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1 Letter from the Chairman of the Working Group 
 

In May 2006 I was asked by the BA council to chair a working group on the 
likely effects of digitisation of content for booksellers. The digital world is 
moving at such a pace that this report is only able to paint a broad picture of 
the potential effects of digital content and generate hypotheses for the roles 
of booksellers. Booksellers have an opportunity to build on current strengths 
to expand the skills to sell both physical and digital books. We are trusted by 
consumers, we have detailed product knowledge and we have good 
relationships with publishers.  
 
This report focuses on the opportunities that exist for today’s booksellers and 
how we can embrace this digital revolution.   
 
The report starts with an introduction (chapter 2), followed by an executive 
summary in chapter 3.  The report then takes several key aspects of the 
digital market and analyses each one in a chapter.  There is a summary of 
the pertinent points at the start of each chapter; however, I would encourage 
you all to read the detail within the chapters that are most applicable to your 
businesses.  

 
Chapter 4 discusses the potential growth of the digital market. It explores how growth may vary by sector 
and how different parts of the world have developed and embraced digital content.  
 
Chapter 5 explores how consumers are changing, their propensity to consume digital content and the 
changing role of libraries.  
 
Chapter 6 focuses on publishers. It outlines the challenges that publishers face and the variety of 
strategies being adopted. 
 
Chapter 7 examines the existing players that are providing digital content to consumers.  This covers 
established and recognised booksellers and new entrants to the book market. 
 
Chapter 8 explores how providing digital content affects the publishing value chain. Some readers may 
find this section helps them understand how to change their own businesses to provide new services to 
the digital consumer. 
 
Chapter 9 looks at other media markets that have experienced digital content entering a physical content 
market. It focuses, in particular, on the music market and on the strategies adopted. 
 
Chapter 10 suggests how consumers may purchase books in the future. It also poses some questions 
that when answered may help you understand how well equipped you are to embrace the opportunities 
that digital content provides. The last section of chapter 10 discusses how the BA could help its members 
maximise the opportunities of digital content. 
 
Finally chapter 11 summarises the main conclusions of the report and outlines the next steps. 
 
This report does not aim to provide all the answers, it aims to provide a general knowledge base upon 
which we can build.  Furthermore my personal hope is that it provides a catalyst for continued dialogue 
between Booksellers and Publishers about how we all maximise the opportunities that digital content 
offers. 
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Finally, I would like to thank all those who contributed to this report.  In particular, to those members of 
the working group, who worked outside of their regular jobs to write the content of this report. From a 
personal perspective, I have been stimulated by the content presented, the discussions that have taken 
place and I look forward to continuing the debate with a wider audience in the future 
 

 
Jo Willetts 
 
Entertainment UK and BA Council member 
joanne.willetts@entuk.co.uk  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Disclaimer 

The views expressed in this report are supported by all members of the working group, but do 
not necessarily represent the views of The Booksellers Association itself.  The purpose of this 
report is to try and improve understanding within the bookselling and publishing sectors and to 
stimulate debate.  While every effort has been made to check the information contained herein, 
inevitably errors and misunderstandings do creep through.  The Association would like to 
apologise in advance for any of these and would be happy, if appropriate, to put right any 
misunderstandings in a future report.   

mailto:joanne.willetts@entuk.co.uk
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2 Introduction 
 

Digitisation and Internet access are neither new, nor bad for bookselling and publishing. They 
have already brought about significant changes and benefits to the booktrade. Sectors such as 
STM, Academic, Legal and Professional have already engaged with the digital market and 
created digital formats and, as a result, publishers such as Reed Elsevier have reported a 15% 
growth in digital income in 2005. The booktrade has also benefited from Internet sales, print-
on-demand technology, audiobooks, and significantly richer and more accurate bibliographic 
information. We now find ourselves at the dawn of a new digital era, one that will bring about 
the development and availability of a wide range of trade books in digital format. The impact 
and speed of change is highly debatable, but what is certain is that change will continue and 
its pace will accelerate. 

What is fuelling the digital changes? What do we know about the potential impact on the 
booktrade? What can we predict about the future? How will these changes affect booksellers, 
bookselling and the way we do business today? If booksellers wish to align themselves to this 
emerging market, what should they consider doing and when should they do it? 

Authors are engaging with the emerging market. Authors see digitisation as an opportunity to 
exploit and build their own brand. Midlist and backlist authors see it as an opportunity to gain 
greater visibility, renew careers and reach a new audience. New authors see it as an 
opportunity to be discovered. Are there things booksellers should be doing with authors that 
they don’t do now? 

Publishers are engaging with the emerging market.  For example, 5% of Taylor & Francis book 
sales are now generated from e-books. Some publishers see digital content as an opportunity 
to create and develop direct channels and increase margin. Others see it as a “capability step 
change”, which will enable them to adapt quickly to changes in the emerging market. Yet 
others view it as defence strategy, to ensure that they are not left behind when the market 
takes off. Bloomsbury’s Chief Executive, Nigel Newton, recently predicted that 50% of fiction 
sales by 2016 would be digital. Even if only 50% of Nigel Newton’s prediction were to be 
realised, what would be the impact on bookselling as we know it today? 

Technology, in the form of an e-book reader, is viewed by many as the key. Others see not a 
single dedicated device but a convergence of mobile technologies providing the e-book 
solution. It is clear that new and better devices are coming to market, but what is not clear is 
whether these will provide the consumer “tipping point” like the iPod did with music. What do 
booksellers need to know about these developments, how they will impact on their business 
and how they can sell digital content? 

New entrants have declared their digital book intent and are now moving into the marketplace. 
These vary significantly from the new start up, to the digital Internet giants such as Google, 
MSN and Yahoo. The search engines clearly need access to digital content and wish to own 
search and discovery and authentication etc. They may vary in their approach, but given their 
ability to engage with consumers, how should booksellers respond? 

Digital content itself will be increasingly used to facilitate search and discovery. It will also 
provide the ultimate authentication and relevance check, in effect providing consumers with the 
same experience they enjoy by touching the book in the bookstore. If digital content can be 
used to sell digital content, can booksellers also use it to sell physical books? 
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If governments, schools and libraries all view digital content as a given, then how will this 
impact on booksellers? How will the approach of “free” access to digital databanks and 
libraries be balanced against the sale of commercial digital content? 

What is clear is that the digital content needs network connectivity and bandwidth to deliver it, 
technology to read it and an ecommerce service to fulfil it. Over the last decade Amazon has 
clearly established itself as a brand that is synonymous with bookselling. It has built a 
significant domestic and global market share and is well positioned to benefit from digital 
content. But does this exclude booksellers from the market and how should they now respond? 

Within the last ten years consumers have embraced the Internet 1. High speed access is 
accelerating and by 2007 it is estimated that worldwide there will be 320 million households 
with broadband access 2. It is also estimated that 8% of total consumer sales in the UK are now 
generated on-line 3.  With Internet business growing in double digits and engaging both old and 
young, who will be the digital book buyers? Will it be the students and younger generation who 
have grown up and been educated through this digital age, or will it be the significant “grey 
market” that have disposable income, greater leisure time and have always read books?  

 
“In the short term, we tend to overestimate technology and in the long term, we tend to 
underestimate technology.” Arthur C. Clarke 

The purpose of this report is to provide Booksellers and the Booksellers Association with an 
understanding of what is happening in the digital market, some of the issues that might usefully 
be considered and to facilitate dialogue within the booktrade. The DOC Working Group 
recognises the huge value that booksellers add to the market and believes that digitisation 
should provide an opportunity to enhance this further.    

What is clear is that change is happening and that change is the only certainty about tomorrow. 
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3 Executive Summary   
A great deal happening 

Academic publishers have been digitising content for a number of years now and their sales 
direct to consumers have been increasing.  However, up to now e-book sales worldwide have 
represented less than 1% of p-book sales.   

But many things have happened recently which suggest that e-book sales and the supply of 
digital content are going to take off in the consumer market in a very big way and booksellers 
should be prepared.   

First, we have seen how the music industry has been hugely affected by consumers 
downloading music from legal - and illegal - sources onto iPods and other MP3 players.  This 
has been helped in the UK by extensive broadband coverage direct into homes.    

Secondly, the multi-million dollar global search engines have moved into our industry and in 
order to provide their browsers with comprehensive information in response to search enquiries 
are now scanning books at a very fast pace into their systems.  And the hardware 
manufacturers are moving fast to develop the perfect e-book reader.  New ones will enter the 
market that are considerably better than any seen to date. 

A huge amount of digitisation is taking place in the areas of Entertainment, Education, 
Research and Reference.  This report outlines some of the activities that are going on in the 
UK, Europe, the USA and other parts of the world.  In China, for instance, in order to avoid all 
the physical costs associated with textbooks, the government has decided to supply all their 
165 million students with an e-reader.  Wow!  In Japan, nearly half the population are already 
subscribing to entertainment content services on their mobile phones. 

There is much activity, a quickening of pace and a hardening of confidence.  Aware of this, 
some of the trade publishers in the UK are moving fast.  HarperCollins and Random House are 
digitising 25,000 titles and other leading houses are following suit.   

Booksellers have a role to play in the selling of digital content 

Publishers, no doubt, are considering how best to sell the content once digitised.  Booksellers 
have a real role to play in the selling of digital content.   

• Booksellers are able to act as aggregators and offer choice to consumers and promote 
a wide range of titles from different publishers 

• Booksellers are recognised as a trusted party 

• Booksellers can add value with the selection and promotion of e-books 

• Booksellers already support communities and local reading  

• Booksellers introduce many to reading and support their habit 

• The High Street channel is significant and should be supported by publishers in the 
digital content age. 
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When digitisation first became an issue in the music industry, the music companies thought 
they could create a direct market and by-pass the music retailers.  That strategy turned out to 
be a disaster.  The music publishers did not have the brand position to achieve this and could 
only offer limited range.  Consumers wanted specific works or performers and had no 
knowledge as to which music company could supply it.   

Booksellers can play a key role in helping publishers sell their e-books and e-content.  The 
Booksellers Association wants to work with individual publishers and The Publishers 
Association to help bring this about.     

Matters booksellers might usefully consider 

It will not be a question of 'if' digitisation will have an effect on the general book market, but 
'when'.  What we do not know is what will determine the 'tipping point' and when that change 
will happen.  But what we can say with certainty is that when the Internet first appeared on the 
horizon, few booksellers took the development very seriously and a number of the bigger 
booksellers now bitterly regret their previous policies.  So BA members are urged to start 
putting together a digital strategy if they haven't done so already; certain developments are 
going to take place very quickly.  Digital audiobooks, for instance, will soon be downloaded in 
large quantities.   

In order to play a role in this forthcoming digital revolution, we believe that individual 
booksellers could usefully consider some - or all - of the following: 

• Having an Internet presence 

• Watching MP3, iPod and other market developments, especially digital audio 
downloads 

• Setting up systems to know far more about individual customers - what they are buying 
and what they wanted to buy but didn't manage to 

• Ensuring that the systems are 2-way so that consumers provide the bookseller with 
useful information 

• Promoting the business as a 'trusted party' in the digital age 

• Adding value through selection, reviews and range 

• Developing podcasts or blogs for local authors 

• Being prepared to sell in every format (while at the same time ensuring that it is the 
retailer who retains the interface with customers when selling e-books, audio 
downloads and p-books) 

• Joining affiliate programmes to widen and deepen range and facilitate digital content 

• Considering aligning with the search engines and digital aggregators but, again, 
controlling the customer interface and transactional software 

• Looking at in-store wi-fi cafes promoting the Internet side of the business and digital 
content 

• Looking at in-store kiosk technology to sell downloads and promote digital content 
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• Considering print-on-demand 

• If you are a general bookseller, trying to develop a specialisation when promoting over 
the Internet. 

We recommend that individual booksellers carry out a simple SWOT analysis.  This report 
contains a simple exercise to help individual businesses assess their strengths and 
weaknesses, together with the opportunities and threats.   

Matters the Booksellers Association might usefully consider 

The working group recommends that the Association might usefully consider the following: 

• Acting as an information conduit to members 

• Developing training courses on, say, web direct marketing, engaging with the Internet 
and handling digital content 

• Developing a dialogue with the search engines 

• Promoting members' physical locations and websites via the search engines 

• Carrying out market research into consumer and digital content and consumer needs 
and behaviour  

• Extending National Book Tokens into an Internet service 

• Negotiating BA membership deals with distributors 

• Developing a Business-to-Business industry portal to facilitate the sale of digital 
content through BA members 

• Developing this B2B portal to a Business-to-Consumers initiative. 

Conclusion 

There are lots of issues which the Report highlights, and we confess we have no easy answer 
to a number of them.  There are many uncertainties ahead. 

But what we can be certain about is that although the impact and speed of change is highly 
debatable, the changes concerning digitisation will continue and the pace of change will 
accelerate.  In our view, digitisation is the Number One issue facing the BA membership and 
individual members neglect considering the issues at their peril. 

We hope that this report will increase awareness and stimulate debate. 

 
 
 
 
 
Please Note: sections 4 - 10 (inclusive) have a summary  at the end which covers the section’s 
findings and the potential impact on Booksellers and the BA  
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4 Market Overview  
 
This section reviews the position of the market today and the trends and drivers that are 
influencing its speed and direction of change. It reviews: 

• Market Trends and Directions 
• Specific Sector Developments 
• Geographic Market Developments 

 

4.1  Market Trends and Directions 
Growth of the Physical Market 
The Books market has experienced sustained growth and the physical market is expected to 
continue growing between 1.5% and 3% for the next 5 years.  However, this overall growth 
trend is unlikely to be replicated across all genres and while some will continue to grow, others 
will decline.  The graph below shows the proportion of the market split by genre and how this 
has changed over the last 3 years (Nielsen BookScan). 
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The graph shows that some genres are experiencing steady decline, these being genre fiction, 
atlases, maps and travel, school textbooks, study guides, and the arts.  With the exception of 
genre fiction it is these genres that are moving to digital formats the quickest.   

Many Trade publishers are in the process of digitising all their books and the academic 
publishers have established business models for selling e-books direct to students.  

Predicting the speed of digital growth is very difficult.  Learning from other markets is useful 
and gives us some insight into the types of consumers that may move to digital books first and 
how quickly this might happen. 

The physical market for all entertainment formats has grown over the last decade.  With the 
introduction of digital tracks, the music market reached its physical peak in 2004. DVD is 
forecast to reach its physical peak in 2006 and to date we do not have firm estimates for 
games and books but expect the peak to be 3-5 years for games and 5-10 years for books. 

The graph below shows how the growth of digital versus physical formats is expected to 
change between 2003 and 2009 (Source:  EUK -  Nielsen BookScan and Millward Brown data). 
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The market is now beginning to grow rapidly.  In Q1 of 2006 the downloading market is approx 
58% larger than in Q1 2005.  This is due to several factors: 

• More awareness 
• Growing popularity of iPods (UK market accounts for 50% of Apple’s European iPod 

market) 
• Digital singles are available from the start of radio play which occurs approx 6 weeks 

prior to the sale of the physical product. 
 
The effect on retailers is slightly at odds with expectations.  As the majority of downloaders are 
male heavy buyers, the expectation is that the specialist sector would be the main loser.  
However, grocers too have experienced share-loss with the Internet growth area. 

To compete with  iTunes, specialist retailers and supermarkets all offer digital downloads as 
part of their online offer and HMV are introducing download kiosks into their stores. 

E-Books 
There has been much speculation about the growth of digital books.  However, as with other 
digitised markets, different genres will be affected in different ways. 

In the US in 1999, the Association of American Publishers, while working with Arthur Andersen, 
predicted that the e-books market would account for 10% of the total consumer market by 2005 
(retails sales of $1.6b) 4.  In 2001, Forrester predicted that in 2005 digital textbooks would have 
a retail sales value of $3.2bn and e-books $0.7bn. The latest e-book numbers from the US are 
$0.2bn and represent less than 1% of the total market5.   

To-date, e-books promotion to consumers has, for a number of reasons, experienced some 
difficulties: 
 

• Barnes & Noble used to have an e-book store and even launched an electronic 
publishing imprint in 2001. Both are now closed. 

 
• Launched in October 2003, the Adobe Digital Media Store, which was set up to 

showcase the versatility of the PDF format, ceased operations on June 3, 2005. 
 

• Adobe surveys showed that 46% of online consumers were not interested in reading 
any form of content in a digital format. 

 
• Sony’s Librie failed to take off in Japan when launched in 2004. The high price and 

draconian anti-piracy technology (users could only ‘rent’ books for 60 days) scared off 
consumers. 

 

Nevertheless, with the advent of new programmes 
from Amazon, Microsoft, Google and the 
development of devices such as Mobipocket (below 
left) and Panasonic reader6 (below right), there is a 
growing confidence that the market may be about to 
take off. The In standard form, the Sony Reader can 
store up to 80 full-length books (memory expansion 
cards can increase storage) and one battery charge 
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can power up to 7,500 'page turns' and prices per book download are between $5 and $15 dollar. 

Recent developments by Apple indicate that the iPod is seriously aiming to hold and present e-books. 
Apparently it is not e-ink but given its brand, fashion-icon status, channel, distribution and Audible alliance 
this would form a real threat to all the others.7   

(see appendix 12.6 e-book Readers) 
 
Speed of change 
It is easy to make wild guesses as to when digital content will be 
the dominant format traded in certain sectors. It is more difficult to 
predict whether this migration will be a smooth curve or be a spiked 
climb. It is even more difficult to predict what will be the issues or 
combination of issues that will make the difference. What is clear 
today is the direction and speed of change. 
 
