 of the 140 respondents have chosen a book that didn’t fit in their favourite book genre. Also, a significant correlation exists between the variables gift and favourite book genre (ρ = -0.214, sign. at 0.05 level). This means that respondents buying a gift often chose a book that does not fit in their favourite book genre, but (probably) does fit the favourite book genre of the receiver of the gift. Though, between the variable gift and WTP could not be found a significant relation, too. 
This hypothesis is: rejected. 
D.5 Some attributes of books and some informational aspects will have a positive effect on consumers’ WTP.
This statement is quite easy to test and to display. A correlation between WTP and the different information aspects indicates that some aspects have a positive effect on consumers’ WTP and one has a negative effect on WTP. The book title, a review in a newspaper or magazine and a TV show have a positive effect on consumers’ WTP: relatively ρ = 0.167, 0.192 and 0.210 (all significant at the 0.05 level). This positive effect can partially be explained by it that review in a newspaper and TV show are typical out-store information aspects. Consumers that used TV shows and reviews in newspaper as information resource for their decision-making process are confronted during a longer period with the information than impulse buyers. It is assumed that their desire to posses the book grows over time. It can also be argued that because of this extra information about the book that is given in reviews and TV shows causes the value that consumers attach to the book to rise. It is harder to explain why the title has a positive effect on consumers’ WTP. Maybe consumers attach great value to the title of books. Of course, the title of a book is the first aspect of the book that reveals a little bit about the content. If the title appeals to the public, it is therefore possible that it triggers a higher WTP.

The information aspect display table has a negative effect on consumers’ WTP (ρ = -0.218, sign. at the 0.01 level). Display table is a typical in-store information aspect, see hypothesis B.4. Hypothesis D.2 has already revealed a negative relation between total in-store information aspects (impulse purchase behaviour) and consumers’ WTP. It is therefore likely that an information aspect that is typical used for impulse purchase behaviour, the display table in the book shop, has a negative effect on WTP. 

This hypothesis is: accepted. 

Part III: Validity and reliability
It is very important to evaluate the reliability and validity of your research. Reliability is related to the consistency of the measurements. It evaluates the degree to which the research method can be used in a different situation, at another time and at another location leads to the same observations. To improve the reliability of this research I have surveyed at different moments in time, at four different days in the week and at two different times in the month (before and after payment of salaries). I have also used four different versions of the questionnaire, to prevent for a flaw in the results because of the questions in the survey. But above this I have clearly explained the methods I have used and the procedures I have followed (concerning the data collection) to come to these results. Therefore it should be possible to repeat this research in the future. 
In paragraphs 4.2 and 4.3.3 (flaws of the contingent valuation method and flaws of the hedonic pricing method) I have described the precautionary measures I have used to overcome the flaws of the research methods. 

Validity concerns the strength of the conclusions of research. Cook and Campbell (1979) define validity as: ‘the best available approximation to the truth or falsity of a given inference, proposition or conclusion’. In this thesis there exist some issues that need to be mentioned explicitly in relation to the validity of this research. 
First of all, the response rate was very high, 140 persons filled in the questionnaire of the 159 approached persons. Of course, 140 questionnaires is a quite insignificant amount when you look at the yearly visitor numbers of the book shop. It can be stated that the sample is representative for the typical visitor to the book shop, but it can be said with certainty that the sample is not representative for the city of Rotterdam, and not at all representative for the inhabitants of the Netherlands. This can be illustrated by the educational level of the sample: only 10,8 % of the respondents has an educational level not higher than a high school degree (the educational level is higher than in the rest of the population in the Netherlands). Nevertheless, the research can be very useful if you look at book shop visitors in Rotterdam in particular. The external validity is therefore not great, but it should be fairly possible to repeat the research in a greater area in multiple book shops (for example in the Randstad) or throughout the Netherlands. 
Second, in the sample are included almost 100 different titles. On a yearly base, a lot more new Dutch general fiction titles are published in the Netherlands. It is therefore hard to say if this sample is representative for the complete Dutch general fiction genre. In short, the sample is a very heterogeneous group, which makes it difficult to make general statements about the book genre. 
Third, answers the respondents have given in the questionnaire are stated preferences. If a respondent has indicated that he or she would have bought the book as well if it had cost € 5,00 more, it is not certain whether this respondent would have actually bought the book at this higher price: the preference of the respondent is stated. Some respondents will feel social pressure to fill in a higher amount of money, and other respondents feel the urge to hide their real preferences (actual WTP) to keep book prices low. 
Fourth, in statistical analyses determining the causality of the discovered relations is always problematic. In this research this is not different. Relations between attributes and/or information aspects and consumers’ WTP are not obvious to explain. The causality goes both ways: a consumer can have a higher income and therefore a higher WTP, and therefore he uses particular informational resources or attributes. Or the consumer uses particular informational resources and has therefore a higher WTP. Or the consumer mainly buys books by impulse and uses therefore particular informational resources and attributes and has therefore a lower WTP. The above examples illustrate how difficult it is to determine the direction of the causality. I have therefore determined if there existed a relation between certain variables and I have offered several explanations for these relations. I have also compared results from one correlation with correlations between similar variables to control if the relation between the first variables is actually relevant and significant for the research. 
It seems as if there remains little certainty for the results of this research. This is not true at all. The results are very useful for the book industry, for book shops as well as for publishers. This research is rather exploratory since little academic research has yet been conducted in the field of books. Above all else, this thesis should be a provocation and motive to conduct future research in the book sector. 
Chapter 6 Concluding remarks







6.1 Research methods and research question
In this thesis the determinants of consumers’ willingness to pay (WTP) for Dutch general fiction books have been analyzed. The books that are included in the sample are originally written in the Dutch language or are translated in Dutch from a foreign language. Dutch language titles are all subject to the fixed book price that is adherent in the Netherlands. This fixed book price limits price competition and differentiation between book stores. The fixed book price (FBP) is a decisive element for this thesis: because it causes an unnatural adjustment of supply and demand: books for which there is no or a small public or a long sales period can also be produced. The FBP also causes book prices to be not fully adjusted to the willingness to pay of the consumer. Books that are too expensive (i.e. books that are hard to sell) can not be made cheaper. Though, the strength of the FBP is limited since the publisher can adjust the book price every half year after the publication and after one year the book price can be revoked. Though, in the first period of the publication of the book an inconsistency between consumers’ WTP and the book price can arise. Consumers can value books more than the fixed book price that is charged for them (in monetary terms) because of the different cultural values one may attach to a book (bequest value, aesthetic value, spiritual value, social value, historical value and authenticity value, for example, see paragraph: 2.3 and 2.4).