The speed of the changes both in terms of the market and the 
technology cannot be understated. Sectors that appeared to be 
moving slowly can suddenly accelerate or lurch forward and in 
doing so create a “must do” situation. The e-book, audio downloads 
or print-on-demand may not have reached their full potential, but their establishment has 
created the need for publishers to review their positions and respond. From relatively nowhere, 
we now have more digital titles than consumer demand. STM journal publishers have gone 
further than just digitising their current material and now have digitised their whole archive in 
order to make a comprehensive online offer and effectively to move fully online. The speed in 
which these and other changes are happening would have not been thought possible only a 
few years ago. 
 
As with any technology, the speed of adoption depends on a number of different factors that 
can be split into 2 categories: 

1. The propensity to buy.  

This will be influenced by:  

Desirable technology 
• Price  
• Quality  

Content 
• Price  
• Availability 

 
At the moment, the technology is still varied but split into 3 categories, these being handheld 
computers (PDAs), dedicated e-readers (Mobipocket) and desktop computers.  Each of these 
technologies has different advantages and disadvantages, but as yet there is no iPod 
equivalent for books.  In addition, the cost of e-readers still makes them prohibitive to many 
consumers.  The latest Sony e-reader, for instance, retails at approx £200. 

2. The propensity to sell.   
 
This will be influenced by: 

• Commercial model 
• Protection of assets 
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Publishers  

The industry needs to create a price point where the publishers and booksellers make a profit.  
This has to be understood and appreciated by the public who know that it doesn’t cost as much 
to manufacture and distribute an e-book as a physical product.   

Other industry experiences show that this is a key area:  digital music singles are 70% cheaper 
than their physical counterparts. However, it should be noted that Apple’s primary business 
driver is not as a creator, retailer or publisher, but to sell iPods. They may be less concerned 
on iTunes making profit and the pricing of the tracks but more concerned in using its market 
dominance to drive iPod sales.  

The protection of assets is key to both the publisher and consumer.  The publisher needs to 
ensure that copyrights are protected and at present there are many different version of Digital 
Rights Management (DRM).  The consumer needs to ensure that the DRM is not cumbersome 
and does not impact on the product. 

 
Digital Audiobook market 
 
Audible is the leading provider of spoken entertainment and information on the Internet, 
providing digital audio editions of books, newspapers and magazines, original programming, 
and TV and radio subscriptions. They have four sites around the world: www.audible.com 
(United States), www.audible.co.uk (United Kingdom), www.audible.de (Germany) and 
www.audible.fr (France). 

Most customers download audio to their PCs and Macs and then transfer the audio to MP3 
players, personal digital assistants (PDAs), or to smart mobile devices (SMDs) for listening on 
the go. Others transfer, or "burn," the content to audio CDs. In addition to their own web sites, 
Audible's content is available at the Apple iTunes Music Store and at Amazon.com. Audible’s 
software is now bundled with new iPods and can be installed on smartphones and MP3 
players. However, it is difficult to include anti-piracy technology on MP3 players. Audible claim 
that the majority of its 900,000 worldwide customers has never bought a traditional audiobook, 
on tape or CD. 
 
Customers can select from nearly 100,000 hours of audio content, or more than 30,000 
different programs and a selection of more than 12,000 audiobooks. The AudibleListener 
program provides customers with access to 30% discounts on any individual program, 
exposure to periodic sales, and six free channels of content for only $9.95 per year.  
 
Digital downloads more than doubled to reach 6% of the $800m audiobook market in 2004 8. 
 
Amazon is developing its activities in this area: ‘Calling all publishers: Send us your digital 
audiobooks! If you are a publisher of audiobooks or other spoken audio content and would like 
your digital products to be sold on Amazon, please e-mail us at digital-audio@ amazon.com.’ 
 

The growth in iPods, MP3 players and broadband is driving this market, along with publishers 
embracing this new opportunity and providing new digital titles.  However, publishers’ 
enthusiasm is hindered by digital rights issues and in many cases this involves re-negotiating 
royalty payments.  There are other “tipping points” that will speed up or hinder the growth of 
digital audio. 

http://www.audible.com/
http://www.audible.co.uk/
http://www.audible.de/
http://www.audible.fr/


     19

 
Speed up: 

• In-car solution (once the major car rental companies raise the standard in car 
specification - see appendix 12.6) 

• Emergence of other retailers providing audiobooks 
• Improved personalisation options 
• The increased demand for podcasts and radio 
• Subscription appeal – emergence of rental models 

 
Hinder 

• High prices (the consumer often views audiobooks in the same way as music and 
podcasts) 

• Low penetration of in-car solutions 
• Confusion and compatibility issues between devices and download services 
• Too restrictive DRM 

 

Based on the current information available the UK audiobook market is expected to grow as 
below, where the physical market is maximised in 2005. 

 

 

 

 

 

 

 

 

 

 

 

 
 

4.2  Specific Sector Developments 
 
Publishing is not one industry but several industries that have been joined by a common 
distribution medium, the printed book (or journal). Digitisation offers many formats, service and 
business model options that provide more choice to the customer. This may further accentuate 
the differences between the various sectors and result in greater divergence. Certain 
publishing sectors have already seen significant growth in the availability and market 
acceptance of digital content.  
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Research, Scholarly and Education 
 
The STM journal and research sector has effectively migrated into on-line format and the way 
information is used is very suited to the digital format. 
  
The global VLE (Virtual Learning Enivronment) market for business and educational e-books 
and electronic products is well established. Founded in 1997, Blackboard 
(www.blackboard.com)9 provides software applications and related services to the education 
industry and is used by millions of people at academic institutions. Huge investment has been 
made within this area but although it is used extensively by lecturers the use of digital content 
is often restricted.  
 
Digital Scholarly monographs are provided to undergraduates under site license agreements, 
with library repositories such as Net library 10, Ebrary11, Questia 12. 
 
Textbooks – below are some examples of the digital activity in textbooks. 
  
Students at Princeton University, the University of Utah and eight other colleges are being 
offered cards allowing 33% off if they download a digital version of a text instead of buying a 
hard copy. It is believed to be the first program of this kind and involves bookstores, multiple 
publishers and one of the largest textbook wholesalers in the country, MBS Textbook 
Exchange. The publishers include McGraw-Hill Higher Education, Houghton Mifflin, John Wiley 
& Sons, Thomson Learning and Sage Publications.  
 
A scheme dubbed the Caravan Project calls for books to be delivered simultaneously in five 
formats -- hardcover, digital, audio, print-on-demand, and by chapter. Six non-profit publishers 
(three are university presses), Borders Group, a few independent bookstores and publishing 
wholesale powerhouse Ingram Industries are participants. The first step is to publish 24 books 
across the five formats in early 2007. The project will be looking at the ability to print and 
deliver books quickly on demand, eventually using in-store kiosks. 
 
Chinese government authorities are committed to supplying every one of China’s 165 million 
students with an e-reader, for the simple reason that it is cheaper than printing and distributing 
the necessary number of textbooks. 
 
Reference 
Reference, be it a dictionary, an encyclopaedia, or specialist reference material, the ability to 
search, find and extract specific information from a wide reference repository is the obvious 
perfect fit for the digital sector.  
 
Encyclopaedia Britannica used to produce the 24-volume definitive set and, once published, 
they started on its next revision. This was no different to other great reference works such as 
those produced by Grove, OUP etc. It could be seen as analogous to painting the Forth Bridge 
– you get to the other side and start again at the beginning. 
 
In contrast, it is fascinating to observe the sheer volume of material that is constantly being 
updated on the web; the previous boundaries of issues, timelines and other such production 
breaks have simply disappeared.  
 
Today, works such as the Dictionary of Art, the Oxford English Dictionary, the Encyclopaedia 
of Life Sciences, etc have all have become “living works” on the web. In fairness, the editorial 

http://www.blackboard.com/
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process has changed only in that they now publish on a continual cycle rather than as an 
occasional event. 
 
Started in 2001, the English language version of Wikipedia provides a way for people to share 
knowledge about a topic and is written and edited by groups of people. When you contribute to 
a Wiki you join a community of other people knowledgeable in the topic. Unlike reviews where 
each person's opinion appears separately, a Wiki is a single file that is edited by many people. 
The UK version currently contains over 1,150,000 articles. 
 
Travel 
 
The market for maps and travel information is going to see very significant change with the 
digitisation of content. There are several reasons that the publishing, distribution and sale of 
travel material are likely to be affected. In general the nature of the information and the users’ 
requirements are well suited to digital development: 
 

• Travellers are looking for the most current content and the information contained in 
printed maps and guidebooks is already out-of-date by the time it is printed, let alone 
during the life of each edition of the product. Travellers may also wish to know very 
current information, such as what’s on tonight in a city for example. 

• The advent of Global Positioning Systems (GPS) means that travellers can not only 
know their exact current position and use this system to navigate, but also relevant 
travel information can be linked to specific locations (LBS – location based services). 

• Travellers may only wish to know particular bits of information rather than the full range 
of content found in a printed book, eg a single hotel or restaurant recommendation, 
opening hours of a museum, etc . Such detailed content could easily be searched and 
extracted from digital information databases. 

 
Changes are already evident in the travel market, 
particularly in the availability of mapping in digital 
form. Free map extracts are now found on any 
number of websites such as Google maps, 
Multimap, Streetmap, Expedia, etc. Google has 
now launched a mobile download service for 30 
cities in the US that overlays up-to-the- minute 
traffic conditions service13. Mapquest in the US 
gives the map and the directions plus lots of tourist 
links. Transport for London gives maps, 
connections and timetables. Historic maps are also 
available from the likes of the National Library of 
Scotland.  
 
Mapping is distributed on CDROM with navigation 

software for walking, cycling and sailing, and is available to print on demand (e.g.: National 
Geographic mapping in US; Ordnance Survey site-centred map printing known as ‘OS Select’ 14 
in the UK).  
 
Most significant is the rapid growth of in-car satellite navigation. The growth in affordable, 
portable “plug-and-play” Sat-Nav devices has been exponential in the past year. Branded 
dedicated hardware from Tom-Tom, Garmin and Navman lead the way, but Sat-Nav is also 
increasingly being bundled on multi-purpose PDAs. The map data on these systems is 
constantly being enriched with points of interest information, and the latest Tom-Tom models 
also offer mobile telephone services, an MP3 player and real-time traffic updates. 
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The convergence of mobile hardware technologies with the use of GPS offers a number of 
potential platforms for the distribution of travel information. It is very difficult at this time to 
predict exactly which hardware or product format will emerge as the most appropriate. It is still 
not clear how the various uses for mobile hardware will precisely converge given the range of 
possibilities: mobile phones, PDA, MP3/iPod, Sat-Nav, portable games consoles, etc. What is 
certain is that the travel guidebooks of the future will be some combination of these 
technologies.  
 
It also likely that travellers will want different types and amounts of information at different 
times, and a range of solutions to suit these may evolve. For example, for those seeking up-to-
the minute information, the mobile phone can already offer real-time text downloads. For 
longer-term planning, a fully illustrated e-book to download may be more appropriate.  For 
those touring a museum or city-centre, an audio walking tour might be exactly the right format.  
 
There are many challenges for the industry in developing new digital products in the travel 
sector. Most users still extol the virtues of the paperback travel guide: it is portable, durable, 
searchable, shareable, and relatively inexpensive. Future formats must create solutions that 
are equally fit for their specific purpose.  Certainly digital products can offer new advantages: 
currency, customisation, location-based information, multi-media content, interactivity, data 
capacity, to name a few.  
 
The question of what price consumers will pay for travel information in the future is a further 
challenge in this market. There is an increasing expectation that much of the relevant travel 
information will be available for free. As noted above, mapping data is freely available online. 
Travel web sites offer all kinds of free background content, and the web allows a huge amount 
of interaction and sharing of useful advice; witness The Guardian’s Been There feature, an 
ever-growing database of personal travel advice, or Tripadvisor.com 15, a huge online collection 
of free hotel and travel ratings and reviews. There are countless free travel podcasts on 
iTunes, and many guidebook publishers already put the content of their printed books online 
for no charge. The commercial model in the travel sector may have to change. 
 
The distribution channels will almost certainly change. Travel content owners such as Lonely 
Planet, Rough Guides, TimeOut, Ordnance Survey, etc. are not only able to distribute their 
content directly to end-users via their own websites, but they will also enter into partnerships 
that enable them to exploit the new platforms and reach new users. Lonely Planet has already 
licensed content to Sony for the PSP16 and to Orange for mobile phones. The TimeOut London 
Eating Guide is available to Vodaphone customers.  More will follow. 
 
To date digital initiatives by travel publishers have been tentative and not rewarded by any 
volume response. The user base is still very immature of course, but this is also because the 
product formats are not yet innovative enough. They do not yet exploit the USPs of the digital 
medium; so far they are really only static text translated to a screen. Nor have publishers fully 
considered all of the options for the distribution channels of new product formats, and their 
relative impacts, although early indications suggest that their first instinct is to seek new 
technology partners rather than work with their existing resellers. 
 
 
Religion 
The religious publishing sector is wide and diverse, spanning the many denominations and 
cultures. It is often regarded as a separate sector and in the US could be viewed very 
differently from the trade sector.  
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The publishers are typically very close to their specific market; they supply not just the written 
word but also a wide range of products: software, videos, gifts and even services such as 
training. One US religious publisher is providing print-on-demand sermons available on 
subscription and available weekly. Some also own their own bookstores and will distribute 
other publishers’ products into their markets such as the CBA (Christian Bookseller's 
Association) and members’ stores in the US. The Internet has long offered this sector 
additional reach and growth.  
 
Religious readings are often read as individual teachings and therefore lend themselves to be 
read as fragments and to digital distribution.  
 
Classics and Public Domain Works 
Many of the e-books that are available today are in the public domain and have been scanned. 
15% of the world’s 32 million catalogued books are in the public domain and the entire current 
scanning effort by US libraries is aimed at this 15%. Only about 10% of all books are actively 
in print. 
 
The biggest repository of books is the veteran Project Gutenberg (http://www.gutenberg.net/) 
of public domain texts with files released in various formats. A ‘World e-book Fair’ held by 
Project Gutenberg during July 2006 gave readers access to over 330,000 free e-books. The 
range of sites offering free books is significant and the task of finding the right book often 
taxing, but once found they can be read on the Internet (examples are listed in Section 12). 
Organisations such as the Open Content Alliance 17 are actively scanning and digitising works.   
 
 
Self-publishing  
Self-publishing is now cheap and flexible. One example is www.lulu.com. Founded in 2002, it 
provides the tools that leave control of content in the hands of the people who created the 
content. The user can publish, sell and buy any and all things digital — books, music, comics, 
photographs, movies etc.  
 
There is no set-up fee and no minimum order to publish and sell. Lulu manages the online 
business, including printing, delivery and customer service. Users set the royalty for each 
piece of content and at the end of each quarter, they receive their royalties. Lulu makes a 
small percentage from each transaction. 
 

4.3  Geographic Market Developments 
 
PricewaterhouseCoopers’s Global Entertainment and Media Outlook forecast for 2005-200918 
predicts that the sales of e-books will total $2.2 billion in 2009 from $182 million in 2004. By 
2009, e-books will constitute 8.2 percent total book publishing marketing in Asia/Pacific. 
 
 
US Market 
 
Total Book Sales 2005: $25.1 billion (+9.9%) & 2.3 billion books (US) 
Total e-book sales in 2005 were $179.110 million (+44.8%) 
e-book sales have grown from 0.12% of sales (2002) to 0.71% (2005) 
Compound growth 2002-2005 is 81.5% [Source: American Publishers Association] 
 
Net Revenues 2005: $34.59 billion (+5.9% 2004) & Unit Sales: 3.1 billion books. Last year 33% 
of adult hardcovers were returned. (Book Industry Study Group) 

http://www.gutenberg.net/
http://www.lulu.com/
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18 publishers contributed to the 2005 report from the International Digital Publishing Forum, 
formerly theOpen e-book Forum. http://www.idpf.org 
e-book publishers reported: 

• a 23% increase in e-book revenues over 2004 
• e-book units sold remained even with 2004 
• e-book titles published increased 20% over 2004 
• Publishers reported $11,875,783 in revenues for 2005 
• Annual e-book sales are estimated to be about $15 million 
• Publishers reported 1,692,964 e-book units sold for 2005 
• Publishers reported 5,242 e-books published during this time  
• e-book titles available are about 100,000 
• e-book sales account for less than 1% of book sales worldwide 

 
The International Digital Publishing Forum in the USA has seen a greater diversity in their 
2005 e-book bestseller list. Bestselling romance titles, independently published e-books and 
reference - combined with the electronic versions of the major print hits - indicate that e-books 
are coming into the mainstream (see appendix 12.1). 
 
Public Library patrons can now search, borrow, read, and return titles via the Internet. The 
New York Library is an example:  as long as the borrower has a valid library ticket, everything 
can be done on-line, browsing 5,000 e-books, 3773 audio downloads, 392 music works and 
218 films. Once selected, the software can be downloaded for free and users can even renew 
online. 
 