The thesis starts with an extensive description of the consumers-decision making process. The main assumption of this thesis is that consumers’ WTP for books is higher than the fixed book price. This assumption is based on theories of cultural value: consumers value a book more than the price that stands for them, that I already mentioned above. To measure consumers’ willingness to pay I have used an hedonic pricing method as starting point. This theory implies that the price of a good can be decomposed into smaller segments: attributes inherent to the product and external factors affecting it. The model that has been developed in this thesis consists of physical attributes (number of pages and the edition), other attributes (content, title, cover and design of the book, cover text, genre, author, publisher and price), information aspects (for example posters, reviews, recommendations, bestseller lists, discounts and display tables), this category has been divided into in-store and out-store information aspects and purchase behavior (planned and unplanned purchases). 
The main research question that is addressed in this thesis is: 

How do attributes of books and information aspects influence Dutch consumers’ willingness to pay for books?

To answer this question I had to find out which attributes consumers have used in order to make a decision for a particular book. A survey has been constructed which asked consumers of books at the moment right after their decision to value the different attributes and information aspects that they have used with a grade (varying from 1 to 6). The second part of the survey focused on the more economic part of this thesis: the price of books. The survey will asked the respondent whether or not he would also have chosen or purchased the book if a higher price was charged for it.
6.2 Results

The dataset leads us to very interesting results. The results show that some attributes and information aspects are strongly related. This information is particularly useful for bookstores and publishers for their marketing plans and their choice for specific types of media to approach the consumer. From the data-set could be abstracted which informational aspects and attributes are particularly used by planned and by impulse purchases. Planned purchasers particularly used out-store information aspects: review in a paper or magazine, review on a website, advertisements, recommendation by booksellers, recommendation by friends or family, TV shows, abstracts from the Internet and posters. Impulse purchasers particularly used in-store information aspects: sampling, place of the book in the book store and display tables. The top five of most used information aspects and attributes by all the respondents is as follows: genre, other books by the same author, cover text, display tables and sequels. Other books by the same author means that the respondent has chosen the book because he or she has read other books written by the same author and sequels mean that the respondent has read (an) other book(s) from the same series. Results also show that some attributes and information aspects have a particular effect on consumers’ willingness to pay: the more the information aspects book title, review in a newspaper or magazine and TV show have played a role in the decision-making process of the consumer, the higher his or hers WTP for the book of their choice and the higher the number of pages of the book, the higher the consumers’ WTP. It also turned out that display tables have a negative effect on consumers’ WTP. This can be explained by the fact that display tables as an information resource are mainly used by impulse purchasers, who relatively have a lower WTP than planned purchasers. It seems that every result is related to other results. The most striking result is that on average a consumer is willing to pay € 5,60 in addition to the fixed book price. Obviously supply and demand are not perfectly adjusted to each other under the current market conditions. 
6.3 Consequences for book shops

The results of this research are very useful for the book industry, for book shops as well as for publishers. One could state that publishers and book shops should focus on out-store advertisement and publicity to generate higher willingness to pay, charge higher prices and thus be able to generate a higher profit; planned purchasers are on average willing to pay a higher amount of money for the book of their choice than impulse purchasers (chapter 5). But, bookshops need to remember that the other 50% of their costumers are impulse purchasers. If they neglect and lose sight of their impulse purchasers, their profits will decrease. After all, the Dutch fixed book price law still prohibits book shops from heightening or lowering the book prices. Under the current market conditions it is best to divide the promotional budget equally amongst impulse and planned purchasers, i.e. in-store and out-store advertisement.  Best would be to focus on the information resources that reach both impulse and planned purchasers to save on the budget. 

6.4 Consequences for the fixed book price law
In the previous paragraphs I already mentioned that the Dutch book shops are prohibited to compete with each other on the book price level.  Though, the results of this thesis show that a consumer of a Dutch general fiction book is willing to pay € 5,60 on average in addition to the fixed book price that is already charged for it.  We should not neglect this result.  If costumers are really willing to pay this extra amount of money, we should experiment with the FBP law. First, there should be done extensive research in countries (like UK, France, Austria) where no fixed book price law is adherent, or where the law has been canceled. The main fear of some of canceling the law is that the book supply will be smaller and flattened. Only popular writers will have a chance of publishing their manuscript. Small niche books will not even get a chance of getting published. The main fear is that only safe bestsellers of superstar writers will be available in monopolistic bookshops. The smaller book shops will be outsourced since they have no chance competing with large bookshop chains: they can not keep up with the price competition of the large book shops. This is only one possible scenario. In some countries where a clear situation exists where first was a period of a fixed book price law and a period without the law it should be possible to investigate if this is a realistic scenario. It could also be possible that nothing changes, or that the stock of titles  will even show growth. But, still I think it would be useful to just drop the fixed book price law for a while and see what happens. Of course this experiment should be closely watched by a carefully selected group of objective researchers. 
6.4 Recommendations
The research in this thesis is rather exploratory since little academic research has yet been conducted in the field of Dutch general fiction books. Above all else, this thesis should be a provocation and a motive to conduct further research in the book sector, especially to enrich the knowledge about the consumer decision-making process and consumer preferences. It is important to know for actors in the field of the book sector how to reach and how to approach your costumers. Knowledge about the field can lead to improvement of effectivity and efficiency of the sector as a whole. 
Appendix I The book industry







The book industry in the Netherlands has a complex structure. A lot of different parties appear and act in this field. In this appendix I will focus on the production process of the Dutch literary consumer book. The chapter will give insight in the process a manuscript has to go through in order to become a book. The publisher has to take certain steps or actions to produce a book. This will be discussed in paragraph I.2 I will also treat some theory about the selection of a manuscript by an editor in this chapter. Further I will zoom in on writing as a creative process and the author as a creative person. 
I.1 Structure of the Dutch book industry

The best way to describe the structure of the Dutch book industry is to provide a diagram of this structure. This diagram will help clarify the complexity of this structure as well. 

In figure I.1 the different actors in the field are displayed. On the production level the authors and translators are active. These actors create the content that is needed for the production of the book. Importers and publishers coordinate the production process of the book and wholesale dealers distribute the book throughout the Netherlands. The most important distributing actor in the field is the Central Book House. This institution transports books to different sales channels: bookshops, book clubs, libraries, internet book dealers and other stores (like big warehouses). Through these sales channels the consumer has access to the supply of the publishers. In this figure the eBook publisher are also displayed. Recently the eBook has come into being (I will elaborate some more on the eBook in paragraph I.6. The eBook publisher provides content that is put in a digital format (.pdf or .doc for example). These documents can be read by the consumer on an eReader (like the Kindle, BeBook or the iLiad). In this figure the role of the eBook publisher is still small. This publisher can provide eBooks for different sales channels or sell the eBook on his own website (like www.ebook.nl is doing in the Netherlands). I have also added the author as publisher in this figure. Nowadays it is easy for an author to publish work if it is rejected by traditional publishers. Websites like lulu.com provide opportunities for authors to edit their manuscript and offer it on various websites. If the consumer would like a printed version of the book, the book is printed on demand and distributed to the consumer. The eBook is not very relevant for this thesis, but it has become part of the Dutch publishing sector, so it had to be included in the above standing diagram.