Baker & Taylor (www.btol.com), the US wholesaler/library supplier, and OCLC NetLibrary, the 
leading provider of e-content services to the institutional library market, have an agreement to 
facilitate the delivery of a broader range of e-content to the library market. Over 80,000 
NetLibrary e-book titles are available through Baker & Taylor. 
 
Europe  
The European Commission is developing plans to scan in European books, printed 
documents, photos, manuscripts and sheet music in order to make them available on-line. In 
the i2010 programme, 36 million euros have been put aside for research into digitisation. Yet 
more money is likely to be forthcoming under the DG Infosociety's e-content Plus programme. 
 
The European Commission’s plan to promote digital access to Europe’s heritage is rapidly 
taking shape. At least six million books, documents and other cultural works will be made 
available to anyone with a web connection through the European Digital Library over the next 
five years. In order to boost European digitisation efforts, the Commission will co-fund the 
creation of a Europe-wide network of digitisation centres.  
 
By the end of 2006, the European Digital Library should encompass full collaboration among 
the national libraries in the EU. In the years thereafter, this collaboration is to be expanded to 
archives and museums. Two million books, films, photographs, manuscripts, and other cultural 
works will be accessible through the European Digital Library by 2008. This figure will grow to 
at least six million by 2010, but is expected to be much higher as, by then, potentially every 
library, archive and museum in Europe will be able to link its digital content to the European 
Digital Library. 
 
France is keen to see some European initiative up and running to compete against the 
perceived American threat and has secured the support of Germany, Hungary, Italy, Poland 
and Spain ... but this idea seems to be a non-starter with the leading UK companies. 

http://www.idpf.org/
http://www.btol.com/
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The Cyberlibris project (www.cyberlibris.com) has 5,700 titles on-line and 175 participating 
publishers.  Users pay a subscription fee to use it and publishers receive remuneration.  There 
is also the Cairn initiative whereby 9 human-science publishers have digitised content and 
allowed access to copyright works. 
 
Quaero is the name given to the project of a European Internet search engine, a project to 
which several major European companies and research institutes are participating. 
Bertelsmann is believed to be considering becoming a partner. 
 
Denmark: publishers are trying to get together to establish a portal to sell digital books. The 
idea is that PDF files will be downloaded with no real costs and the publisher would receive a 
fee from every sale.   
 
Scandinavia: Ellibs (www.ellibs.com), a company based in Finland, offers electronic content 
from more than 70 professional and academic publishers based in the UK and Europe. The 
company deals with over 400 libraries, mostly in Scandinavia but including accounts in the UK. 
Library users usually pay a one-off joining fee and then they pay for access to individual titles. 
Ellibs also has an education programme selling course materials to teachers and a bookstore 
for direct sales to consumers, with currently over 20,000 titles on offer.   A survey by Gallup 
Observa found that 65% of readers of non-fiction in Finland were interested in buying e-books 
within the next 3 years.  
 
Sweden: there is an initiative called eLib (www.elib.se) where publishers provide e-books 
under contractual terms. The company is owned by two Swedish publishers and an Internet 
bookshop. The e-books - and more recently audiobooks - are distributed to Internet booksellers 
and to public library websites.   
 
Germany: the Borsenverein (the trade organisation representing publishers, booksellers and 
distributors) is trying to get its Volltextsuche project off the ground. The idea is for the search 
engines to have to go through an 'Authorisation Control' database controlled by the publishers 
before having access to the digital content.  Publishers would be able to set their own access 
parameters. 
 
  

http://www.cyberlibris.com/
http://www.ellibs.com/
http://www.elib.se/
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The Borsenverein's Volltextsuche Project 
 
 
MPS Technologies (part of Macmillan) and HGV Publishing Services are the chosen partners. 
The prototype ‘BookStore’ will be demonstrated at Frankfurt Book Fair 2006. 
 
Amazon (www.amazon.de) is now the leading bookseller in Germany with a 6.6% market share 
and an estimated revenue of 600m euros. 
 
Australia 
The ABA Annual Conference 2006 debated digitisation in the opening session, The future – 
Across the Digital Divide, with speakers Gary Pengelly (Thorpe-Bowker), Michele Garra (Sony 
Pictures Home Entertainment), Margaret Kennedy (National Library of Australia) and Jeffrey 
Cook (3V Consultancy).  
 
Works still copyrighted under the interminable copyright laws of the USA are in the public 
domain elsewhere. Two Australian troves of such books are the University of Adelaide's 
Electronic Texts (http://etext.library.adelaide.edu.au/) and Project Gutenberg Australia 
(http://www.gutenberg.net.au/). Emphasis on Australian texts is provided by the SETIS project 
(http://setis.library.usyd.edu.au/oztexts/). 
 
Here is a useful list of online resources maintained by an Australian: 
(http://home.vicnet.net.au/~ozlit/index.html). 
 
China 
Superstar (www.ssreader.com), a company in Beijing, has scanned every book from 900 
university libraries in China. It has already digitised 1.3 million unique titles in Chinese, which 
it estimates is about half of all the books published in the Chinese language since 1949. It 
costs $10 per book to scan. Superstar sells copies of the scanned books back to the libraries 
at about 50c per book. 
 

http://www.amazon.de/
http://etext.library.adelaide.edu.au/
http://www.gutenberg.net.au/
http://setis.library.usyd.edu.au/oztexts/
http://home.vicnet.net.au/~ozlit/index.html
http://www.ssreader.com/
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The two other leading companies producing e-books in China are the Abapi Digital Library from 
the Founder Group (www.founder.co.cn) and Scholars Home (www.21dmedia.com). 
 
E-book pricing is totally negotiable and the asking price often depends upon the seller’s 
assessment of the buyer’s ability to pay. 
 
China is producing the Jinke V8 reader, which will be distributed in Europe by a German 
company, initially at about 350 euros. 
 
Japan & Korea 
More than 50 million Japanese, nearly half the population, are subscribing to entertainment 
content services (Manga and so forth) on their mobile phones.  
 
Publishing Link, an e-book rental business in Japan set up by 15 companies, including Sony, 
has revamped its website, adding new sales methods to increase convenience and to allow 
members to sample pages of e-books for free.  Members can browse around 4,000 titles 
distributed and it offers rentals for 60 days, with members downloading e-books to their PCs or 
mobiles.  
 
In 2004, the market for e-books was estimated to be worth 180m yen (£900,000) and analysts 
now predict that in two years the market for mobile phone e-books and related publishing alone 
will be worth 10 billion yen (£47.5m). Publishers have tentatively started providing content for 
mobiles. A typical service plan offers unlimited use for a flat fee of 100-300 yen (50p-£1.50) or 
charges around 400 yen (£2.00) per book.  
 
The most spectacular success story so far belongs to an author called Yoshi. He kicked off a 
guerrilla-style marketing campaign for his mobile novel Deep Love by passing out flyers to 
thousands of schoolgirls in downtown Tokyo. The novel was written in simple Japanese and 
was downloaded in 1,600-word instalments. Within three years, the site had received a total of 
20 million hits and his story - whose development was aided by feedback from fans - is now 
being made into a film.  
 
The biggest e-book sales site in Japan is E-bookJapan which reports 120,000 downloads a 
month, while Papyless has 84,000 downloads and Rakuten Download has 40,000. 
 
 

http://www.founder.co.cn/
http://www.21dmedia.com/
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4.4  Market Overview Summary 

 
Findings 

• The market for business and educational e-books and electronic products is well 
established (Reference and non-fiction accounts for 55% of PDF e-content sales)19. 

• The UK market for the physical book is experiencing relatively low single digit growth, 
while some genre physical sales are in decline (in the main these are moving quickest 
to digital format; reference, travel, textbooks, study guides).  

• Publishing sectors that were once joined by common distribution channels and format – 
the printed book - are now diverging with digitisation.  

• Predicting the size and timing of the e-book market has proved taxing with many 
researchers such as Anderson and Forester providing wildly overoptimistic predictions. 

• E-book ventures have not had a good track record; Barnes & Noble e-book store, 
Contentville, On-line Books and Adobe Digital Media Store have all closed. Sony’s 
Librie failed to take off in Japan when launched in 2004, and others such as Netlibrary 
and Peanut Press have, after struggling, changed ownership. 

• It is widely accepted that audiobooks will quickly migrate to digital downloads with the 
take-up being fuelled by Audible’s market position and their relationship with Apple 20, 
the market penetration of MP3 technology, the Amazon audio strategy21, and the 
manufacturing ability to convert quickly digital files from physical CDs and cassettes to 
digital downloads. 

• The digitising of content has been slower than envisaged, with the major focus being on 
the scanning of public domain material by US libraries. Project Gutenberg 22 has the 
largest repository with over 330,000 free e-books. However, major Trade publishers, 
such as Random House and HarperCollins, have recently announced plans to digitise 
thousands of titles for commercial sale.  

• USA: The American Publishers Association reports that e-book sales have grown from 
0.12% of sales (2002) to 0.71% (2005), a compound growth of 81.5%.  This has 
resulted in total e-book sales in 2005 amounting to $179.110 million (+44.8%) on total 
market sales of $25.1 billion and 2.3 billion units 23.  

• Europe: Major initiatives are being developed by the European Commission which 
plans to create a European Digital Library 24 with up to 6 million books, documents and 
cultural works available to all over the Internet. In Germany, the Borsenverein25 is 
planning its Volltextsuche project, aimed at establishing a central control database 
between search engines, publishers’ repositories and retailers’ web sites.  In 
Scandanavian markets, collective portals such as elib 26 are being established to sell e-
books. 

• China: To avoid all the physical costs associated with textbooks, the Chinese 
government has committed to supply all of their 165 million students with an e-reader. 
All books in China’s 900 libraries have been scanned and 1.3 million unique titles are 
available through the Superstar service 27. 
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• Japan: More than 50 million Japanese, nearly half the population, are subscribing to 
entertainment content services on their mobile phones. Publishers have started 
providing content for mobiles. A typical service plan offers unlimited use for a flat fee of 
100-300 yen (50p-£1.50) or charges around 400 yen (£2.00) per book. The biggest e-
book sales site in Japan is E-bookJapan which reports 120,000 downloads a month, 
while Papyless has 84,000 downloads and Rakuten Download has 40,000. A significant 
success was achieved by an author called Yoshi who wrote a novel in 1,600 word 
instalments and received 20 million website hits 28.  

Issues 

• Catch 22. Consumers cannot buy what isn’t there. To date, the major trade publishers 
have not had the confidence in the market to create the e-books and, as a result, 
consumers cannot create the market. Where publishers in certain sectors have made 
the investment, buyers have responded. This is clearly now changing and the 
necessary investment risk is being made to create the trade market. 

• Pricing. The pricing of e-books is all over the place. Some publishers are aligning it to 
the current RRP and creating an eRRP, others are aligning it to the paperback price 
and yet others viewing it as the lowest selling price. Audio has similar problems and 
both are subject to VAT. However, the consumer and the libraries view the Internet as 
“free” and this situation is further compounded by the initial scanning and availability of 
public domain “no cost” works.   

• Reader and Format Wars. Formats are closely coupled to technology readers, 
channels and, inevitably, Digital Rights Management. There is still no “killer” reader, or 
distribution channel, and while DRM is so closely coupled to the individual formats, 
consumers are wary of buying the wrong format and ending up with a Betamax library. 

• Rights. Rights are pivotal to all digital content. These cover issues such as access and 
usage in the form of DRM and permissions; author contracts in terms of royalties and 
reversals and, in the case of the backlist and out-of-print titles rights, identification of 
the rights ownership. Uncertainty over ownership, usage, control and protection has 
created caution in the market. 

Summary 

The market is not established and there are still major issues. However, there is much activity, 
a quickening of pace and hardening of confidence. Digital Content will be aligned to - and sold 
- via the Internet. It is highly debatable what will prove to be the consumer “tipping point”, but 
based on experience of other markets, the speed of adoption will be very fast. What is certain 
is that those who are not positioned, nor have the competencies, will find it hard to establish 
themselves and compete in the digital market. 

Bookseller Considerations 

• Digital content in whatever format will be sold overwhelmingly over the Internet. 
Booksellers without an Internet presence or capability will not be able to participate and 
those who join late may find it difficult to establish themselves. 

BA Considerations 

• How can the Association provide a cooperative environment which enables members to 
participate, differentiate themselves and be visible? 
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• How can the BA engage with publishers to ensure that its members are encouraged to 
participate in the sale of digital content and not be excluded in a race to go direct to the 
consumer?  
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5 Consumer and Key Market Drivers 
 
This section focuses on gaining an insight into the digital content market from a 
consumer's perspective, understanding their drivers, needs and aspirations. It reviews: 
 

• Consumer Models and Demand 
• Consumer Behaviour 
• Library Sector Demand and Barriers 
• The PEST factors (Political, Economic, Social and Technology) 

 

 

5.1  Consumer Models and Demand 

 
The Customer is at the Centre 
 
If all publishing market sectors were identical, the issues would be that much easier to resolve. 
Differences in the different markets themselves, underlined by the increasing shift towards a 
more “customer driven” environment will drive divergence. In some, perhaps all, sectors the 
“power” is clearly moving down the supply chain and closer to the customer. The recent 
emergence of websites such as www.myspace 29and its impact on the music market cannot be 
ignored. This raises the question of whether ultimately the customer is now starting to drive the 
direction publishers take and to dictate the pace of change. Mike Shatzkin 30 has said that 
publishing is about “content and markets”; neither can be excluded when looking at digital 
content publishing. 
 
The first commercial usage of the Internet, after the inevitable online pornography, was to sell 
existing physical products. Books, audio CDs and DVDs are still significant in this market - not 
just because of the range that can be provided online (coupled with the uniqueness of each 
individual title) but also because the products themselves are small, compact and easily 
transported. 
 
Following these, a complete range of service-orientated offers has been successful in the 
market. These include financial, travel, insurance services and consumer electronics. The 
appeal to consumers is based on self-service, enabling them to search, discover, maybe 
sample and then to purchase at their convenience. Publishers tried, authors tried but 
(irrespective of the debate about profitability) in the eyes of the consumer the booktrade 
success story was Amazon. They were not the first to market but the 41st; their success was 
based not on innovation but on global branding, range, competitive pricing, consistent 
information and, above all, one-stop shop convenience and excellence in customer service. 
 
 
 
 
 
 
 
 
 

http://www.myspace/
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The diagram above illustrates the traditional trade supply chain. It is product-centric and mass 
market focused, with the publisher being central to the flow of product with others (such as 
wholesalers and retailers) providing points of consolidation. 
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The diagram above illustrates how consumers view “their” supply chain in the “e” world. The 
blue outer lines show the traditional content flows and the inner red lines those now potentially 
available to the consumer. The “e” world offers choice of supply, where everyone is only “one 
click away” from the consumer.  
 
Stephen King can sell his latest novel direct to the consumer or through an intermediary, with 
the book being distributed by traditional players, e-book retailers and even Microsoft. The 
consumer may want to buy from a “trusted” service such as Amazon. However, unknown to the 
consumer, the downloaded digital product could be from a digital wholesaler such as Lightning 
Source.  
 
It could be said that, implementing direct marketing tools is like buying an exercise bike. It 
doesn't make you fit, it simply declares an intent and provides a mechanism. 
 
Although printed product can be digitised and migrated online and then downloaded to the e-
book or the PC, today’s consumer remains loyal to the physical reading experience and to the 
“outright purchase” model. However, selling downloads of digital products is not inherently all 
that different from selling a physical product and, when consumer demand dictates, it should 
not present any challenges with respect to integration with existing commercial transaction 
processing. The questions will be: Where do consumers wish to make their purchase? Who 
distributes the product? And do the seller and the distributor need to be the same 
organisation?  
 
“Pure online” digital product offers this possibility, but the distributors' business models are still 
not well developed for the consumer market. The problem is that consumers have got far too 
used to getting their content free, and research has shown that they are reluctant to start 
paying for online content. The current reader wars raise consumer fears.  Consumers do not 
want to invest in technology and digital content that could very quickly become the equivalent 
of owning an eight-track or Betamax library today.   
 
The iPod is changing consumer behaviour and is an obvious vehicle for audio downloads. It 
shifts audiobooks from the old and tired grey market image to a vibrant younger and 
fashionable one.  
 
There are successful consumer-oriented content-providing services that charge. The Wall 
Street Journal Online edition has over 600,000 paying subscribers that are charged an annual 
fee of $59 or $29, depending on whether or not they subscribe to the print version. Sony 
Online has over 400,000 subscribers paying $10 per month for access to the role-playing game 
EverQuest. Porn industry stalwart Playboy has over 100,000 subscribers, paying between $10 
and $69 per month. RealNetworks have half a million subscribers paying $10 per month for 
services that include ABCNews.com, CNN.com and online sports coverage. 
 
The question of how content will ultimately be delivered to consumers and paid for by them is 
interesting. If the e-book and its current commercial model of outright purchase were to shift to 
an online service, the physical ownership will remain with the service and it will be 'the access' 
to it that is being bought. This could lead to a significant shift towards a subscription-based 
environment. This then raises the question of who owns and services the subscriptions. It is 
inevitable that this will introduce new “trusted” intermediaries into the supply chain. The 
obvious question is - do the seller and the distributor need to be the same?   
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5.2  Consumer Behaviour 
 
Perhaps we should do what all good marketeers do and start by understanding how consumer 
behaviour is evolving and then constructing a demand model for e-books in their various 
guises.  We all have our own experiences, whether as consumer, provider or library patron.  
The simple matrix below segments behaviour. Building on the content in context model 
suggested earlier, the following diagram is designed to illustrate that consumer behaviour 
takes many forms - depending on urgency and specificity.   
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
So what role do e-books have in meeting consumer demand?  
 
We would summarise the 5 key sectors as:  
 

Rare & beautiful – Providing access to rare works which what are not easily accessible 
today (examples could include the Bodleian’s rare manuscripts or the British Library’s rare 
archive).  
 
iPod-man – the early adopter. The OeBF’s e-book Bestseller list31 contains many titles that 
are also in similar positions within the physical book bestseller charts  It seems that 
general readers are similar, no matter what the content format. When and how consumers 
read their e-books is a moot point. Anecdotal evidence suggests that more books are 
acquired than read – more a case of “just in case” or “because I can” than "I need to do it". 
 
Fast facts for busy people – whether student, businessman or consumer in public 
libraries consumers often want “fast facts now” – travel guides, law, medicine.  
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Worthy but cheap - The economic problem of the declining viability of the academic 
monographs that are bought almost exclusively by libraries in their role as guardians of our 
cultural heritage - only to gather dust on the shelves.    
 
Etexts – publishers annually predict that “all texts will be digital in 5 years time” – the 
benefits are clear in theory, but the barriers of permissions and DRM, are currently 
restraining market demand. 

 

5.3  Library Sector Demand  
 
Libraries are buyers of published works. They can be institutional, public or private, and clients 
vary significantly from researchers, academics and undergraduates to the general public.  
 
The UK-based Publishers Association’s Council of Academic and Professional Publishers 
released a report in January 2004 looking at levels of spending in academic libraries. Total 
spending on electronic resources rose £19.2 million from 1995 to 2001 which excludes 
subscriptions to electronic journals. This equates to 12.9% of total acquisitions' spending, a 
slightly higher proportion than 2000-01 and 1999-2000.  
 
On August 9, 2004, Library Journal’s Academic Newswire carried a report on a recent study 
from the Association of Research Libraries (US) that shows that the typical university research 
library spent nearly 400 percent more on electronic resources in 2001/02 than it did in 1994/95. 
Electronic journals account for the greatest proportion of the electronic expenditures, claiming 
92% in 2001/02. There was a total of $154 million spent on electronic journals alone in 
2001/02, as reported by 112 academic libraries.  
 
The Bowker Annual 2003 reports that public libraries in the US spent almost $50 million on 
electronic reference sources in 2003, academic libraries spending another $91 million.  
 
As previously stated, the research and academic sectors have already taken significant steps 
and are at the forefront of the migration to digital content. But as we have pointed out, sectors 
are diverging and the demands of the public libraries are already different to that of the 
academic/institutional library.  Although there are clear lessons to be learnt, there are also 
clear differences to be understood. 
 
Libraries no longer see content as format dependent. The way publishers and libraries work 
together is bound to change. The message is that publishers should provide content the way 
changing user behaviour is demanding it 32. 
 
However, there are a number of barriers within this marketplace:  
 

• How does the electronic format complicate the relationships?  
• Licensing digital books raises the same questions that arise for general electronic 

content.  Is it being licensed for individuals on a single workstation, or multiple devices 
for access by library patrons wherever they may be? 

• How are fragments to be priced?   
• Are licenses based on the number of concurrent users, on the number of devices, size 

of the user community, or on some other factors?   
• Are traditional library interlibrary loan functions supported for these digital works, and if 

so how?  
• Do the license terms recognise traditional library and education values such as “fair 

use”, and free speech and inquiry and are these reflected within the DRM deployed?   
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• How is the material to be archived and be compatible with emerging technologies, yet 
still be supported by old ones? 

• Can Digital Rights Management be separated for the specific e-book technology? 
 
 
5.4  P.E.S.T. Model  
 
The analysis below is highly subjective and is focused at identifying the Political, 
Environmental, Social and Technological drivers, trends and pressures, and also any 
barriers to change. Many of them are complementary and it is the way they will come together 
that will determine the pace of change.  
 
Political 

• Political pressure to narrow the economic divide is growing – information available for 
all with the Internet being viewed as the democratic information channel. 

• Open Government and Freedom of Information demands effective access to all 
information. 

• Information access is a key to Education at all levels.   
• Pressure to provide Open Access to academic content.  
• Copyright reform – Gowers Report (UK) & Orphan Works Act (US). 
• Under the Copyright Act 2002, RNIB can demand and copy any book published in the 

UK. The RNIB has launched a ‘Right to Read’ campaign and has commissioned a 
Digital Feasibility Project to convert electronic XML files into Large print, Daisy Audio 
and Braille. The EU is also funding a similar project, the European Accessible 
Information Network (EUAIN)33. 

• An All Party Parliamentary Internet Group report called for the makers of DRM systems 
to be made aware of using aggressive copyright systems and also called on the DTI to 
look into the prices charged for the same digital content, such as music tracks, in 
different countries. 

 
Economic 

• Lowering the cost barriers and entry to digital publishing.  
• Lowering of the cost of technology, network access and reliability.  
• The digital content land grab – Google, MSN, Yahoo, Amazon. 

 
Social 

• Generation Y demanding ever faster access 24x7.  Largely self-sufficient, they are 
comfortable with technology and expect that they will be able to help themselves.  
Online banking, shopping, and surfing have trained them to be self-sufficient in using 
the Internet and other technology based tools.34  

• Access from anywhere through various technologies (people are mobile in both how 
they work and live). 

• Granular content – the buying of snippets of information.  Predictions say that in the 
future, content will become more and more discrete and users will become used to 
having just the information they want and not the “extraneous” bits.   

• Search and discovery across all information (the ability to create “mysearch” and 
resultant Knowledge Bank) 

 
Technology 

• Greater broadband speeds, bandwidth and reliability making downloading of larger files 
more efficient. 

• Enhanced search and discovery across all indexed material world-wide (moving 
towards greater knowledge based results and relevance – “my search”). 
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• Cross-industry standards based on XML (ONIX - ONline Information Exchange is the 
XML standard format that publishers can use to distribute electronic information about 
their books to wholesale, e-tail and retail booksellers, other publishers, and anyone 
else involved in the sale of books). 

• Standard format war fall out (similar to when MS Office become the tool for all Apples). 
• Multimedia convergence of devices from PCs, laptops, PDAs, mobile phones, iPods, etc 

(devices are becoming more about lifestyle than specific use). 
• Advances in presentation and usability of large files such as e-books, DVD films, audio 

and music.  
 
PEST Summary 
 
There are a number of different perspectives deriving from the PEST analysis.  
 
One view of the above was captured in Outsell, Inc.’s 35 September 1, 2005 “FutureFacts: 
Information Industry Outlook 2006,” this article put forward seven scenarios that they view as a 
given for the future of the information industry in general. 
 

• Direct-to-consumer publishing – Niche authors and content creators are creating 
shorter routes to the consumer. 

• Information needs to be free – Users want it free, and successful companies are finding 
ways to make existing free content more useful. 

• Users as aggregators – Users want the flexibility to mix and match content as they 
require. 

• Open Source / Open Access / Collaboration – Content is collaborative and social; 
publishing models are moving from one-to-many to many-to-many. 

• Libraries will no longer be destination archives, but will focus on bringing digital content 
to users at point of need. 

• Social publishing will displace traditional publishing – content will not be one-way, but 
will “talk back”; it will become a “flexible document shaped by many hands in a social 
publishing process”. 

• Publishers embrace social publishing – Publishers will find business models that 
support distribution of more granular content units and integrate them with other 
content and user applications. 

 
Another view would agree with much of the above, but would take a more commercial market 
perspective.  As a result, what is more likely is a significant entry of new players such as 
Google and MSN, whose publishing motives are secondary and are not their primary drivers.  
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5.5  Consumer and Key Market Drivers Summary  

 
Findings 

• The physical supply chain is “product-centric” and “mass market” focused, with the 
publisher being central to the flow of product with others (such as wholesalers and 
retailers) providing points of consolidation. However in the “e” world this changes and it 
becomes “customer-centric” and “direct market” focused, offering choice of supply, with 
everyone being only “one click away”.  

• The iPod and mobile technology are changing consumer behaviour, not only in how and 
when consumers listen but also how they collect works and their receptiveness to all 
things audio. Digital audio downloads are today’s digital book opportunity. 

• The current uncertainty on which of the e-book readers will win mass market support 
raises consumer fears. They do not want to invest in technology and digital content that 
could very quickly become the equivalent of owning an eight-track player or Betamax 
library today. 

• How digital content will be ultimately delivered and paid for is not clear. Although it is 
likely to be through “trusted” parties who may not deliver the actual content but deal 
with the customer transaction, interface and service it could be by a completely new 
entrant such as with iTunes within the music sector. 

• Consumer behaviour will change according to specificity of their needs and time 
criticality of usage of digital factual content. They could be; Gatherers (teachers), 
Sifters (researchers), Browsers (undergraduates) or Hunters (market analysts). 

• E-book content falls into 5 categories; Rare and beautiful (rare archive and 
manuscripts), IPod-man (collections more acquired than read), or Fast facts for busy 
people, Worthy but cheap (Academic monographs and cultural heritage), and e-texts.   

• Libraries are already heavily investing in digital content, especially online journals and 
academic books, but their needs and usage are different to the consumer market and 
their barriers relate to licensing, use, archive and DRM. 

• A PEST (Political, Economic, Social, Technology) analysis shows a clear trend in the 
library sector towards open access, open source, free content, and social publishing. In 
the commercial market, we can see the entry of new substantial players such as Google 
and MSN, for whom publishing is not their primary business or commercial driver.  

 
Issues 
 

• Publishers are in the middle. Two different markets and demands. The consumer is 
growing in confidence and moving swiftly towards audio downloads, whereas the 
Library and institutional market is moving towards e-books and online.  

• Where’s the money? The institutional and library markets are moving towards a social 
publishing model based on open and “free” access.  The commercial publishers wish to 
simply migrate the format but retain the commercial model.  However, potential new 
entrants can have deep pockets and publishing is not their primary business. 
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• Bits and bytes. Digital content accentuates behaviour differences between (i) usage 
and need (ii) reading and referencing and (iii) buying to read and buying to collect. 

Summary 
 
Just as publishing sectors diverge in a digital market so does the consumer’s behaviour, needs 
and values. It is not possible to address all the consumer’s needs in a one-stop solution and 
therefore there is a need to focus and understand those selected.     

 
Bookseller Considerations  
 

• A customer-centric Internet environment is different from the traditional environment 
and requires the bookseller knowing about the customer, becoming a trusted party, 
creating a two-way communication and fully engaging with potential book buyers. 

• Booksellers need to be seen as adding value through their selection, reviews, range 
and community, which complement their physical stores and services. 

• Experiment, familiarise with digital content and get feedback from customers. 

 

BA Considerations 

• Consider training bookstores in web direct marketing techniques and skills. 

• Promote members’ physical locations and web sites through information search 
engines. 

• Act as an information conduit to members. 

• Perform market research into the consumer and digital content needs' and behaviour. 
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6 Publisher Strategies 
This section focuses on the impact digital content is already having on some publishing 
sectors and the various new formats and channels that are available to publish in. It 
reviews: 

• What is ePublishing? 
• Media neutral input and output 
• Storage and repurposing on digital content 
• E-book formats, devices and considerations 
• Rights' Acquisition 
• Pricing 
• Audiobook publishing 
• The STM and Academic sector 
• The Trade sector 
• Publishing polarisation  

 

6.1  What is e-Publishing? 

 
To some publishers, e-Publishing is about selling any of their products online; others see it as 
being about promoting their product through the use of digital information; yet others as being 
about delivering digital content. e-Publishing can be viewed from any or all of these 
perspectives. Ultimately, we believe that there will be no distinction to be drawn between “e-
Publishing” and any other sort of publishing – there will be just “publishing”. Today, we need to 
recognise the existence of these various perspectives, the direction, pace, impact and issues 
that make e-Publishing different today and those which will eventually tip it into “business as 
usual” tomorrow.  
 
Publishers face many issues as they move towards the total e-Publishing environment. These 
are some of the more significant ones: 
 

• Digitisation will mean that they have to manage more products, more formats, more 
fragmented content.  

• Digitisation introduces changes to the production processes and workflows. 
• Digital assets need to be more easily available in order to be reused. 
• Digitisation creates the possibility of new sales channels, new intermediaries and new 

demands from customers. 
• The management and protection of Intellectual Property Rights is complex and difficult 

in the digital environment. 
• There is a real threat in some sectors of “digitisation or die”, while in other areas 

digitisation is having little real impact.  Timing is the challenge. 
• Risk increases with many new options and vendors to choose from. 
• In such a rapidly evolving market, the unknown is always the greatest threat and risk. 
• Will digital content cannibalise print? 

 

6.2  Media Neutral In – Media Neutral Out 

 
The work may still be physical, it may be printed on demand, it could be distributed as a 
download or on CDROM/DVD, or it could be online. It may be sold and marketed through 
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traditional channels, through new online distribution channels, and/or direct. The key is to have 
the digital content available in order to maximise delivery choice and to respond to the 
changing needs or new opportunities in the market. 
 
Whatever else may be involved, e-Publishing is ultimately about the availability of market-
ready digital content, and content is the core of publishing. 
 
Publishers have had digitised content for some time. It may be acquired in a word processing 
or DTP (desktop publishing) format and it may include digital images, sound clips, etc as well 
as text. It may be developed in-house using DTP products such as Quark or PageMaker. It may 
be stored in a central corporate repository and archived accordingly. Irrespective, the product 
has been traditionally developed through a linear process (see diagram below) and has also 
often only been published in single or limited formats. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
As a result, many publishers will develop the work in the traditional way and then (once it is 
ready to be published) convert it into an appropriate digital format to enable it to be hosted on 
a web site, sold as an e-book or be made available for print-on-demand. Holding the content in 
PDF form may be entirely appropriate for some services and opportunities, such as print-on-
demand and e-books, but inappropriate for other online services that may wish to fragment it.  
 
Syndication of the content - or parts of it - to other web sites helps “round” the other site’s offer 
or authority. For example, if a cookery site is offering a special on Italian cooking, why not offer 
associated extracts, pictures etc. from well known publishers’ books featuring either Italian 
recipes or cooks, to complement it?  If syndication of the content to others is an opportunity, 
fragmentation is a must.  
 
Is it better to change the total development process to provide total flexibility, or to convert the 
finished product at the end of the development, or to maintain the status quo and convert post 
development? Most Trade publishers do not create XML tagged content as part of their 
development workflow on the original book. The XML text has to be created specifically for the 
e-book. However, this is not the case in the STM sector, where reference linking and 
granularity are important and are best built in during the editorial development process. 
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The vast majority of digitisation and conversion activity is now being performed in India with all 
the major STM publishers having arrangements there. India offers low cost, high technical 
skills and strong English language writing skills.  Macmillan, Thomson, Elsevier, and Springer 
all have their own sizable operations there.  
 
The profusion of digital formats leads to the issue of identification. How should individual 
impressions of the same work be identified? Each impression and DRM platform currently is 
allocated its own ISBN which can result in some titles having up to 8 to 10 ISBNs. In the STM 
journal sector there is a need for a lower level of identifiers and the DOI 36 identifier is widely 
used to enable persistent reference, citation and article linking. While these two different 
identifiers can co-exist, there is a need to avoid further unnecessary variants and ensure the 
disciplined use of identifiers in compliance with standards. 
 
Traditional trade publishers are adopting digital book production for some of their needs. 
Conventional offset printed book galleys, the edition that most reviewers see, have been 
largely replaced by digitally-produced pre-publication copies produced in volumes of perhaps 
500 or 600. While mass-market trade books are still offset-printed, once demand for a title has 
cooled, many publishers keep their books in print by retaining the digital file and producing 
hard copies in very small volumes or to fulfil orders only on demand. Lightning Source Inc. 
(LSI)37 of Tennessee, founded by book distributor Ingram Industries, moved quickly into this 
market about a decade ago, negotiating deals with major publishers to handle this end of the 
business. LSI is now one of the largest digital book production companies in the world.  
 
6.3  Storing and Repurposing Assets 
The reuse of content is not restricted to e-Publishing. According to the type of publishing, it 
may be very beneficial to be able to access effectively illustrations and text from previous 
publications to obviate them having to be recreated. Digital Content Management is not just 
about the development process: it is also about the storage of corporate “assets” and their 
retrieval.  
 
The diagram below shows the optimum digital publishing model. 
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6.4  The Organisational Impact of Digital Content 
Publishers find themselves sitting uncomfortably with organisations that are often constrained 
by legacy practices, culture or digital maturity. Many are simply making tactical competitive 
responses and therefore further restricting the organisational structure.  
 
More important than the actual structure is the culture. The need here is to eliminate the fear 
of failure by cannibalisation or the bad memories of previous digital forays, and to promote and 
encourage innovation and experimentation.  
 
The emerging Digital Director role is becoming increasingly powerful and will soon no longer 
be subservient to the Editor or Marketing Director of the printed product. In the longer term, it 
is important that there is one organisational structure covering all publishing formats. 
 
6.5  e-book Publishing Formats, Reading Devices and Considerations 

 
There are two different sorts of e-book which are differentiated by the technology used to store 
and present the text: 
 
'Page image' based  
 
Examples - Adobe Acrobat e-books based around PDF format.  
 
Primarily these are for use on larger screens so that the page image remains large enough to 
be readable as a page. 
 