	Figure I.1: Schematic visualization of the structure of the Dutch publishing sector 2009
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I.2 Publishing Cycle

All books start with an author writing down a story. But how does it go from there? Albert Greco (2005) has composed a list of activities a publishing house has to perform in order to publish a book. Below I will elaborate on this:

1. Content acquisition: in this phase of the cycle the publisher acquires content from authors. This can be a manuscript that has been applied by an author or content that is acquired from an author that has received an instruction to write certain content for a particular book. 

2. Content development: content development means the editing of the manuscript. The text the author has written needs to be scanned for faults and sometimes sentences need to be rewritten. 

3. Book design: a crucial part of this cycle is of course the design of the book. Here a designer can be hired to design the cover and lay-out of the book. 

4. Management of the production cycle: the publisher needs to construct contracts, time plans and budget constraints for the production process of the book. Cost analysis documents and production cycle estimates are created. This phase is often the first step of the publishing process: concrete agreements need to be put explicitly on paper to prevent future confusion with different parties. 

5. Prepress, printing, and binding: preparing the finished product.

6. Marketing: determine the retail price of the book, determine which parties to approach for a possible campaign or free publicity, and prepare promotion material like flyers and posters. 

7. Sales: distribute the book to the different retail channels.

8. Fulfillment: supervise the book returns and manage the distribution of the book into the different channels of distribution. 

9. Customer service: the orders of costumers need to be well handled. Bookshops often call the publishing house to ask if a certain book title is still in stock if it is not available through distributing channels. The stock in these channels need to be backfilled. 

10. Other revenue streams: the publishing house needs to be aware of the fact that others (for example foreign publishers) might want to use content from the book. The publisher therefore needs to manage foreign rights, foreign sales licensing activities and supervise all sub rights. Besides this publishing houses can organize special sales

Source: Greco, A.N. (2005). ‘The Book Publishing Industry.’ Mahwah, New Jersey and London: Lawerence Erlbaum Associates, Publishers: 8. 

This cycle represents the activities of the publishing house. Of course, it is a brief treatment of all the aspects of the publishing process, it does not represent the numerous and various activities the publisher has to perform to produce a book realistically. 
I.3 Structure of the Dutch book price

The different actors in the field of the book publishing industry also add value to the price of the book. Therefore the price of a Dutch book consists of the added value of all parties involved in the publishing process: the author, the publisher, the distributor, the bookshops and the tax rate. In figure I.2 the structure of the Dutch book price is visualized: 

Figure I.2: The structure of the Dutch book price.
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Source: Appelman, M. and Broek, van den A. (2002). ‘Boek en Markt. Effectiviteit en efficiëntie van de vaste boekenprijs.’ Den Haag: Centraal Planbureau and Sociaal en Cultureel Planbureau.
The royalties paid to the author are on average 10% of the total book price. Every year after the moment the book has been published the author receives these royalties over the number of books that have been sold. Often the value added by the publisher is as high as the value added by the retail organization. In practice retailers receive around 40% discount on the book price from the publisher. Therefore retailers account for around 40% of the value of the book price. This 40% is used to pay for housing, promotional activities, personnel costs, to cover the costs of unsold books, to invest, etcetera. The 39% that the publisher accounts for consist of several costs which the publisher has to make in order to be able to produce the book: printing costs, designer costs, editing costs and fixed costs (like labor costs). 

I.4 Writing as a creative process

To understand the production of a book, it is important to look at the production cycle as a creative process. A creative process involves an environment. In this environment creative output is produced. The environment consists of a symbolic domain and a field. In this environment the creative output is supported and judged by spectators. The domain and field act as gatekeeper. In the book industry the symbolic domain is the publishing sector (the publishing houses, authors, retailers, distributors, etc.). A domain consists of ‘a set of symbolic rules and procedures’ (Csikszentmihalyi, 1996: 27). The publishing sector is a small industry and it requires a lot of effort and rule following by authors to enter the high barriers and get a manuscript accepted by the publisher. The author should learn the ‘rules and the content of the domain, as well as the criteria of selection’ (Csikszentmihalyi, 1996: 47). 

Luck is an important factor for authors. A publishing house receives dozens of manuscripts per day and it is hard to select the manuscript which is considered to be the most creative and most appealing to a great public: ‘The editor typically has only a few minutes to dedicate to each writer’s work, assuming he or she even glances at the submission in the first place.’ (Csikszentmihalyi, 1996: 55). Besides this I know from own experience that editors are careful accepting manuscripts of debutants. They prefer to work with authors that have the knowledge of making a book; it takes a lot of time (and thus money) to work with debutants learning them all about the process of making a book, since the author has to be involved in every aspect of the production of his or her book. The book industry is therefore a risky business for writers. Writing a story has high fixed costs and it remains uncertain if these costs will ever be returned by revenues (this applies to the publisher and book shop as well). This all depends on the acceptance in the field. 

Creative processes also involve in a field. For the book industry the field consists of experts (reviewers and other prominent influential people). Authors are constantly searching for new stories, stories that will appeal to a mass public or to a small niche (when they write a story pure out of own interest). In this way the author is a novelty-seeker. For an author to be able to know what stories already have been written and for what stories there is still room on the market, he needs to know the supply of books thoroughly: ‘There is no way to know whether a thought is new except with reference to some standards, and there is no way to tell whether it is valuable until it passes social evaluation’ (Csikszentmihalyi, 1996: 23). But of course every author quietly hopes to write a bestseller. In the book market the field is very important. It is the field, the environment, that decides whether a book will become a bestseller or not; reviewers in the field can make or break an author. In this way the experts act as gatekeepers for the domain as well. 


Every book title has a limited lifetime. Some titles ‘live’ longer than others and of course it is true that some titles are almost always available, for example classics like ‘Hamlet’ by Shakespeare. But in the case of bestseller books the theory of creative destruction is applicable, though in small scale. With the arrival of each new title in the bookstore old titles have to clear some space. Therefore some titles that do not sell that great will eventually disappear from the store. Also due to limited time resources for the publisher and limited cabin space for the consumer old titles need to clear the field for new titles. This process of titles clearing the field for new titles can be compared to old society structures that are reformed from within by a certain process, instantly creating a new one (Schumpeter, 1975: 83). The supply of books in bookstores is not one day the same, every day some titles disappear, some titles get sold out, new titles enter the store and bestsellers take the best central place in the store from other (older) bestsellers, that are moved to the average book shelves. 

I.5 Authors as creative persons

What makes an author different from other persons? What characterizes him as creative and others not or less creative? This is a complex issue and it is not only inherent to the book industry, but also to other creative industries. Csikszentmihalyi argues that being creative requires a specialization of a certain field of knowledge in order to be creative (Csikszentmihalyi, 1996: 9). But is this true for authors as well? In general authors need to have knowledge of the broadest field existing: life itself. Since authors write stories that usually take place in a society they need to have knowledge very diverse fields: human relations, human behavior, different (physical) places on earth, human speech, languages, etc. It is therefore very hard to specialize for an author since he needs to know how to describe society in a realistic way. The exception is of course authors writing supernatural and unrealistic stories, but to do this they first need to grasp the real society fully. 