'Text stream' based  
 
Examples – Commonly used today - Microsoft Reader, Palm Reader, Mobipocket, etc and less 
common Rocketbook / Gemstar.  
 
This is better suited to small screens, where the text reflows to fit the screen. There are many, 
stream-based formats. These are all mutually incompatible and, as a result, only a few of these 
formats are often commercially viable. 
 
Other formats are likely to be available in the near future (e.g. Sony, iRex, see below) 
 
New entrants: 
 
Sony Librié - which has an e-ink, high contrast, black and white, matt screen. As a result, it is 

very easy to read and also has a good battery life.  It is light and 
small enough to be acceptable to the market. 
 
Largely due to its restrictive DRM system, it was not successful in 
Japan when it was first launched. It is expected that Sony will not 
use the same DRM system for the US and European markets, and 
that it will integrate the e-book reader into the Sony Connect 
Internet store for book purchases.  
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iRex Iliad - a new handheld reader device from 
a Philips offshoot. The technology is expensive 
using inbuilt wi-fi and a Wacom-style touch 
screen rather than the cheaper capacitative 
technology. The e-ink screen is slightly larger 
and can achieve better greyscale representation 
and so the graphics look better.  
 
iRex intends to license multiple DRMs but 
currently only do DRM-free PDFs. 
 
iPod - a much rumoured new entrant. Their offer 
is likely to be based not on e-ink but on a larger 
screen.  Their real advantage would be their 
market penetration of other media markets and 
the potential to offer an all-in-one device (video, 
music, audio, e-books etc). In addition, they 

have the tie with Audible and their market-dominant iTunes distribution. The market 
disadvantage could be yet another DRM variant. 
 
Hardware, Content and Channel Differences: 
 
Some formats are device-dependent (e.g. the old RocketBook/ Gemstar format only worked on 
their own hardware, Sony BBEB format only works on Sony device) where the DRM ties the e-
book to a single dedicated hardware device. These tend to have a closed commercial 
environment, where the bookstore is tied to the software or the device in the iPod/iTunes 
mould (e.g. Gemstar).  
 
Others are not tied to specific types of hardware (best example is probably Palm Reader) and 
the e-book file can be read on multiple devices that support the same reading software and 
DRM (e.g. on a desktop PC and a PocketPC organiser). This platform- neutral software group 
tends to allow third party retailers to license the DRM technology and sell to end-users (e.g. 
Microsoft, Adobe).  
 
Do consumers want convergence (e-book, phone, music player, organiser all on one device), 
or multiple dedicated devices that do a single job better? On the one hand there is Microsoft 
which clearly believes in convergence:  on the other there is the phenomenal success of the 
iPod – the archetypal dedicated device.  Apple are already moving from their music-only to 
video and potentially the e-book. (Apple may not be the best example, however, as their 
success was born not only out of its integrated distribution channel but the creation of the first 
fashion branded portable device since the Sony Walkman.) 
 
Consumers are not resistant to multiple devices nor to DRM restrictions as long as they don’t 
prevent them from doing what they feel is appropriate and fit their lifestyle. They are resistant 
to converged devices that make too many compromises. The success of camera and video 
phones has not dented sales of digital cameras and is used for capturing different types of 
pictures.  
 
Although eInk changes both screen and battery technology these are still a serious barrier to a 
truly compelling dedicated e-book reading device, then this should help form the publisher’s 
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strategy. Publishers should focus on what works today, works better for the converged devices 
(particularly Palm Pilots and their successors) and recognise that the dedicated readers will 
appeal to a different segment of the market and probably different genre of works. 
 
Apple have shown Sony how a good piece of hardware – iPod - can be successfully integrated 
with a good piece of software – iTunes - and a good online shop - ITunes Music Store. The 
synergy between these three has allowed Apple to sell $1billion of music downloads and 40 
million iPods. Apple could be a serious challenge to Sony, who have simply not managed this 
integration for their line of music players, and who have a poor record on DRM.  
 
Children's toy manufacturer Fisher-Price is to launch its own “iTod” or FP3, an MP3 player for 
pre-school children in the US, that can be used to download books and music 38. The company 
is developing a bank of stories available for download at 99¢ each. 
 

 
 

The player will have easy to use buttons for children marked with "music" and "book" symbols, 
and headphones as opposed to ear buds. It is to be priced at $60 and be able to store around 
two hours of material, or the equivalent to 30 songs or 15 stories. 
 
Given Fisher Price’s channel is mainly through chains such as Toys ‘R’ Us, Children’s World 
and Argos, it could make an interesting impact on the pre-school market and open potential 
new channels for digital content.  
 
Other MP3 manufacturers have tried the less integrated route. The huge range of MP3 players 
with Microsoft 'Plays for Sure' DRM are not integrated specifically with an online music store, 
and even though lots of those stores exist, none even gets close to the market impact of the 
highly integrated Apple model.  Audio distributor and retailer, Audible, now clearly benefits 
from Apple’s integrated model. 
 
One DRM and one source of 'software' is a consumer reality and it is highly questionable 
whether a fragmented e-book market is going to work. Lots of different e-book readers, formats 
and DRM layers are confusing for consumers.  
 
If the market evolves to having three 'platforms', (a dedicated hardware reader, a small   
and ultra-portable converged device (e.g. smartphone), a large and semi-portable converged 
device (e.g. a laptop), then the key will be a common DRM system that allows a consumer to 
purchase content and to transfer it between their three platforms as needed. 
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6.6  Rights Acquisition and Royalty 
Since the late 90’s all major publishers have tried, with varying success, to include broad 
digital rights in head author contracts. Often digital rights, like audio rights, are the first to be 
jettisoned if agreement cannot be reached on royalty expectations. The uncertainty on the size, 
shape and timing of the market can impact negotiations. The result is that the work is not 
published digitally and the market does not develop.  
 
Authors and illustrators now must consider electronic, audio, and video licensing as well as 
print.  In the academic world, there is renewed interest in the “pay-to-publish” model, in which 
the author or institution supports the publication costs and the publisher offers rights 
management and access as part of its fee. Open Access initiatives are beginning to gain 
popularity, while publishers have continued to experiment with pricing models for electronic 
resources, single and multi-user access, site licensing, consortia pricing, and online-only 
access etc. Libraries struggle to find the right combination of full-text and citation databases 
and e-books and electronic reference material to fulfil their borrowers’ needs. And it should not 
be forgotten that aggregators cannot always guarantee that what can be bought today will be 
there tomorrow, due to potential licensing issues with the publishers they represent. 
 
For all this complication, there are benefits. Authors may benefit from being paid on actual 
content usage basis, and institutions that hold rights to content can protect it.  Electronic 
“collected works” can assist scholarship through making subject relationships clearer and 
easier to research. The shorter turnaround in publication time offers greater expediency in 
access, perhaps life-saving in the fields of medicine and science.  Electronic resources also 
offer the 24/7 access that our culture now demands, giving libraries the opportunity to serve 
their users from campus, at home, on the road, or even from within the library! The structure of 
electronic content is growing increasingly sophisticated, making it possible to do research and 
to extract information in exciting new ways.  
 
Another acquisition challenge is establishing who owns what. There is no authoritative or 
comprehensive list of copyrighted works, which could be up to 75% of known texts. This can 
impact on republishing old text and identifying it if the illustrations within the work are licensed 
purely for that work and are only in a specific format. Recognising this issue, the US 
Government, supported by the American Publishers Association, has introduced a Bill to 
address the problem of so called ‘orphaned works’ (Orphan Works Act 2006).  This enables 
copyrighted works whose owners cannot be located to be republished. However, some would 
argue that this is a license to publish and ignore copyright. 
 

6.7  Pricing 
The retail pricing of e-books is haphazard. Some publishers will price the books at 70% of the 
retail price of the equivalent physical book; others, on a parity with their paperback edition; 
some may create a new “cheap” version price point; while others seek a higher price related to 
higher production or added value features. What is consistent is VAT and this is usually 
included in the setting of the retail recommended price. 
 
The consumer is not naive and understands that digital downloads incur the same costs of 
editing, design, typesetting etc, as is the case with the p-book, but with minimal inventory and 
distribution costs   As soon as the “once only” set up costs are recovered, digital books incur 
“zero cost” to reproduce. Consumers expect to pay less and have many analogies from other 
media markets such as music to draw on. However, the publisher may feel that while the 
market is not mature and that there are many formats, the higher costs are covering early 
adopter investment and channel set-up costs. 
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When consumers purchase an e-book they buy a more limited selection of intellectual property 
rights than when they buy a physical book.  However, they may also believe that this should be 
reflected in the pricing. 
 
Given the fact that retailers incur no digital stockholding, then why should they demand much 
the same 'margin' on e-books as on conventional stock? There is certainly no sale or return! 
There appears to be little reason why digital margins are not commission / volume band based.  
 
6.8  Publisher Issues 
Below are a number of the publisher digital content concerns: 
 

• proliferation of formats is surely a barrier to consumer acceptance 
• all commercial formats are effectively closed and proprietary, because of the 

importance of DRM 
• Open E-Book Format (OEBF) potentially standardises the text stream, but not the DRM 

layer 
• DRM limits copying of the e-book by encrypting the file so that it can only be used by 

the original purchaser 
• for commercial e-books, authors and agents demand the reassurance of DRM before 

granting e-book rights to publishers 
• proprietary DRMs are all mutually incompatible 
• the DRM layer defines the format 

 

6.9  Audiobook Publishing Considerations 
Audible dominate the market and spent nearly $100m establishing a US market for 
downloadable audio over the decade from 1995 to 2005. Their performance is now very 
impressive 39 and the exclusive agreement with iTunes has proved mutually beneficial, enabled 
it to take off alongside the success of iTunes. This agreement has now been extended to 
2010 40. 
 
Audible's DRM has been built into many MP3 players, including iPod, iRiver, Palm/Treo, 
Sandisk etc. 
 
Audible and WMA 41 digital audio systems are regarded as lacking good navigation, e.g. they 
cannot 'go back to the beginning of the chapter, or even tell the reader what chapter he/she is 
in. The Daisy format 42 is able to do so, but then the costs of production are much higher. 
 
Audio DRM is not overly intrusive and allows the consumer to burn a copy to a CD.   
 
After one year, many trade publishers have embraced audio downloads. HarperCollins UK has 
some 200 titles available via Audible and also Windows media via Spoken Word. These include 
best sellers such as Tolkien and C.S. Lewis’ Narnia.  Sales are reported to be exceeding initial 
expectations with iTunes sales leading the way. Some of the market’s best sellers are comedy, 
language and learning, but all genres appear to sell.  
 
Interesting new collaborations are forming to promote audio downloads.  As an example, there 
is one between Audible, HarperCollins, Naxos and The Times. Times readers were offered free 
downloads of five classics, via Audible’s website. A strong take-up of the offer is reported for 
the selected titles, which launched with Jules Verne’s “Around the World in 80 Days”, Swift’s 
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“Gulliver’s Travels”, Daniel Defoe’s “Robinson Crusoe”, Mark Twain’s “Huckleberry Finn”, and 
Arthur Conan Doyle’s “The Hound of the Baskervilles”.  
 
The issue many publishers have is that authors’ agents are currently expecting a higher 
percentage of royalties for the digital over the physical CD and tape.  
 
Why are digital downloadable audiobooks seen as a success and e-books generally not?  
 
The 'user experience' is the same. They can be effectively used to support the same lifestyle 
(in a car, on the move, relaxing at home). An e-book does not look the same, feel the same 
and does not support the same lifestyle (it cannot be used easily everywhere). Consumers are 
prepared to pay for value, but does the e-book offer such value today?  Although there are 
many books around, many of these are non-commercial. The format also appeals to the 
younger iPod savvy generation, the commuter who wants something different, the non-book 
reader who normally cannot find the time and the older traditional audio CD and cassette 
buyers. 
 

6.10 Overview of STM and Academic Sectors 

 
The vast majority of academic publishers are digitising content.  They all have slightly different 
ways of looking at the e-book, determining how it relates to the printed version and how it can 
be accessed by the end-user. 
 
The larger academic publishers are leading the way with methods to sell their content direct to 
consumers. Some have engaged digital distributors such as OverDrive 43 or DPS 44, while others 
retain full control of their channel to market with libraries being their primary market.  
Therefore, services such as Netlibrary, Questia etc are regarded as being important.   
 
It can reasonably be expected that the American publishers will lead the digital breakthrough, 
although there is an ongoing legal fight with Google concerning copyright in the US.  Five US 
publishers - the McGraw-Hill Companies, Pearson Education, Penguin, Simon & Schuster and 
John Wiley & Sons - have launched action on behalf of the Association of American Publishers.  
In the UK and European markets the copyright position is more complicated. Books that are out 
of copyright are fully and freely searchable but, if a search request brings back information 
from a book under copyright, access is restricted; European users get no more than the title of 
the book and its author. 
 
The US has a "fair use" approach to copyright. US users get bibliographic data plus a few short 
sentences or "snippets" related to the search term. This difference is a vitally important issue 
to the booktrade markets because the web’s reach is worldwide and, unless precautions are 
taken, a safe revenue steam will not develop.  
 
To stimulate demand for electronic books, the German professional publisher Springer is 
selling digital versions of its collections from 2004. The strategy of Springer, one of the world's 
top STM publishers, is to be as liberal as possible, offering all new titles in e-book form to 
libraries and corporate clients a total of 10,000 titles - all without any technical restrictions on 
sharing and usage.  
  
John Wiley & Sons, which started offering 300 electronic titles in 2001, now sells about 1,800 
titles in its online books program, with plans to add 500 titles yearly. 
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Reed Elsevier, the largest publisher in the FTSE 100, reported a 15% growth in digital income 
in 2005. STM publishing revenues in the US and Europe will exceed £10bn by 2008, the EPS 
Market Monitor has claimed. Some 60% of that figure will be derived from electronic revenues.  
 
Libraries can also choose to use their book or journal suppliers as aggregators e.g. Blackwell’s 
Book Services 45 have committed to license ebrary’s platform and will integrate it with its 
Collection Manager workflow system, an ordering and access service representing scholarly 
and academic titles. The book can be ordered from a single source and the format is irrelevant. 
 
Academic Bookshops 
 
Academic publishers and bookshops face the challenge that students are buying fewer 
textbooks. There has been a lot of speculation about why this has happened and the Textbook 
Action Group (TAG) was formed in 2004 by publishers and booksellers to work together to 
reverse the trend. This has resulted in a campaign to promote the value of textbooks to both 
lecturers and student (Open Books, Open Minds) and a marketing campaign aimed squarely at 
students this autumn. 
 
There are many theories about why the paper textbook market is in decline. The rise in student 
debt, textbook price increases way ahead of inflation and the growth of the second-hand 
market via Amazon, ABE and eBay have all been cited as reasons. 
 
Another theory is that, with the increased modularisation of university courses, students are 
reluctant to buy textbooks where they only need a section of the work. Publishers, particularly 
Pearson, have been able to respond to this challenge by producing custom packs tailored to 
the individual lecturer and course; this, of course, also neutralises the second-hand market 
outside the specific institution.  
 
But there has already been a move from the classic p-book in higher education where the 
bookshop now sells a book that is effectively a portal to on-line content, usually accessed via a 
code sold with the text.  
 
This first manifested itself in the areas of business, marketing and economics and has become 
increasingly sophisticated across all subjects. Publishers work with lecturers to enhance the 
content of the basic book. Pearson offer a whole range of resources including webCT, 
Blackboard and their private-label course management system Course Compass; Palgrave 
46have companion websites to their major texts; OUP offer Instructor’s Manuals and 
PowerPoint support etc47. 
 
A typical system is McGraw-Hill’s Homework Manager 48, a web-based homework management 
system that provides flexibility in creating assignments, tests and quizzes by duplicating 
problems from the end-of-chapter material in specific Accounting and Finance textbooks and 
using algorithms to provide limitless variations of the problems. It can provide instant student 
feedback to help students see where they went wrong when solving the problem, and how they 
should correct it. Instructors save time by not having to grade homework. Lecturers can add 
their own notes either online or within the paper custom pack.  
 
In the field of Medicine, Elsevier Health Sciences have a product called StudentConsult 49 that 
allows students to create their own library of texts, get access to Multiple Choice Questions, 
new drug updates and exam revision support – and all this can be downloaded to your PDA.  
And students can, of course, get access to their texts via the institution library who may well 
hold it in its electronic format (see above).  
 
Thomson Learning50 continues to be one of the major publishers in this area.  
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This is a time of economic and cultural change in education. The use of the Internet has 
transformed the way that knowledge can be provided and received. Traditionally the publisher 
has had close links with the academic community but these developments now allow publishers 
to make contact with students, previously a notoriously elusive market that could only be 
reached via the lecture hall or campus bookshop. Taylor & Francis have one the most 
sophisticated website promoting the sale of e-books via their bookstore 51. The campus 
bookshop is just one of many routes to market and that market, in turn, is increasingly less 
reliant on p-books. 
 
The most dramatic change of all will come if students want to buy their books in the e-format 
for personal use. There is no easy way for bookshops to participate in the e-book revolution at 
the moment. The cost of setting up a third party to host the digitised content is still high and 
most bookshops do not have the experience to manage the DRM in-house. 
 
It is difficult to see how a campus bookshop without an internet presence can wriggle into the 
supply chain between content provider and end-user if a reading device gains popularity with 
students in the way the iPod did. 
 