Though, authors can specialize in some way. For example Paulo Coelho is specialized in describing the supernatural and stories about magic. Arnon Grunberg is a specialist in describing disturbed behavior of and disturbed relations between persons. Jan Siebelink is specialized in describing his family history from different points of view. Sophie Kinsella is an expert in writing stories about woman shopping, etcetera. Any author has some kind of specialization and this causes the book market to be very diverse. For practically any preferences of readers there is supply on the market. Thus, this specialization of authors can lead towards a ‘cultural fragmentation’ (Csikszentmihalyi, 1996: 9). 

Csikszentmihalyi defines creativity as: ‘any act, idea, or product that changes an existing domain, or that transforms an existing domain into a new one. The definition of a creative person he gives is: ‘someone whose thoughts or actions change a domain, or establish a new domain’(Csikszentmihalyi, 1996: 28). This definition brings us a tool in selecting who is creative or not. He argues that creative persons have the ability to restructure a domain. For authors this is a rather radical criterion. Following this definition an author should restructure the publishing sector in order to be characterized as a creative person. We need a more small scale definition of a creative person for the book industry: authors can be considered creative when their manuscript is accepted by a publisher, when it is accepted by gatekeepers of the domain and when it is accepted by the field. What counts now is: ‘whether the novelty [the author] produces is accepted for inclusion in the domain’ and in the field (Csikszentmihalyi, 1996: 28). Is the story that the author has written a novelty: is it a complete new way of writing, then the author can be considered highly creative. Is it a mediocre story following the mainstream authors of this moment, then the author is semi-creative. 

The book industry is a complex industry. The theories of Csikszentmihalyi and Tyler Cowen have shed some light on this sector. Looking at the publishing sector as a sector that consists of creative processes gives great insight. The creative process is a dynamic one and therefore every book can be considered as output of a different process. Every author is a different creative person and they all achieve their creative goals in different ways. But still all creative persons in the book industry can be identified if their output is accepted by the field and included in the domain; then the author is an acknowledged creative person. 

I.6 The book industry in a rapidly changing environment

In the last five years a lot has changed in the book industry. The eBook has come into being (an electronic version of a book), different forms of eReading devices have been developed, websites on which authors can publish their books themselves (like lulu.com) are rising in number and a new form of printing has arisen: printing on demand. These developments have changed the formula of the book industry. 

Tyler Cowen believes that the eReader (Kindle) is going to affect the book industry greatly: ‘I think what is going to happen is it’s going to reshape book markets in a way like MP3 players have been reshaping music markets’ (Cowen, 2008: 269). This is a rough and ungrounded speculation. At least in the Netherlands the development of the eBook into the new standard of the book publishing industry will still take several decades, and above that it is the question íf this will ever happen. At this moment the number of printed books is still increasing every year and the number of eBooks published is minimal. In the following table this statement is grounded with some numbers.

	Table I.1: Book spending in the Netherlands (€ millions)

	
	2002
	2003
	2004
	2005
	2006
	2007
	2008
	2009
	2010
	2011
	2012

	Consumer Book Spending
	512
	514
	516
	527
	528
	560
	545
	557
	570
	585
	600

	% Change
	0.4
	0.4
	0.4
	2.1
	0.2
	6.1
	-2.7
	2.2
	2.3
	2.6
	2.6

	Total Spending Printed Books (consumer plus educational)
	852
	857
	861
	873
	889
	919
	912
	931
	953
	975
	995

	% Change
	-
	0.6
	0.5
	1.4
	1.8
	3.4
	-0.8
	2.1
	2.4
	2.3
	2.1

	Electronic Book Spending
	-
	-
	-
	-
	-
	-
	1
	2
	4
	7
	11

	% Change
	-
	-
	-
	-
	-
	-
	-
	100.0
	100.0
	75.0
	57.1


Source: Price Waterhouse Coopers (2008). Dutch Entertainment & Media Outlook towards 2012 (Part: Book Publishing) PWC, The Netherlands: 128-129. 

The numbers in this table are a empirical for the years 2002-2007. The years 2008-2011 are an estimation made by Price Waterhouse Coopers. The table shows that the eBook is growing, but is not affecting (i.e. decreasing) the printed book spending. The spending on eBooks is expected to relatively grow enormously but in absolute numbers this ‘revolution’ will lag far behind on printed book spending. 

For this small absolute growth of the eBook spending I can provide some explanations. One reason for it is probably the development of the device on which to read the eBook. In the Netherlands two of the available eReaders are the iLiad and the Cybook. They are both too expensive for the average reader ( around € 599,-) and the devices are still being improved. Besides this there is to little content for the eBook stores. Only few publishers in the Netherlands are publishing eBooks at this moment. So, the eBooks that are being offered on the websites are mostly of historic books of which the copyright law has expired and very few popular recent books. On the website of the largest supplier of eBooks in the Netherlands, www.ebook.nl, this issue is illustrated. Only few Dutch literary books are provided (635) and a ten times as large amount of English literary books is available (6039).

The development of the eBook and the eReader can be viewed as creative process. In this case field (the readers) act as a gatekeeper who have not (yet) accepted the device and therefore it is not able to enter and change the domain yet (publishing sector). Only small amount of gatekeepers (readers and publishers) are using the device and can therefore be characterized as novelty seekers. Once the device is developed more and the price for it drops, more and more novelty-seekers will start using the device and eventually it might be accepted by the field. But still, above mentioned negative aspects of the eBook make it very unattractive for a Dutch reader to switch from the printed version of the book to the electronic version. If the supply of eBooks grows and the electronic devices are greatly improved and become accessible for the average reader, then, and only then, it might become a treat to the printed book in the future. 

Appendix II The questionnaire







Version A

Version A starts with the WTP questions at € 1,00 and starts with the hedonic pricing questions with the statement: ‘Because I like the title of the book 1     2     3     4     5     6’.

Version B starts wit the WTP questions at € 2,50 and with the hedonic pricing questions with the statement: ‘Because I like the title of the book  1     2     3     4     5     6’.

Version C starts with the WTP questions at € 1,00 and with the hedonic pricing questions with the statement: ‘Because I read information about the book in a flyer  1   2   3   4   5   6.’

Version D starts with the WTP questions at € 2,50 and with the hedonic pricing questions with the statement: ‘Because I read information about the book in a flyer 1   2   3   4   5   6.’

Enquête over boekenkeuze - Version A
Deze enquête maakt deel uit van een afstudeerscriptie voor de studie Cultural Economics and Cultural Entrepreneurship, Erasmus Universiteit Rotterdam. 

Wilt u voor deze enquête één Nederlandstalig volwassen fictie boek uitkiezen uit uw selectie die u zeker gaat kopen en waarover u een aantal vragen wilt beantwoorden?

De enquête is volledig anoniem en de resultaten zullen strikt voor deze scriptie gebruikt worden en niet worden verstrekt aan derden. 