6.11 Trade Sector 
Today many of the larger trade houses have started to sell digital content through the direct 
channel to consumers. Technical services for these are often provided by digital distributors 
such as OverDrive, DPS and MPS 52 and conversion to the various formats is post physical 
production.  
 
Many trade publishers, both large and small, currently sell physical works direct to the 
consumer via their own website, with fulfilment services being contracted out to Amazon. 
However, this direct channel is a small part of their business and does not greatly intrude upon 
the business of the high-street or online retailers. 
 
Many publishers spoken to recognise that retailers can offer:  

• aggregation of products from multiple publishers 
• selection and merchandising 
• promotion etc.  

 
Publishers seem to accept that, in the long term, the direct channel is likely to be simply one of 
a number of outlets for digital content and that this will mirror the channel position with 
physical books.  
 
This outlook for commercial mass-market e-books will only change if a compelling e-book 
reader is released, supported by 'personal library' software and flexible platform DRM, and is 
integrated with a well-promoted, well-merchandised online shop. It will not change because   
of the release of 'another e-book format' or 'another hardware reader'.  
 
The best selling e-book genres in US are mass-market commercial fiction (especially science 
fiction and fantasy, techno thrillers and romances), business books, self-help and sex guides.  
 
Random House has announced plans to digitise 25,000 titles. HarperCollins has selected 
NewsStand (www.newsstand.com), a partner to newspaper and magazine publishers, to 
develop a global digital warehouse in all formats of their entire holdings, another 25,000 or so 
titles. Random House and Simon & Schuster have said they will have 3,000 titles each 
available through Sony Connect for the Sony Reader debut. It is estimated that in the US 
around 10-15% of newly published frontlist is being published in e-book as well as on paper. In 

http://www.newsstand.com/
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the UK, it is currently less than 5%, but with the announcements from major trade houses this 
is likely to grow to match the US figure over the next couple of years. 
 
 
6.12 Polarisation 
As consolidation increases at the top end of the market, an explosion of new entrants is 
appearing at the bottom end of all sectors. The new entrants are not playing by the old rules or 
even trying to gatecrash the traditional physical High Street channel: they are exploiting digital 
content, print-on-demand and digital channels.  
 
A new range of books is emerging that might never make it to the book chains’ shelves, but 
which are being produced in ever-greater numbers by small publishers, institutions, individual 
authors and self-publishers. These might include books from STM publishers, who were among 
the earliest adopters of digital book production technologies, but also full-colour picture books 
for children that can be personalised with a child’s name, hard-copy editions of blogs, hobbyist 
books, personal travelogues, family histories, and fiction. 
 
Print-on-demand reduces the risk of inventory and production costs, the Internet effectively 
levels the retail playing field and removes the cost of brick and mortar.  Digital content now 
enables multiple delivery options. The Book Depository (see appendix 12.3) is currently using 
POD technology to bring back into print 50 titles a week. Nielsen Book Data has seen a 
significant number of new publishers requesting ISBN allocations and its largest contributor of 
new title information feeds is currently LSI. 
 
Vanity Publishing means different things to different people. To many it was the opportunity to 
publish that book inside everyone but read by no one except friends and family. Many merely 
took the author's copy and published it unedited, warts and all. However, print-on-demand 
reduces costs and potentially provides market viability - albeit small. There are some 
interesting new entrants to the new self publishing market such as www.Blurb.com and 
www.lulu.com (see appendix 12.4 for examples of vanity publishers).    
 
Who will be the new publishing success stories? Will authors seek to self-publish? Will 
bookstores become publishers? 
 
 

http://www.blurb.com/
http://www.lulu.com/
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6.13 Publisher Strategies Summary 

 

Findings 

• The publishing of digital content will have different implications to the various sectors, 
according to how the reader is to access it and use it. The more granular the work and 
its usage the greater the need to digitise within the development process itself and 
build the appropriate linkage and indexing. Fiction, on the other hand, is read in a linear 
manner and does not benefit from the same digital development. 

 
• The STM and Academic publishers have gone digital and are changing their 

development processes. The Trade publishers, in general, are starting to create digital 
content, but by converting at the end of their development process. 

 
• Unlike e-books, audio downloads offer the same user experience as audiobooks and 

there is a wide acceptance and publisher confidence that digital downloads of 
audiobooks will be a major market over the next few years.  

 
• E-book formats fall into two categories, which are either “page based” or “text stream” 

technology. The page based formats are used on larger screens where the text can be 
viewed as a page, whereas the more commonly used text stream format can be used on 
smaller screens and text is flowed to fit. The big issue is that each reader format has its 
own proprietary DRM, and therefore format wars continue to be seen by many as 
holding back the market.  

 
• New e-book entrants continue to be announced. The question is whether readers want 

a dedicated device or convergence of technology. The most significant “rumour” is that 
Apple intend to release an iPod reader. If adopted at the pace of other iPod 
developments, this could effectively end the format wars and win the market. The most 
significant announcement is that Fisher Price is to launch its FP3 MP3 player for pre-
school readers which could redefine this segment and channel. 

 
• There are no e-book price points and, if the market takes off, it is certain that the 

market will dictate the price and many publishers will have to adjust their current 
strategies.  

 
• Print-on-demand has the potential to revitalise the backlist and midlist, bring back out-

of-print best sellers and specialist works, and offering new publishing opportunities for 
many. 

 
• There are many rights acquisition issues that are currently making the trade publishers, 

in particular, cautious of producing digital content.  
 

• Publishers are outsourcing the digital production to new divisions or organisations and 
much of this work is being performed offshore in India.  

 
 
Issues 

• Fit for the off. This is a marathon not a sprint.  Publishers need to gain the digital 
competencies and position themselves organisationally to respond as the digital market 
evolves. It may not be the time to fully commit but it is time to experiment. 
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• Format Wars. Different DRM systems for each reader format are resulting in a high 
resistance to investment. 

• Price points. The current confusion on market pricing will result in consumer 
resistance and could end up at the lowest common point. 

• Channels to market. Channels need to be developed, but not at the expense of the 
existing trade. However, the existing trade needs to respond and businesses need to 
position themselves or face being ignored.   

• Power shift. The consumer still needs content but now wants “My World” and in some 
sectors is clearly “pulling the market” and so setting the pace and its direction. 
Publishers are clearly in the middle between the creator, their literary agents and the 
consumer, and are no longer the drivers they once were. 

 

Summary 

Publishers do not have an exclusive right to be the only publishers of digital content but they 
do have a significant advantage over others and will continue to do so if they embrace the 
digital opportunities. They need to adopt digital strategies that are not perfectly future proof but 
directionally correct and flexible. 
 
Bookseller Considerations 

• Booksellers need to recognise that audio downloads will be the first major market shift.  
Although they will impact audio physical sales, this is likely not to be substantial at the 
beginning. 

 
• Research best fit for selling digital audio downloads on the Internet. 

 
• Watch FP3 and iPod developments. 

 
• Consider print-on-demand publishing, with local authors, new talent, specialist books 

and out-of-print books.  
 

• Keep abreast of what e-books, publishers and distributors are publishing and whether 
the range is suitable for the customer base. Plan strategy to sell and test market 
cautiously.  

 

BA Considerations 

• Watch market developments and inform members of change. 
• Negotiate BA member deals with distributors. 
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7 Existing Players in the Digital Market 
This section focuses on the customer facing aspects of the Internet and who is doing 
what today.  It reviews: 

• The e-retailing model 
• Booksellers 
• Secondary Publishers and Bibliographic Agents 
• Search and Discovery Providers 
• Digital Distributors 
• Others to watch 

 
 
7.1  The e-book Retailing Model 
 
There are many different ways that e-books can be sold. Many publishers use one or more 
digital distributors (LSI, OverDrive etc). The catalogue info is available from these distributors 
or from the normal bibliographic sources. Once the retailer has agreed terms with the 
publisher, they will integrate their online shop with the distributor’s fulfilment system. 
 
The difference between the physical book model and the e-book model is that the retailer 
would not hold the master digital files. In online retail, this lack of physical stock may not be 
limited to ebooks – think, for example, drop-shipped POD and of course affiliates. 
 
The consumer goes to the website, selects an e-book from the catalogue, presses buy, then 
completes the card payment transaction with the retailer, who passes the details to a 
distributor using standard agreed message formats. The distributor then encrypts the e-book 
master file with DRM, using specific consumer detail and delivers the file direct to them. The 
fact that the retailer may use a secure third party clearing system to handle the card 
transaction and a digital distributor to handle the e-book delivery is, or should be, transparent 
to the consumer.   
 
The retailer pays the distributor a service fee and, secondly, the publisher with the retail price 
minus the discount. 
 
The retailer owns the consumer relationship and interfaces, and is responsible for all customer 
service/support.  
 
The distributors can handle many - or all - of the retail functions if the retailer does not want to 
take responsibility for them, but it should be noted that distributors are not retailers and may 
not necessarily understand customer service demands, merchandising and markets. 
 
7.2  Booksellers 
 
For a variety of reasons, many booksellers - both large and small - did not create their own 
Internet offer. Many tried but found the cost prohibitive; others the return unjustifiable; and 
some viewed it as not proven. The reality is that the market has developed significantly. Those 
who have stuck with it have often paid a heavy “early adopter” price. 
 
When we look at Digital content - be it online, downloadable, e-book or audio - we can see the 
start of what may well be regarded with hindsight as Internet Bookselling Phase Two. The 
speed of change is again uncertain, the commercial return a bit fuzzy and we are clearly once 
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again in an early adopter stage. However, to participate in Phase Two booksellers may not 
necessarily be selling physical titles but will have to be on the Internet and have e-retail 
capabilities. 
 
So who is where and how are they positioned today? 
 
Amazon 
As early as ’98 Amazon was being compared to the goose that laid the golden egg. The 
problem was that the accountants merely saw a goose and as the egg was not laid, found it 
difficult to see it. Amazon has had a bumpy ride and some would still say that they only see the 
goose, but if every there were a “killer store” and a golden egg then this is it. In our view, 
Amazon clearly shares this status with others such as Wal-Mart and Home Depot in the US, 
and Tesco in the UK. Derided and misunderstood by many, Amazon has built a global brand, a 
global service and provided an experience that to many is e-retail. Amazon has gone beyond 
books, but along with music, books are still their core range.  
 
Section 8.6 identifies the competencies and value added services Amazon has built during the 
last ten years.  
 
Is Amazon positioned for phase two? Yes. Amazon has the potential to become the provider of 
hardware, software and content.  It now owns a print-on-demand operation in Booksurge, a 
universal e-book reader through Mobipocket and software dedicated to PDA devices (Windows 
CE, Palm OS and Psion). It has launched an Amazon Upgrade program which gives consumers 
the chance to buy a digital ebook version of a book after they have bought a printed copy.   
 
Amazon has digital content and, importantly, a print-on-demand capability. As a result it has 
the best sales data about rare books and books that are now out-of-print and the capability to 
bring them back, advertise them and supply on demand. This is a low risk publishing strategy. 
 
Amazon has built an affiliate program and marketplace that is used by a very wide range of 
publishers, booksellers and individuals. This, in reality, enhances the brand and destination 
store image and can lock people in, be viewed as the marketplace for best price, and also 
reduces the threat of competition. 
 
It has been at the leading edge of bibliographic information for both books and music for many 
years. This has been enhanced through the affiliate program, its ability to sell any book new or 
used, its early adoption of a “Book in Hand” 53 process and now its “Search Inside” approach to 
enhancing core information. (For details on search inside see Appendix 12.5) 
 
Amazon understood at an early stage that the Internet is a two way medium. It is now going 
past the reader, editorial and author reviews and in the US has launched book discussions on 
titles, a book blog, Amazon Wire (a full podcast service covering among other things author 
interviews) and now Amazon Fishbowl, a streamed video with interviews. 
 
Could Amazon be seriously threatened? Maybe, but Amazon is in a very strong position, 
especially in light of web services and publication of its APIs. This is a very powerful play that 
will be very difficult for others to emulate. 
 
Is there room for others? Yes definitely, but not on a head to head basis, and it could be 
argued that everyone who enters the Internet book space is making Amazon stronger and 
bigger.   
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Of the pure Internet alternatives, The Book Depository (www.bookdepository.co.uk see 
appendix 12.3) offers some very interesting added value options, understands the two-way 
Internet medium, and has developed an aggressive out-of-print reprint program and is certainly 
one to watch.    
  
Book Chains 
 
Waterstone's: planning to launch an eCommerce site in the autumn with download provision.  
Borders: currently tied in with Amazon.  Selling the Sony e-reader in the US. Borders plan to 
sell the new Sony Reader in 200 stores. Borders will also offer pre-paid cards, which can be 
used to purchase e-books from the Sony Connect service.  
Barnes and Noble: launched e-book initiative in 2000 and abandoned in 2003. 
WH Smith: already sell online therefore well-placed to move into the market. Aligned 
themselves with OverDrive in 2001 to provide WH Smith e-book site at www.e-
books.whsmith.co.uk.  They have revamped www.whsmith.co.uk and are looking to increase 
presence of web technology in their stores through provision of customer facing kiosks. 
 
WH Smith are well positioned to move into phase two and, like Borders, have a wider range of 
product offer than just books. WH Smith clearly has the digital ability through their relationship 
with OverDrive. 
 
For the foreseeable future Amazon will be the pace setter and market leader and, together with 
the supermarkets in the UK market, the threat to the chains. 
 
Supermarkets 
 
The entry into the book market by Tesco, Sainsbury and Asda is not new. Within the stores the 
offer is of a deep-discounted and restricted range, but on the Internet the range is as wide and 
deep as they wish it to be. The supermarkets are all building a home delivery infrastructure 
that can accommodate all physical product, including electronics.  
 
Tesco have some Internet elements that could prove significant as phase two develops. They 
already provide digital music downloads: they have a captive loyalty focused and frequent 
buyer audience and are a trusted retailer. It is doubtful whether they will want to build the frills 
and value add costs that Amazon has but their offer is perceived as clear, efficient and a threat 
to all. 
 
Independent Bookstores 
 
Many small independent booksellers could not afford to invest in the early stages of phase one 
of Internet bookselling. Many joined later as affiliates and captured added sales - in effect 
selling someone else’s stock. The risk and effort were relatively low and they gained a web 
presence. The Book Partnership is a good example of a “turnkey” service provider for smaller 
stores offering web hosting, web application and design templates, bibliographic integration 
and access to wholesaler stock. Services such as these could be extended to other e-book and 
audio distributors and enable stores to compete in the digital content market.  
 
Will phase two be any different? Should the small retailer now become an affiliate of Audible 
and others? For some this will be the right approach. It enables them to concentrate on the 
store and its customers whilst retaining that Internet presence and the ability to sell goods it 
would not sell within the store. As long as the commission rates and return remain reasonable 
it is perceived as a safe route.  
 

http://www.bookdepository.co.uk/
http://www.ebooks.whsmith.co.uk/
http://www.ebooks.whsmith.co.uk/
http://www.whsmith.co.uk/
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However, there is a significant opportunity for specialists, niche retailers and bookstores to 
build on their capabilities and in our view should not dilute their specialist offer with a mixed 
generalist message. It is about specialising in a particular segment of the market. Specialist 
bookstores can be found online for many niches but they also need to differentiate themselves 
and create a sense of community, as competitors like Amazon have done and would also be 
able to provide most of the titles the independent is able to stock.  
 
Appendix 12.3 contains a number of examples of UK specialists who sell books and other 
bookstores and hosting service providers.   
 
Mail Order / Bookclubs 
 
This was the segment that should have dominated the first phase of Internet bookselling. They 
had the direct market expertise, the product and the customer base. However, rather than 
providing a platform to expand, it has proved the opposite to many. The troubles apparently 
experienced by BCA are well documented and their “twigging”54 of their offer, coupled with club 
model and membership commitment, were all major factors in their demise. The Good Book 
Guide noted that their overseas ex-pat clients were finding it just as easy to buy from Amazon.  
 
Some specialists have successfully created a web presence and transferred their direct market 
skills to service their customers on the web. However, the generalists who compete on price 
and narrow range will continue to be pressured by Amazon and the supermarkets.  
 
Newspapers and magazines have clearly entered this market, often selling off the back of 
reviews and from wholesaler’s stock. It is as easy for the newspaper to sell a download as to 
sell a physical book. The issue will be whether they wish to develop a “club” and ongoing 
relationship with their customers or simply use it as “off the page” sales. 
 
Audible is clearly focused at creating a “book club” model based on subscription, minimal 
commitment and price differential between club and à la carte. It would not be surprising to see 
it twigging its market and following the BCA approach. 
 
This sector has tended to operate a one-way relationship with its customers which obviously 
doesn’t fully exploit the power of the Internet and enrich the “club”. However, an excellent 
exception is Red House (see appendix 12.3) which has created an interactive Reading Room 
for children and is clearly attempting to build a two way relationship with its customers and 
enhance their experience.   
 
Appendix 12.3 contains a number of examples of mail order / bookclubs.  
 
e-book Stores 
 
There are a number of e-book stores in the marketplace today which, in the main, sell only e-
books and few - if any - audio downloads. It is hard to say whether this is a successful strategy 
or not and how their sales break down against each reader format. 
 
A number are powered by OverDrive, both in the site design, functionality and also titles. 
 
An interesting development has been launched between BMW and Random House, where 
BMW will market and give away four audio download books 55.  
 