Indien u interesse heeft in de uitslag van dit onderzoek kunt u een email sturen naar enqueteboekenkeuze@gmail.com. Dit email adres vindt u ook in de envelop die u straks mag uitkiezen waarmee u kans maakt op één van de 10 cadeaukaarten van € 5,00. 

1. Welk boek heeft u gekozen?

Titel: …………………………………………………………………………………………...............................................

Auteur: ……………………………………………………………………………………………………………………………………

Editie: a. hardcover 


b. paperback

c. pocket of budget editie

2. Ik heb dit boek gekozen: 


a. voor mezelf


b. als cadeau voor iemand anders


c. anders, nl.:……………………………………………………………………............................................

3. Wist u al dat u dit boek wilde kopen voordat u deze winkel binnenkwam?


a. ja


b. nee


c. nee, maar ik wist wel dat ik een boek van dit genre wilde kopen.

4. Waarom heeft u juist dit boek gekozen? Omcirkel de mate waarin een mogelijkheid van toepassing is in het schema op de volgende pagina’s van deze enquête. 


                                          Oneens                     Eens

	Ik heb dit boek gekozen omdat:
	 
	 
	 
	 
	 
	 

	Ik de titel mooi vind
	1
	2
	3
	4
	5
	6

	
	
	
	
	
	
	

	De flaptekst mij aanspreekt
	1
	2
	3
	4
	5
	6

	
	
	
	
	
	
	

	Ik (een) ander(e) boek(en) van deze auteur heb gelezen
	1
	2
	3
	4
	5
	6

	
	
	
	
	
	
	

	Ik van dit genre houd
	1
	2
	3
	4
	5
	6

	
	
	
	
	
	
	

	Ik het omslag of ontwerp van dit boek mooi vind
	1
	2
	3
	4
	5
	6

	
	
	
	
	
	
	

	Ik een recensie heb gelezen in een krant of tijdschrift
	1
	2
	3
	4
	5
	6

	
	
	
	
	
	
	

	Ik een recensie heb gelezen op een website
	1
	2
	3
	4
	5
	6

	
	
	
	
	
	
	

	Ik een bespreking heb gelezen op een weblog
	1
	2
	3
	4
	5
	6

	
	
	
	
	
	
	

	Ik een advertentie voor dit boek heb gezien
	1
	2
	3
	4
	5
	6

	
	
	
	
	
	
	

	Een boekverkoper mij dit boek heeft aangeraden
	1
	2
	3
	4
	5
	6

	
	
	
	
	
	
	

	Een vriend(in) of familielid dit boek heeft aangeraden
	1
	2
	3
	4
	5
	6

	
	
	
	
	
	
	

	Er een kortingsactie aan verbonden is
	1
	2
	3
	4
	5
	6

	
	
	
	
	
	
	

	Dit boek in de top van deze winkel staat
	1
	2
	3
	4
	5
	6

	
	
	
	
	
	
	

	Ik graag boeken van deze uitgeverij lees
	1
	2
	3
	4
	5
	6

	
	
	
	
	
	
	

	Ik ook andere boeken van deze serie heb gelezen
	1
	2
	3
	4
	5
	6

	
	
	
	
	
	
	

	Het boek in een bestseller lijst staat
	1
	2
	3
	4
	5
	6

	
	
	
	
	
	
	

	Ik een televisieprogramma heb gezien waarin dit boek werd behandeld of werd aangeprezen
	1
	2
	3
	4
	5
	6

	
	
	
	
	
	
	

	Ik door het boek heb gebladerd
	1
	2
	3
	4
	5
	6

	
	
	
	
	
	
	

	Het boek op een opvallende plek in de winkel ligt
	1
	2
	3
	4
	5
	6

	
	
	
	
	
	
	

	Het boek op een tafel in de winkel ligt
	1
	2
	3
	4
	5
	6

	
	
	
	
	
	
	

	Ik een samenvatting van het boek op internet heb gelezen 
	1
	2
	3
	4
	5
	6

	
	
	
	
	
	
	

	Ik informatie heb gelezen op de website van deze boekhandel
	1
	2
	3
	4
	5
	6

	
	
	
	
	
	
	

	Het boek wordt aanbevolen door een sticker op het boek
	1
	2
	3
	4
	5
	6

	
	
	
	
	
	
	

	Het boek een literaire prijs heeft gewonnen
	1
	2
	3
	4
	5
	6

	
	
	
	
	
	
	

	De auteur een literaire prijs heeft gewonnen
	1
	2
	3
	4
	5
	6

	
	
	
	
	
	
	

	Het boek op een poster in deze winkel wordt aangeprezen
	1
	2
	3
	4
	5
	6

	
	
	
	
	
	
	

	Ik informatie over dit boek heb gelezen in een flyer
	1
	2
	3
	4
	5
	6

	
	
	
	
	
	
	

	Om een andere reden, namelijk:
	1
	2
	3
	4
	5
	6

	 
	 
	 
	 
	 
	 
	 

	 
	 
	 
	 
	 
	 
	 


5. Zou u dit boek ook hebben gekozen als het € 1,00 duurder zou zijn?

a. ja

b. nee

c. weet niet

6. Zou u dit boek ook hebben gekozen als het € 2,50 duurder zou zijn?

a. ja

b. nee

c. weet niet

7. Zou u dit boek ook hebben gekozen als het € 5,00 duurder zou zijn?

a. ja

b. nee

c. weet niet
8. Zou u dit boek ook hebben gekozen als het € 7,50 duurder zou zijn?

a. ja

b. nee

c. weet niet

9. Zou u dit boek ook hebben gekozen als het €10,00 duurder zou zijn?

a. ja

b. nee

c. weet niet

10. Zou u dit boek ook hebben gekozen als het € 12,50 duurder zou zijn?

a. ja

b. nee

c. weet niet

11. Zou u dit boek ook hebben gekozen als het € 15,00 duurder zou zijn?

a. ja

b. nee

c. weet niet

12. Hoeveel boeken heeft u tot nu toe uitgekozen tijdens dit bezoek aan deze winkel?

……………..

13. Wat is uw favoriete boekgenre? (meerdere antwoorden mogelijk)

a.
Nederlandse literatuur

b.
Humor

c. 
Spanning

d. 
Fantasy

e.
Historische romans

f.  
Chick lit

g.  
Psychologische romans

h.  
Horror

j. 
Oorlog

k.   
Poëzie

l.  
Korte verhalen

m.   
Sciencefiction

n. 
Filosofische romans

o.  
Streekromans

p.  
Reisverhalen/avontuur

q. 
Liefde

r.
Drama

s.  
Anders……………………………………………………………………………………………………………

14. Wat is uw geslacht?

a. man


b. vrouw




15. Wat is uw leeftijd?

………… jaar

16. Wat is uw woonplaats?
…………………………………………………………………………………………………................................................

17. Wat is uw professionele status?

 
a. Student


b. Parttime werkzaam


c. Fulltime werkzaam


d. Werkzoekend


e. Anders: ……………………………………………………………………………………………………………………

18. Wat is ongeveer de omvang van uw boekencollectie?


a. 0-10


b. 10-50


c. 50-100


d. >100

19. Hoeveel bedraagt het (netto) maandelijks inkomen van uw huishouden ongeveer?


a. 0 – 1000 Euro


b. 1000-2000 Euro


c. 2000 – 3000 Euro


d. 3000 – 4000 Euro


e. meer dan 4000 Euro

20. Wat is uw hoogst genoten opleiding of wat studeert u nu?

a. lagere school

b. LBO

c. Mavo/VMBO

d. Havo

e. VWO

f. MBO

g. HBO

h. WO Bachelor

i. WO Master

j. geen

k. anders………………………………………………………………………………………………………………………….