 
Appendix 12.3 contains a number of examples of e-book retailers.  
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Academic Bookstores 
  
The Internet and proliferation of channels to students has hit the academic bookstore hard. 
Academic booksellers find that their once unique position on the doorstep and association with 
lecturers has been undercut from many angles. Amazon and ABE both offer price, convenience 
and used books. Other Internet stores are now also able to compete. In addition, publishers 
have provided a direct channel for both physical but, importantly, digital content and campus 
libraries have through site licensing obtained access to a greater range of digital content. 
 
Students will nearly always choose the least expensive and most convenient source of supply 
and they are the most technology-savvy consumers.  
 
Print-on-demand could offer the bookstore an option, but it has to be both economic for all 
parties and have the correct titles and range of works. The Espresso Book Machine (see 
section 7.7) could be part of the answer. 
 
ABE Books 
 
Some may argue that ABE is just another Internet bookstore but an antiquarian or rare book 
dealer may beg to differ. Based in Victoria, British Columbia, and started in ’95, ABE have built 
a significant marketplace acting as a book trading place listing some 80 million titles, for over 
12,500 bookseller members.   
 
Their impact on the rare and antiquarian market has been, perhaps, both good and bad. 
Anyone wanting a specific book can search and find who, throughout the world, has a copy, its 
condition and price, and then buy it. ABE doesn’t hold the stock but facilitates the trade and 
takes a commission on the sale. However, where antiquarian stores could name their price in 
the past, they now are all visible alongside each other. This visibility has driven down prices 
and effectively commoditised antiquarian booksellers. This is a concern to a number of 
booksellers who believe that they are effectively now locked into the service. 
 

7.3  Secondary Publishers - Bibliographic Agents 
In a market that is awash with millions of new, backlist, out-of-print, rare and antiquarian 
books, finding the right book can be difficult. Secondary publishers such as Nielsen Book Data 
and RR Bowker have long provided a service to the trade and libraries, informing them what is 
available and helping to qualify the book.  
 
The next change was driven by the Internet and its demand for more accurate, timely and rich 
information and companies like Amazon started to increase the data fields supplied. To 
achieve this, Amazon and the major wholesalers all started to adopt “book in hand” processes 
at their goods inward departments in the late 90s.  
 
Digital content has now introduced a further step change so the digital content of the book 
itself has become the ultimate bibliographic record. Companies like Amazon can not only give 
the consumer sample chapters and illustrations, but can even provide statistics on the text in a 
book, such as the number of words and paragraphs, readability measurements for the text, and 
even the words per dollar or ounce! 
 
For the bibliographic agencies to continue to pursue Amazon’s lead would clearly be expensive 
and a probable lost cause. They are a product driven businesses seeking multiple outlets for 
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their data based on business-to-business (B2B) information and not consumer information. The 
agents are therefore drawing a line in the level of information they provide to the market, 
including Amazon, and are expecting the extra information to be added by their customers. 
 
This poses a challenge to smaller retailers and even chains. Will they have to find ways of 
supplying it, ignoring it and be seen as offering a pretty basic service when compared against 
businesses like Amazon, or will the SMEs have to pay a secondary supplier such as a 
wholesaler to supply it? 
 
Penguin UK has announced its support of the Amazon search inside programme and its 
intention to use it. MD Helen Fraser reflected in an interview: "In the States they're 7 to 10% 
up on those titles that have been included. We think this is a very positive move which helps 
Amazon to replicate more closely the bookshop experience." 56 
 
HarperCollins has announced “Browse Inside57” on its Web site (www.harpercollins.com), 
providing readers access to the first three pages of most chapters in 125 titles by 10 authors. 
Like Amazon.com’s “Search Inside!” or Google’s Book Search program, HarperCollins’s 
initiative allows readers to replicate in cyberspace the experience of going to a bookstore and 
flipping through a few pages before buying a book. For now HarperCollins does not plan to sell 
books directly to customers online, but will rather use the “Browse Inside” feature as a way to 
lure readers to its Web pages, which will also include interviews, tour schedules, reading group 
guides, photographs and links to author blogs. Readers who want to buy the books will be 
directed to links to a number of online retailers, including Amazon and Barnes & Noble, as well 
as to the Web sites of smaller independent booksellers like the Tattered Cover in Denver. 
 
To further promote its titles, HarperCollins also launched video trailers on its Canadian website 
in February this year. 
 
The use of content and other material to support basic bibliographic information raises some 
interesting questions for those who wish to sell digital content or enrich the presentation of the 
physical content online.    
 
Will other publishers follow the same path as HarperCollins, or create their own variations? 
The questions are now about how the consumers will find the book and where they will buy it?  
 
Sales Data 
 
Nielson also provide the BookScan service which is the international sales data monitoring and 
analysis service for the English-language book industry worldwide. The question now is how 
digital downloads will be captured and presented as this will involve new aggregators, 
international channels, a number of formats and both subscription and outright sale.  
  

7.4  Search and Discovery Providers 
 
The Internet giants (Google, MSN and Yahoo) have all declared their intent to move into the 
book market. They have the technology, funding, capability and, importantly, customer 
alignment to make a huge impact. Today it is easier to ask how many people don’t use Google 
as their primary search engine than how many do so.  
 
How these new entrants will square up, who will win and what the resultant landscape will look 
like is unclear today, but that there will be one winner seems pretty certain. They are all 

http://harpercollins.com/
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looking to capture the consumer’s search and discovery process and, as a result, 
authentication and relevance qualification of the results.  
 
Their business models are advertising-based and therefore the greater the volume of eyeballs 
the greater their revenues. Today they will pass on the consumer purchase to others but 
tomorrow it may be easier to fulfil themselves. Google are already doing this with books in the 
public domain and raising some very interesting issues.  
 
Google 
Google's mission is "to organise the world's information and make it universally accessible and 
useful."  At present, Google have 308 million global users, with 8 billion items already indexed.  
Google has developed its Publisher and Library Programmes under the Google Book Search 
initiative.  Google's goal under this initiative is to "help connect publishers to hundreds of 
millions of Google users worldwide - for free".   
 
Google's Book Search facility at present allows individual consumers to access up to five 
pages of a scanned-in book at one time.  The consumer can look at the preceding and 
following two pages.  
  
If the consumer wants to buy the book, he/she can obtain the book from a number of choices.  
First on the list is the publisher, then Amazon.com, Barnes & Noble and other Internet 
booksellers. 
   
Google has greatly worried many publishers and authors by appearing to scan first and 
consider the copyright issues after. The digitised copy is owned by Google which is now facing 
a number of court actions in the USA, alleging breach of copyright.  But in the area of 
publishing, Google is well ahead of the other search engines and has the deep pockets to 
continue. 
 
Yahoo 
 
To compete against Google Book Search, Yahoo has launched Open Content Alliance, a 
consortium in conjunction with Hewlett Packard, the UK's National Archive, and the university 
libraries in California and Toronto.   
 
This initiative aims to digitise 18,000 classic works of American literature initially.  Content will 
range from historical fiction to children's books to specialised papers on engineering. 
Yahoo stresses that content under copyright would only be made available with the copyright 
holder's authorisation. 
 
Microsoft 
 
Microsoft has formed a strategic partnership with The British Library to digitise 100,000 out-of-
copyright books and to make them available on the Internet and searchable under the MSN 
Book Search.  This initiative was unveiled in October 2005. 
   
Microsoft has said that it will respect all copyrights and work with each partner providing the 
information in order to achieve mutually agreeable protections. 
      
Microsoft Windows Live Books is a new program which provides search and discovery to a 
limited amount of online viewing of a book and then gives directions on how consumers can 
buy the book. Cliff Guren, MSN’s Director of Publishing Evangelism, who is directing the 
Windows Live Book program, has stated that Microsoft is working to build a critical mass of 
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titles before it launches the service some time later in 2006. Microsoft has also launched 
Windows Live Academic. 
 
If these search engine giants are successful, will the digital format and DRM that they use be 
the standard of the future? 
 

7.5  Digital Vendors and Influencers 
The world is full of digital vendors. What differentiates one from another is often hard to 
determine; this may get ever more difficult over time, as each adds new features to extend 
their appeal. In the end, it is always the deepest pockets that win. 
 
We have attempted to break the offers down into comprehensible segments and apologise if 
we have positioned some of these businesses differently from how others would position them. 
As these vendors expand their scope, it is becoming increasingly difficult to differentiate some 
of these organisations into clear categories.  
  
This listing (see appendix 12.7) is not intended to be authoritative and comprehensive, but 
rather to describe some of the representative players in today’s market. 
 

7.6  Blogs and Podcasts 
 
A hybrid, a “blook”, is starting to gain a presence. We now have the first Lulu Blooker Prize, for 
the best Web-connected book and books by bloggers, and although it is still viewed by many 
as alien and not relevant to books, blogging is here and gaining in popularity. It is inevitable 
that blogs will have an impact on the market the same way that MySpace and Bebo 58 are 
having creating network communities and on the music industry in spawning new artists such 
as the Arctic Monkeys and Lilly Allen. The number of blogs in emerging countries such as 
China is exploding. China has topped 34 million blogs 59, which is 30 times what the country 
had only four years ago and most of these deal with pop culture, travel, family matters and 
other nonpolitical subjects. 
  
An unknown debut British author, Diane Setterfield, topped the US bestseller lists within three 
weeks of her book ‘The Thirteeth Tale’ being released this year. It took off, not through 
conventional reviews, but through blogger recommendations. Despite selling over 70,000 
copies in the US it had sold a fraction of that in the UK.  
 
Penguin Books UK is to become one of the first major publishing companies to launch a blog, 
offering readers sneak previews of work-in-progress from top authors, as well as publishers 
and editors posting the latest news from the company. The 
http://www.thepenguinblog.typpad.com blog will be a place where publishers and editors post 
new acquisitions, industry gossip and advice on how would-be writers can get published. 
It will give readers insight into the day-to-day running of the company and how books are 
discovered and published. This is not the first time Penguin has launched into the digital 
market. It won the Revolution Digital Innovation Award for its podcasts in December last year. 
Penguin distributed a podcast of Charles Dickens' seasonal classic 'A Christmas Carol' in 
December 2005, the first version of a book the publisher has made available via a podcast. 
 
Online reference software specialist Books24x7 has launched a free podcast series featuring 
business leaders which will be broadcast monthly and will include excerpts from the company’s 
ExecBlueprints Referenceware library. Legal publisher Sweet and Maxwell is producing free 
exam revision podcasts for law students to accompany its Nutshell print series 60. 

http://www.thepenguinblog.typpad.com/
http://corporate.books24x7.com/browseabout.asp
http://www.sweetandmaxwell.co.uk/index.html
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According to a recent UK survey61 a quarter of the UK's population owns a portable MP3 player 
and 1.9m adults downloaded a radio programme to their MP3 player in Q2 2006, representing 
12.8% of all UK MP3 player owners. The article reports that DAB penetration has increased 
from 12.6% to 15.3% of UK households in Q2 2006, and 27.1m adults are able to listen to radio 
via digital platforms. 
 
Blogs and podcasts will be used by authors, publishers, retailers, media and consumers. How 
they will evolve will be interesting, but that they are here and to stay and influence is not in 
doubt. There is a strong commercial case for local POD if the price drops, which could be very 
attractive to specialists, mail order, large chains, small publishers and, of course, libraries. The 
compatibility with other POD formats will be key. 
 
 

7.7  Readers and Communities 
 
Reader communities and reading groups are being created to promote book and author 
awareness and reading. These are as diverse as the subject but, interestingly, many have 
sponsored links to Amazon. 
 
www.NotJustAnotherBookGroup.com was started by two frustrated Londoners who couldn’t 
find a book group to join. So they started their own group, and then they started another one, 
and another one and now twelve book groups are spread across London and link with another 
18 across the UK. All the major publishers and many libraries and government agencies are 
promoting reading groups. 
 
The Book Report Network, founded in 1996, has been creating book reviews, compiling 
features, in-depth author profiles, interviews, excerpts of the hottest new releases, literary 
games and contests, and has a number further specialist web sites.  
www.bookreporter.com  
 
Meet the author has more than 750 video clips of authors taking about their books and 
themselves. http://www.meettheauthor.com/  
 
Amazon itself through its Amazon Connect service will host reading groups. Penguin has 
announced it is to set up a reading Group using Amazon’s New Connect service62. The group 
will be lead by Kathryn Gursky who will promote discuss and answer readers’ questions. Guest 
bloggers will also join in the discussion, which will focus on four classic titles each year.  
and be focused on their classics 

 

7.8  Others to Watch 
The Espresso Book Machine, a book-on-demand machine that prints, cuts and binds up to 20 
books an hour, has been installed at the World Bank bookstore in Washington DC. The 
machine will be moved to New York City library, where copies of out of copyright books will be 
available to buy at roughly $3 each. The machine costs $60,000, but mass production will 
hopefully lower this to $20,000. 
 
 
 
 
 

http://www.notjustanotherbookgroup.com/
http://www.bookreporter.com/
http://www.meettheauthor.com/
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7.9  Existing Players in the Digital Market Summary 

 
Findings 

• Amazon is a “killer” store that is now clearly dominating the global book market, similar 
to how Tesco is seen in the UK, Wal-Mart and Home Depot in the US. 

• Phase one of the Internet for booksellers was about creating the proposition, market, 
presence and capabilities. Phase two is about integrating digital content, extending the 
proposition and market, and building on the presence and capabilities. 

• The Internet is a level playing field with many new entrants, threats and opportunities 
for booksellers. However, it is going to be difficult for many independents to compete as 
a generalist - or on price - with Amazon, the supermarkets, bookclubs and chains.  

• Audible is the clear leader in the audiobook download marketplace, which can only be 
further enhanced with its extended agreement with iTunes. However, its affiliate 
proposition may not offer bookstores the return sought and its subscription “book club 
model” be a turn-off for consumers. 

• Specialist bookstores will need to cover physical and digital content and continue to 
develop this strategy with features such as interactive participation, other associated 
products and media and, importantly, effective direct marketing tools and skills.  

• Generalists will be squeezed by Amazon, the supermarkets, newspapers and other 
generalists. 

• Bibliographic agents may well draw a line under the level of information they provide, 
remain B2B focused and not enter the B2C market. 

• The collection of sales data, its presentation and use will be different to that of the 
physical book.  

• Content is now being used to sell the content itself and bibliographic information is 
becoming two way, including third party inputs and being significantly richer with 
podcasts and video. The presentation of the book is now truly becoming multimedia.  

• Print-on-demand offers everyone the opportunity to be a publisher at relatively low 
investment risk. New POD machines could also present a further opportunity to localise 
the printing to the local store or campus. 
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• The entry of the Internet Search Engines is a real threat and opportunity.  It will have a 
significant impact on many aspects of the market. 

• The STM / business / academic sectors have gone digital with many new players now 
established in the market. They are now potentially going through the next step change 
in this continuing migration.  

Issues 

• Amazon. Amazon is relentless in its pursuit of the market and has proven its ability to 
innovate, execute and lead the market. It has built a global brand and positioned itself 
with e-books, print-on-demand, used and rare books and potentially audio. It is difficult 
to see any real competitive threat. 

• Generalist or specialist? Established booksellers offer the widest range of titles, but 
many look and feel the same and offer little added value. However, the specialist store 
will offer value if it can replicate its proposition on the Internet and cover all formats.      

• Digital content? The issue for many bookstores is not whether audio downloads will be 
first ahead of e-books but how they can sell both formats alongside the physical book 
on the Internet. To many this requires a level of sophistication beyond their capabilities 
or resources and they are reliant on others to provide the service to link to the digital 
source. Today e-books, a-books and p-books are not effectively integrated into a single 
site proposition that retailers can easily adopt. 

• The widening bibliographic gap. The “haves” will be able to provide the consumer 
with a level of relevance, authentication and qualification that even surpasses having 
the book in your hands. The “have-nots” will provide relatively dry basic information 
with no samples, no additional external references and links. To consumers who know 
exactly what they want it may not matter, but to those who are unsure which edition or 
titles fits them best - or are merely browsing - it will not. 

• Books are books. The likes of ABE and Amazon have demonstrated what consumers 
have long known – new does not always mean best. The Internet has opened up the 
forgotten titles and print-on-demand, and digital content will further increase their 
reach. Anyone can now effectively publish in this space.   

• Beware giants on the road ahead! No one can ignore that Google, MSN and others 
such as the supermarkets are entering the market, have deep pockets and the ability to 
take anyone on. Given that their presence is inevitable, then how might the industry 
engage with them to create an opportunity and mitigate the risk? 

Summary 

Internet bookselling is now entering a second phase and this is being driven by a growing 
confidence in digital content, the clear acceptance of audio downloads in the trade market, and 
the significant step changes in contextual information which can now include content itself. 
With the growing position of Amazon and the entry of Google and MSN, it is clearly the time for 
many to decide their strategy and action plan. 

Bookseller Considerations 

• Develop a niche and specialisation on the Internet that reflects the physical store and 
then ensure that this is effectively presented online.  
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• Develop two way communications with consumers and effectively engage with them to 
add value 

• Consider creating own added-value reviews, additional information and personalisation 
or getting agreement to use publisher’s or other third party additional information to the 
basic bibliographic information. 

• Strategically position to sell every format but to retain the customer interface with e-
books, audio downloads, audiobooks, and p-books.  

• Consider how to engage with others (e.g. authors, local people, specialists etc) to 
enhance the experience. 