Bedankt voor het invullen van deze enquête. 

Appendix III Frequency tables







1. Frequency table of residences of respondents. 

	Table III – 1: Residence of the respondents

	Alblasserdam
	1

	Amsterdam
	1

	Barendrecht
	1

	Berken en Rodenrijs
	1

	Capelle aan den IJssel
	2

	Delft
	2

	Dordrecht
	3

	Hellevoetsluis
	1

	Hendrik-Ido-Ambacht
	1

	Hoogvliet
	1

	Jerseke
	1

	Krimpen aan de Lek
	1

	Krimpen aan den IJssel
	1

	Lekkerkerk
	2

	Maasdam
	2

	Maassluis
	1

	Nieuw Vennep
	1

	Oestgeest
	1

	Oud-Beijerland
	1

	Parijs
	1

	Pernis
	1

	Portugaal
	1

	Ridderkerk
	5

	Rijswijk (NB)
	1

	Rockanje
	1

	Rotterdam
	85

	Rozenburg
	1

	Schiedam
	3

	Schoonhoven
	1

	Utrecht
	1

	Vlaardingen
	4

	Willemstad (NB)
	1

	Zevenbergschen Hoek
	1

	Zuidland
	1

	Zwijndrecht
	3

	Total
	140


2. Frequency table of the book titles

	Table III – 2 Frequencies of titles

	Title
	Frequency

	's Nachts komen de vossen
	1
	Het Bernini mysterie
	1

	1953
	1
	Het boek der wraak, verboden en verbannen
	1

	Advocaat van de duivel
	1
	Het bureau 1: Meneer Beerta
	1

	Alle dierenverhalen
	1
	Het diner
	5

	Alle verhalen
	1
	Het drijvende koninkrijk
	1

	Alles is verlicht
	1
	Het ei van Salai
	1

	Bal masqué
	1
	Het huis met de geesten
	1

	Binnen de huid
	1
	Het Juvenalis Dilemma
	1

	Blauw water
	1
	Het land van herkomst
	1

	Boudica
	2
	Het lot van de familie Meyer
	1

	Brandend ijs
	1
	Het recht van de macht
	1

	Close-up
	1
	Het tulpenvirus
	1

	Confessions of a shopaholic
	1
	Het verdriet van België
	1

	De beer en de draak
	1
	Hoe god verdween uit Jorwerd
	1

	De client
	1
	Honden van Riga
	1

	De draken van de herfstschemer
	1
	In de schaduw van het palazzo - een Italiaanse ...
	1

	De droom van de leeuw
	1
	In het duister
	2

	De eenzaamheid van de priemgetallen
	1
	Joe Speedboot
	2

	De elfen
	2
	Kathedraal van de zee
	1

	De Gaudi sleutel
	1
	Katten en ander gespuis
	1

	De getuige
	3
	Kind 44
	1

	De heks van Portobello
	1
	Kolyma
	1

	De Hobbit
	1
	Koningin van Paramaribo
	1

	De kabbalist
	1
	Krijg nou tieten
	1

	De laatste concubine
	2
	Leven en lot
	1

	De Lijfarts
	1
	Mannen die vrouwen haten
	7

	De man van de blauwe cirkels
	1
	Mijn leven als hond
	5

	De meermin
	1
	Mijn schild ende betrouwen
	1

	De onschuldigen
	1
	Nachtschade
	1

	De strijd van de dwergen
	1
	Neveneffect
	1

	De thuiskomst van Jossel Wassermann
	1
	Norwegian wood
	1

	De tomeloze Evelien
	2
	Oog van de Engel
	1

	De verbouwing
	6
	Rode wijn: de verhalen van ...
	1

	De verraders
	1
	Shantaram
	1

	De verzamelaars
	1
	Spijkerschrift
	1

	De wandelaar
	1
	Taartenbakken in Kigali
	1

	De wereldverzamelaar
	1
	Tegengif
	1

	De Wereldverzamelaar
	2
	Van oude menschen, de dingen die voorbij gaan...
	1

	De winnaar staat alleen
	3
	Verdwijningen
	1

	Dodenboek
	1
	Verloren zielen
	1

	Dood is nergens veilig
	1
	Versplinterd
	1

	Door het zwarte sparrenwoud
	1
	Verzameld werk
	1

	Duister lot
	1
	Verzegeld
	1

	Duizend schitterende zonnen
	1
	Verzwegen oorlog
	1

	Een goede man slaat soms zijn vrouw
	1
	Via Cappello 23
	1

	Een plek onder de zon
	1
	Vochtige streken
	1

	Eenmaal andermaal verliefd
	1
	Wat blijft is liefde
	1

	Engelen des doods
	1
	Wat nooit gebeurt
	1

	Eten bidden beminnen
	2
	Zielen
	1

	Europa Blues
	1
	Zijn eniggeboren zoon
	1

	Gehaaid
	1
	Zo begint het
	1

	Gezichtsverlies
	1
	Zomerbloemen
	1

	Graz
	1
	Zomertijd
	1

	Haar naam was Sarah
	1
	Zusjes Boleyn
	1

	
	
	Zwaar verliefd
	1

	
	
	Total
	140


3. Frequency table of the authors in the sample

	Table III – 3: Frequency table of authors in the sample

	Author
	Frequency

	Adriaan van Dis
	1
	Jefferey Deaver
	1

	Ake Smedberg
	1
	Jill Mansell
	1

	Anne Holt
	1
	John Grisham
	5

	Anton Koolhaas
	1
	Jonathan Safran Foer
	1

	Arne Dahl
	1
	Joris Luyendijk
	1

	Arthur Japin
	1
	Joseph Boyden
	1

	Bart Moeyaert
	1
	Judith Visser
	1

	Bernhard Hennen
	2
	Kader Abdollah
	2

	C. Koole
	1
	Kafka
	1

	C. Lewinsky
	1
	Karin Slaughter
	2

	Cees Nooteboom
	1
	Khaled Hosseini
	1

	Chantal van Gastel
	1
	Lesley Downer
	2

	Charlotte Roche
	1
	Lisa Jackson
	1

	Christiaan Weijs
	1
	Louis Couperus
	1

	Clarin
	1
	Lydia Verbeeck
	1

	Clark Accord
	1
	Manda Scott
	2

	Claudia de Breij
	1
	Marcia Willet
	1

	Cody McFayden
	2
	Maria Stahlie
	1

	Dan Brown
	2
	Markus Heitz
	1

	Daniëlle Hermans
	1
	Martin Bril
	8

	David Baldacci
	4
	Monaldi en Sorti
	1

	David Hewson
	1
	Murakami
	1

	David Jacobs
	1
	Nelleke Noordervliet
	1

	Donna Leon
	1
	Paul Theroux
	1

	E. Gilbert
	1
	Paulo Coelho
	4

	E. Hilsenrath
	1
	Paulo Giordano
	1

	Edgar du Perron
	1
	Pé de Bruin
	1

	Elia Barcelo
	1
	Philippa Gregory
	1

	Elizabeth Gilbert
	1
	Preston Child
	1

	Esteban Martin
	1
	Rik Launspach
	1

	Esther Verhoef
	1
	Santa Monteficure
	1

	Ethel Herr
	1
	Saskia Noort
	6

	Fred Vargas
	1
	Simone van der Vlugt
	1

	Frits Abrahams
	1
	Smith
	1

	Frits Criens
	1
	Sophie Kinsella
	1

	G. Parking
	1
	Stephenie Meyer
	1

	G. Roberts
	1
	Steven Hall
	1

	Geert Kimpen
	1
	Stieg Larsson
	7

	Geert Mak
	1
	Suzanne Vermeer
	1

	Harlan Coben
	1
	Tatiana de Rosnay
	1

	Hella S. Haasse
	1
	Tessa de Loo
	1

	Henning Mankell
	1
	Tolkien
	1

	Herman Koch
	5
	Tom Clancy
	1

	Hugo Claus
	1
	Tom Rob Smith
	1

	Ildefonso Falcones
	1
	Tommy Wieringa
	2

	Ilija Trojanov
	2
	Vasili Grossman
	1

	Ilja Trojanov
	1
	Voskuil
	2

	Isabel Allende
	1
	Weis & Hickman
	1

	James Clemens
	1
	Total
	140

	Jan van Mersbergen
	1


4. Frequency table of prices

	Table III - 4: Frequency table of book prices

	Price in Euro
	Frequency

	3,99
	1
	16,95
	3

	4,95
	1
	17,50
	2

	6,95
	1
	17,90
	3

	7,50
	2
	17,95
	1

	7,98
	2
	18,90
	4

	8,95
	1
	18,95
	5

	9,90
	1
	19,50
	1

	9,95
	2
	19,90
	5

	10,00
	17
	19,95
	32

	12,00
	1
	21,95
	1

	12,50
	27
	23,95
	1

	13,95
	1
	24,95
	1

	14,95
	5
	25,00
	3

	15,00
	9
	29,95
	1

	15,95
	1
	31,50
	1

	16,50
	1
	45,00
	1

	16,90
	2
	Total
	140


5. Frequency table of number of attributes

	Table III - 5: Frequencies of number of attributes used by respondents

	Number of attributes
	Frequency

	1
	11

	2
	10

	3
	17

	4
	18

	5
	21

	6
	11

	7
	9

	8
	17

	9
	5

	10
	8

	11
	3

	12
	3

	13
	2

	14
	2

	15
	1

	18
	1

	20
	1

	Total
	140


6. Frequency table: WTP

	Table III - 6: Frequencies of WTP 

	WTP in €
	Frequency
	Percent

	0,00
	11
	7,9

	1,00
	7
	5,0

	2,50
	42
	30,0

	5,00
	39
	27,9

	7,50
	13
	9,3

	10,00
	9
	6,4


	12,50
	5
	3,6

	15,00
	11
	7,9

	20,00
	3
	2,1

	Total
	140
	100,0


Appendix IV

	 Table: IV
	Title
	Cover text
	Other books by author
	Genre
	Design
	Review paper
	Review website
	Review weblog
	Advertisement
	Recommendation bookseller
	Recom_friendfam
	Discount
	Top 20 of this store
	Publisher
	Sequel
	Bestseller list
	TV show
	Sampling
	Place in the store
	Display table
	Abstract on the Internet
	Information on website of the store
	Sticker
	Literary prize: book
	Literary prize: author
	Poster
	Flyer

	Title
	 -
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Cover text
	,477**
	- 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Other books by author
	-,112
	-,080
	 -
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Genre
	,079
	,197*
	,424**
	- 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Design
	,530**
	,466**
	-,018
	,134
	 -
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Review paper 
	,093
	-,007
	,113
	-,074
	,094
	 -
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Review website
	,087
	,089
	,201*
	,159
	,062
	,435**
	- 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Review weblog
	,163
	,200*
	,135
	,020
	,127
	,317**
	,686**
	- 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Advertisement
	,095
	,046
	,093
	-,040
	,226**
	,459**
	,364**
	,493**
	- 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Recommendation by bookseller
	,064
	,038
	-,038
	-,106
	,134
	,360**
	,443**
	,567**
	,540**
	- 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Recommendation by friend/fam.
	-,081
	,014
	-,228**
	-,181*
	,023
	,074
	,196*
	,214*
	,182*
	,349**
	- 
	
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Discount
	,015
	,135
	,004
	,162
	,129
	,097
	,245**
	,367**
	,207*
	,249**
	,080
	- 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Top 20 of this store
	,253**
	,112
	,022
	-,013
	,317**
	,365**
	,368**
	,363**
	,563**
	,403**
	,160
	,173*
	- 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Publisher
	,247**
	,230**
	,234**
	,231**
	,323**
	,237**
	,275**
	,225**
	,247**
	,359**
	,221**
	,102
	,397**
	- 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Sequel
	-,235**
	-,153
	,679**
	,340**
	-,028
	,004
	,134
	,110
	,094
	,032
	-,091
	,055
	,003
	,262**
	- 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Bestseller list
	,086
	,207*
	,144
	,018
	,251**
	,422**
	,503**
	,509**
	,530**
	,338**
	,242**
	,315**
	,660**
	,263**
	,133
	 -
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	TV show
	,062
	-,050
	,025
	-,091
	,111
	,332**
	,585**
	,438**
	,402**
	,479**
	,173*
	,186*
	,301**
	,162
	,000
	,305**
	- 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Sampling
	,283**
	,314**
	-,048
	,139
	,300**
	,053
	,181*
	,182*
	-,006
	,202*
	,049
	,242**
	,205*
	,269**
	-,035
	,167*
	,197*
	- 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Place in the store
	,124
	,235**
	-,083
	,118
	,271**
	,018
	,098
	,150
	,178*
	,177*
	-,045
	,285**
	,416**
	,161
	-,058
	,266**
	,146
	,414**
	- 
	 
	 
	 
	 
	 
	 
	 
	 

	Display table
	,146
	,373**
	,038
	,217*
	,336**
	,032
	,025
	,110
	,168*
	,110
	-,002
	,215*
	,393**
	,175*
	-,052
	,300**
	,054
	,326**
	,734**
	- 
	 
	 
	 
	 
	 
	 
	 

	Abstract on the Internet
	,121
	,121
	,162
	,131
	,119
	,243**
	,708**
	,649**
	,272**
	,390**
	,285**
	,143
	,369**
	,304**
	,118
	,330**
	,471**
	,218**
	,132
	,134
	 -
	 
	 
	 
	 
	 
	 

	Info on the website of this store
	,057
	,158
	,162
	,017
	,123
	,355**
	,598**
	,695**
	,454**
	,506**
	,287**
	,392**
	,348**
	,318**
	,198*
	,562**
	,552**
	,172*
	,214*
	,154
	,594**
	- 
	 
	 
	 
	 
	 

	Sticker
	,239**
	,181*
	,095
	,071
	,282**
	,338**
	,365**
	,396**
	,328**
	,435**
	,238**
	,431**
	,378**
	,333**
	,077
	,408**
	,291**
	,209*
	,246**
	,234**
	,317**
	,543**
	- 
	 
	 
	 
	 

	Literary prize: book
	,169*
	-,034
	,077
	-,003
	,144
	,517**
	,488**
	,486**
	,443**
	,462**
	,201*
	,320**
	,533**
	,379**
	,076
	,528**
	,382**
	,165
	,160
	,080
	,296**
	,383**
	,499**
	- 
	 
	 
	 

	Literary prize: author
	,135
	,053
	,268**
	,050
	,131
	,440**
	,382**
	,334**
	,346**
	,316**
	,104
	,151
	,489**
	,268**
	,051
	,482**
	,290**
	,122
	,157
	,160
	,282**
	,320**
	,348**
	,649**
	- 
	 
	 

	Poster
	,131
	,007
	,051
	-,017
	,180*
	,435**
	,514**
	,490**
	,530**
	,530**
	,260**
	,184*
	,548**
	,411**
	,081
	,495**
	,447**
	,065
	,194*
	,155
	,428**
	,437**
	,495**
	,735**
	,571**
	- 
	 

	Flyer
	,139
	,069
	,110
	-,021
	,268**
	,294**
	,417**
	,568**
	,419**
	,452**
	,187*
	,241**
	,447**
	,413**
	,150
	,415**
	,404**
	,228**
	,196*
	,172*
	,496**
	,513**
	,420**
	,614**
	,402**
	,621**
	- 


Appendix V Abstract









In this thesis I analyze the determinants of consumers’ willingness to pay (WTP) for Dutch general fiction books. The books that are included in the sample are originally written in the Dutch language or are translated in Dutch from a foreign language. The titles are all subject to the fixed book price that is adherent in the Netherlands. This fixed book price limits price competition between book stores. It is therefore possible that supply and demand are not well adjusted to each other. 
The thesis starts with an extensive description of the consumers-decision making process. The main assumption of this thesis is that the WTP of consumers for books is higher than the fixed book price. This assumption is based on theories of cultural value: consumers value a book more than the fixed price that is charged for them. To measure consumers’ willingness to pay I have used the hedonic pricing method as a starting point. This theory implies that the price of a good can be decomposed into smaller segments: attributes inherent to the product and external factors affecting it. The model that has been developed in this thesis consists of physical attributes (number of pages and the edition), other attributes (content, title, cover and design of the book, cover text, genre, author, publisher and price) and information aspects (for example posters, reviews, recommendations, bestseller lists, discounts and display tables). This last category has been divided into in-store and out-store information aspects.

This research explores this method for the case of books and tries to estimate with help of the contingent valuation method, the willingness to pay (WTP) of consumers for books. It turned out that on average a consumer is willing to pay € 5,60 in addition to the fixed book price. The results show that some attributes and information aspects are strongly related. This information is particularly useful for bookstores and publishers. They also show that some attributes and information aspects have a particular effect on consumers’ willingness to pay: the more the respondent perceives to have used the information aspects book title, review in a newspaper or magazine and TV show  a role in his decision-making process, the higher his or hers WTP for the book and the higher the number of pages of the book, the higher the consumers’ WTP.  It also turned out that display tables have a negative effect on consumers’ WTP. This can be explained by the fact that display tables as an information resource are mainly used by impulse purchasers, who relatively have a lower WTP than planned purchasers. 
Appendix VI List of abbreviations
WTP 
– willingness to pay

HPM 
– hedonic price method

CVM 
– contingent valuation method

FBP 
– fixed book price
NBA 
– net book agreement
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1. Source material


Nature of source material (i.e., repertoire classification: classic work, modern work by known author, composer or artist, unknown work, etc.).


Overall standard of script, text, score, translation.





2. Technical factors


Standard of performance (acting, dancing, singing, playing of instruments).


Standard of production (direction, interpretation, choreography, conducting, arranging).


Standard of design (scenery, props, costume, lighting).


Standard of house (capacity, seating, sight lines, acoustics, foyers, bars, etc.).





3. Benefits to audiences


Entertainment and recreation.


Psychological and emotional stimulation and fantasy.


Intellectual stimulation.


Articulation and interpretation of the individual's own attitudes and experience.


Active (physical) participation and involvement of the audience.


Development of the individual's tastes (stimulation of future attendance).





4. Benefits to society


Attraction of new audiences (encouraging access especially amongst economically, socially of regionally disadvantaged, or having potential for media dissemination. Promotion of social evaluation (information, controversy, critical examination of society, development of public


creative ideas and aesthetic standards. 


Cultural preservation (stressing the continuity of cultural life, the preservation and dissemination of a cultural heritage, e.g., by maintaining classic works in performance.


Promotion of a regional or national (indigenous) identity and culture.


Promotion of international understanding (e.g., through performance of foreign works).


Education, especially of the young.





5. Benefits to the Art form


Innovation (creativity, novelty, experimentation).


Training (of performers, directors, designers, production staff, technical staff).


Development of local creative artists (writers, choreographers, composers).


Provision of examples of the best professional standards for the encouragement of future artists.


Potential for touring interstate or overseas.





Totaal mee oneens 


Niet mee eens 


Een beetje oneens


Een beetje eens 


Mee eens


Totaal mee eens





 





eBook and printing on demand providers (Internet)





Consumer








Other Websites








Other stores








Libraries








Book shops





Internet book dealers





Book Clubs





Export





Street trading





Central Book House





Wholesale dealer





Author as publisher





eBook publishing company





Dutch


Publishing company





Importers





Translator(s)





     Author(s)	














� Leemans and Stokmans refer to attributes as ‘Any aspect of the product itself or its use that can be used to compare product alternatives. Each alternative can (but need not) be characterized by all aspects, i.e. using one aspect does not preclude using another.’ (Leemans and Stokmans, 1991: 488)


� Leemans and Stokmans refer to attributes as ‘Any aspect of the product itself or its use that can be used to compare product alternatives. Each alternative can (but need not) be characterized by all aspects, i.e. using one aspect does not preclude using another.’ (Leemans and Stokmans, 1991: 488)
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