• Consider print-on-demand publishing. 

 

BA Considerations 

• Consider establishing and build a business case to provide a “back to back” industry 
portal that could on one side accommodate B2B needs and also service B2C needs. 
This could engage all in a common federal network, create opportunities with new 
entrants, and offer significant added consumer value.  

• Extend National Book Tokens into an Internet service that supports booksellers and 
accommodates all formats whether BA members are selling on the High Street or on the 
Internet. 

• Facilitate dialogue to engage with the search engines and create new opportunities.  

• Offer training to BA members to help them engage in both the Internet and digital 
content. 
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8 The Publishing Value Chain 
 
This section reviews who adds what value between the author and the reader and whether this is 
the same in the physical booktrade or on the Internet. It reviews: 

• The Value Chain Model 
• Value Add Changes 
• Digital Contextual Information 
• The Creator’s Value 
• Omnivores 
• The Killer Store 
• Value Chain Options 

 
8.1  The Impact of Digital Content on the Publishing Value Chain  
 
The existing mass-market channel that services the physical book throughput, albeit at “bricks and 
mortar” stores, will potentially be very different to the direct channel that services the digital impressions 
via the Internet. Not only will the work be digital but how the buyer finds, values and buys it will be 
different.  
 
Although they may want to buy it from the same retailer, it is evident from other media sectors that the 
consumer will not expect to purchase digital downloadable material from within the same physical store. 
However, it is likely that on the Internet they may wish to buy both physical and digital works at the same 
time. 
  
We now find ourselves no longer talking about supply chains and physical logistics, but value chains and 
digital access and permissions.  
 
The diagram below shows the complex relationships between the work and its many impressions.  A 
single title can result in many different impressions (physical, audio, digital etc), and each of these may 
appeal to a different audience and also could be serviced by the same or different channels. 
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8.2  The Value Chain Model 

 
The traditional view of the value chain separates the support services that run across an organisation 
from those core activities that add value and are part of its life cycle. By focusing on these core activities, 
it is often easier to establish the real value added and in doing so create differentiation and margin. 
 
The Publishing Chain Value Chain model is based on a conceptual framework developed by Mark Bide63. 
 
If we look at the value chain from the creator - author, illustrator, photographer, researcher, compiler, 
editor through to the reader, we need to identify the value elements that add value and understand these 
in relation to who performs them and who benefits. It is also very important that we recognise that the 
publishing life cycle itself is not linear and is very iterative and that this is further accentuated in the 
development of digital products. 
 
 
 
 
 
 
  
 
 
 
 
We have identified eight generic value elements within the value chain from Creator to Reader. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Selection - the narrowing of choice from a wide to smaller range based on knowledge, skill and 
understanding. It is performed, for example, by commissioning editors and publishers in general, by 
bookstores and libraries with respect to the range and quantities stocked.   
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Development – the editorial and production process that converts the manuscript into the book. In 
general this is performed by the publisher, but aspects such as actual production are frequently 
outsourced. 
 
Access – the activity of “Publishing”, making the work available to buy and getting it into the market.  
 
Aggregation – the act of consolidating the total range, be it a distributor or wholesaler in today’s physical 
world, or a virtual store or repository in the digital one. 
 
Search & Discovery – how we find that “needle in a haystack”. The bigger the range, the more virtual the 
search and the greater the value. The trade has heavily relied on agents such as Bowker and NBD to 
facilitate the trade, while players such as Amazon has dominated the consumer market.  
 
Authority & Relevance – the act of qualification, ensuring what is selected is appropriate. It is a 
judgement made on a jacket, a blurb, the author, the publisher brand, the detail maps inside, the layout, 
the ease of use, its size etc.  
 
Fulfilment – is the act of transacting the sale and obtaining the product. There is less value when the 
consumer has the book “in his/her hand” at purchase, than when the book has to be shipped separately 
or downloaded to a PC. 
 
Management – is about CRM (Customer Relationship Management). It is about adding value through 
creating a direct relationship and servicing the “individual”. This is obviously easier in the virtual direct 
market environment than the mass market physical one.  
 
Although we may all share the same vision of the value chain, we may have a different perspective of it 
and the value elements' importance. It could be said that we are all “looking into the same house, albeit 
through different windows”. We all often see what we wish to see and what we think is important. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Creator

Library

Wholesaler

Publisher

ReaderCreator

Library

Wholesaler

Publisher

Reader
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Obviously, the Creator is critical as he or she provides the origination and intellectual property. At the 
other end of the chain the Reader is the ultimate arbiter of value. The rest may be viewed as 
intermediaries and seen merely to add cost and value. The balance is, therefore, to ensure that the cost 
of adding value is smaller than the perceived value and revenue return it generates. 
 
Intermediaries survive in the chain because of the value they add to it. However, if they fail to add value, 
then they do not have a position in perpetuity. As with the troubadours and scribes of the early Middle 
Ages when the press was invented, times of radical change often results in a change of the players.  
 
8.3  Value Add Changes 
 
Where do all the different players add value today and will they continue to do so in the future? 
 
The reader seeks value, but will this be different in the physical and virtual environments? 
 
In the High Street, the reader values the selection made by the Bookstore. This is not an aggregation, but 
a selection from an aggregation and reflects the bookstore’s knowledge and specialisation etc.  
 
Readers can select and value the book in their hands. They can value the overall selection of the store. 
They can value the book’s development, quality, authority and relevance of the individual work for 
themselves. They pay for the book and walk out of the store with it. The fulfilment value is about the 
effectiveness of the store checkout operation. Finally, the retailer is often ignorant to the identity of the 
reader and only has information on the transaction. 
 
 
 
 
 
 
 
 
 
 
 
 
 
Below is the reader’s perceived values on the Internet.   
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Readers now seek aggregation not selection – after all there is little point in providing a reduced selection 
unless it is tied to physical stock (mail order) or a specialisation. What consumers want is having access 
to information on everything that is available. 
 
The search and discovery and authority and relevance are paramount elements. It is about finding that 
one title in the format required and ensuring that it meets the needs. The reader perceives value from the 
aggregation, comprehensive search capabilities, relevance and authority, and the presentation of the 
results.  
 
All sales over the Internet benefit from these same value shifts.  
 
For a variety of reasons, the traditional book retailers in the past have largely left the Internet market to 
the serious players like Amazon and ABE, and have elected in many cases to be affiliates of larger 
operators. Without the core competencies and true market presence they will now find it harder to 
compete in the evolving digital content environment.  
 
Web fulfilment on the Internet will differ between the digital download and the physical book delivery, but 
in both cases the reader expects an efficient service and quality delivery. The “book” does not need to 
come directly from the retailer but the customer interface needs to be consistent. 
 
Customer Relationship Management (CRM) comes into its own in the virtual world. Not only does the 
seller know all the reader’s buying history, the vendor also has the potential to be aware of everything that 
was searched for but not bought and then to mail-shot targeted consumers on things that are of interest 
to them. Internet sellers can create a personalised “My World” service. Google clearly sees a huge 
potential to extend this further into all searches and, as a result, fuel its business revenues by selling even 
more advertising placements and direct marketing facilities. 
 
Selection can still be of a high value in the virtual world, but this may diminish if the bookstore wants to 
supply “everything” and doesn’t distinguish its selection in a value-added specialist manner. 
 
 
8.4  Digital Contextual Information 
 
The movement of physical books onto the web resulted in a significant change in bibliographic records. 
No longer were jackets restricted to AI sheets. They were mandatory for web sales, were closely followed 
by reviews, and now by Amazon’s “Search Inside”. Content in the form of chapters, illustrations etc. is 
itself now becoming the information, which enables readers to see what they are buying before they 
purchase. It enables them to see the relevance, judge the style, and review the look and feel. “Judge a 
book by its cover” is becoming judge a book by what’s inside. 
 
This is a major change for publishers. It will not just affect digital sales but all sales. The reader may use it 
to qualify a physical sale in the same way as music samplers and free material have proved so successful 
in the music market. 
 
Digital Context is no longer restricted just to content but could utilise streamed video “trailers” as being 
developed by some major publishers today, “meet the author” interviews, press coverage and associated 
events, author reviews, reader reviews, etc. Digital content is about using the information to sell books. 
 
To facilitate this, a publisher would need to digitise their content, potentially their processes and workflow 
and to make this content available potentially for all formats. They may only be selling the physical book 
but will need to show digital content to sell it on the Internet. This is where the likes of Google, MSN and 
others such as MPS and DPS etc. step in with services to digitise content and make it available in 
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multiple formats. These services differ greatly in their business model and approach and will be very 
attractive to all publishers.  
 
 
8.5  The Creator’s Value 
 
The greatest value is obviously in the publisher’s selection and development and their author’s authority 
and relevance.  
 
Due to the cost of publishing, distributing and marketing the physical book, self-publishing is rarely 
successful. However, potentially this can change dramatically in the virtual world. The impact of 
businesses like Amazon and ABE on the antiquarian and used book market provides a clear lesson.  
All that is required is for the one copy of the book that is sought to be available at the right price to the 
buyer.  
 
The price impact on antiquarian retailers who previously “named their price” has been significant. It could 
be said that they are “damned if the don’t use the likes of ABE and damned if they do.” 
 
The virtual world does not respect size, or geography, but still respects quality, relevance etc.  
 
Authors, illustrators, photographers, biographers, historians etc often have their own brand which can in 
many sectors be more important - and of value - to the reader than that of the publisher. High brand 
authors may wish to follow the road created by many of their counterparts in the music world and take 
greater control of their works. Conversely, publishers may wish to gain a stronger relationship with their 
authors and in doing so create secondary value to them. 
 
Stephen King is one of many authors who have used the Internet to develop their brand and fan base. 
Others such as Neil Gaiman64 has created diary and events calendars and reached out to engage with 
his reader base and Jasper Fiord65 has gone even further selling his own ‘world’ and merchandise.   
 
The forgotten backlist authors can return by retaining and using the rights that have reverted.  
 
First time authors could create their own fan clubs and following via services such as www.myspace.com  
- similar to that achieved by the “Arctic Monkeys” and Lilly Allen in the music world. Once a creator has a 
direct channel and is able to leverage the relationship with “fans”, the rest is relatively easy. 
 
However, there are a number of sectors that are significantly different (STM, Academic etc). Here brand 
authorisation and relevancy value lies with the journal or publisher and references and citations become 
important value elements. The Creator and Reader can also often be the same person in these sectors. 
 
The bibliographic agents Nielsen Book Data and Bowker are all about aggregation of bibliographic 
information.  They have for years provided an authoritative search and discovery to the trade. In the 
future, can they: 

• also hold the digital content 
• provide extended richer information to help qualify the search 
• retain their trade revenue streams whilst enabling their information to be used in the B2C 

environment? 
 
8.6  Omnivores 
 
Up to now, Microsoft, Google, eBay, and Yahoo have not been in the business of creating original 
content.  They have been in the business of: 

• information aggregation 

http://www.myspace.com/
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• search and discovery  
• qualification.  

 
After carrying out these processes, the search engines will then link the buyer to the source and get paid 
for advertising or driving browsers to a seller’s site, or receive a commission on sales achieved. 

 
The model is simple but their drivers are different. What the search engines wish to do is to aggregate all 
information and to use books as just one source in a response to a consumer's search for information. 
 
These new omnivores wish to eat up and aggregate everything, both context and content. They aim to 
scan books and convert them, but have different approaches to the process of ascertaining the availability 
of rights.  
 
In August 2006, The New York Times announced that Google plans to begin letting consumers download 
and print free of charge classic novels and many other more obscure books that are in the public domain. 

Using Google's Book Search service, Web surfers hunting titles like Dante's Inferno and Aesop's Fables 
will be able to download PDF files of the books for later reading, to run keyword searches, or to print them 
on paper. Up to now, the service only allowed people to read the out-of-copyright books online. Google 
supports the service by showing its small, keyword-generated text ads on search-results pages. The 
download initiative does not include at present any books under copyright. 

The next step could well be for Google to sell themselves complete books in copyright - or parts of books 
- direct to consumers, with the permission of individual publishers.  Booksellers would be severely 
disadvantaged if this were to happen, as Google would become a global bookseller, as opposed to a 
business deriving revenue from advertising and commissions.  
 
8.7  The “Killer Store”? 
 
In recent times in a developing market one company has often gained a position that effectively “kills off” 
the opposition. Usually the economies of scale and size dictate an advantage that others cannot compete 
with. The bigger they get the more powerful they become. Examples are many; in retail, Wal-Mart, Home 
Depot, and Tesco; in technology and software, SAP, MSN, Oracle.  
 
When Amazon captured the Internet high ground in the book world, it did so with far wider implications 
than many realised at the time. 
 
Today Amazon has built an affiliate programme that is openly supported by authors, bookstores, and 
publishers. It gives the consumer access to front and backlists, remaindered and antiquarian books and 
even used books on a global basis. Its range is the most comprehensive available and is promoted 
globally. 
 
Amazon not only sells physical books, but through its newly acquired subsidiaries can also supply e-
books in Mobibook format, and now POD through Booksurge66.  
 
It has long been at the leading edge of enriching bibliographic records and was the main driver of digital 
book jackets.  Amazon also pioneered the use of reader and author reviews. It has now started 
aggressively to market its “Search Inside” facility (see appendix 13.5) to display digital content. 
 
Amazon's “one click” fulfilment process was, in our view, a major customer service coup. It is being 
enhanced by new innovations such as their “upgrade” service, where a reader can buy the physical book 
and upgrade it to get access to the digital impression of the same work. Its e-commerce engine now 
drives the likes of Marks and Spencer and other large retail organisations’ web sites. 



     73

 
Customer service is where Amazon established itself and continues to develop. It has long offered 
services such as “people who bought … also bought”, and “titles you recently viewed”. This will continue 
to improve as more and more consumers use the service and the data becomes richer.   
 
Finally, the only aspect of the value chain that Amazon does not cover today is publishing development. It 
is very easy for it to do so and this may be more a question of when than if.  
 
The diagram below clearly shows Amazon's unique presence, services and capabilities right across the 
elements of the value chain and also the possible future threats (in bold) it may pose to its competitors. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
A true killer creates not just economies of scale and scope but an overall position that no one party can 
easily compete against.  
 
8.8  Value Chain Options 
 
It is clear that the value chain elements that are pivotal to the digital content are those of: 

• Aggregation 
• Search and Discovery and  
• Authority and Relevance.  

 
These are where the external threats from the new entrants are greatest and where the Internet and 
global networks truly change the parameters. 

 
These are where the book industry should be strongest but is currently weakest.  
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However, the position is far from lost. There are a number of options available, but our view is that no one 
existing player can cover all the bases. The challenge is not new, nor unique to the trade. A similar but 
different issue was covered in the STM world by the co-operative creation of the Crossref service67.  
 
Consumers want the richest search and discovery and one which reflects the way they work and search 
today. This means that the industry has to embrace a standard search and discovery tool, or potentially 
risk fewer visits. The key issue here is power. To some extent, the book publishers probably have power 
(because of their ability to defend copyright) and Amazon has power (brand, customer loyalty, customer 
knowledge). Clearly Google/MS/Yahoo have power. But unless booksellers act collectively they do not 
have the same power. In some cases it could be said that it is better to have the potential enemy “inside 
the tent” than outside it. But the question is why would the enemy care?  
 
It is important that content developers retain control, representation and management of their content, 
albeit at a designated repository. Content aggregation and search and discovery are different activities.  
 
Authority and relevance provide opportunity for all. It is important, however, that bland reference is not 
adopted in preference to genuine substance. This now offers booksellers who are willing to invest input to 
their selection the opportunity to differentiate at the expense of the “sell anything pretender”. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Finally, as depicted above, digital fulfilment can be both direct and indirect and can be transparently 
attached to the transaction.     
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8.9  The Publishing Value Chain Summary 

 
Findings 

• Digitisation not only increases the complexity of product relationships and the number of 
impressions in which a work may be produced, but potentially the audience for the book.   

• Digitisation does not change the activities where value can be added in the Value Chain, but does 
change the importance priority of those elements to the reader.  

• Everyone who exists between the author and reader has to add value or face being put out of 
business by others.  

• The reader, the ultimate arbiter of value, perceives greatest value on the Internet in a different 
way to how he/she obtains greatest value on the High Street. 

• Irrespective of whether the product is Physical or Digital, the three key value elements on the 
Internet are (i) Aggregation (ii) Search and Discovery (iii) Authority and Relevance. 

• Digital Content enables the author the opportunity to recognise the change in value perception 
and seek different publishing models. 

• The change in value ratings introduces new entrants from outside the traditional book market 
(Google, MSN, Yahoo) who can focus on those elements that now add greatest value. 

• Amazon is clearly a “killer store” and has created a unique presence right across the value chain. 

• The industry has to recognise those value elements that now provide the greatest added value, 
and co-operate or work with others to add value in them. 

Issues 

• Specialist or generalist? Consumers want the widest range in all formats from the generalist, 
but value selection and knowledge from the specialist. The generalist will have to take on 
Amazon and its marketing, branding, service and pricing, while the specialist will have to supply 
all media formats. There appears little middle ground. 

 
• Where do consumers come from? Search and discovery and qualification are the key values in 

the digital arena, but will consumers use specialist search facilities, go to specific book sites or 
merely use Google and MSN?  Once they have found the book they want, from whom will they 
buy it? 

 
• Customer relationships? The Internet provides the opportunity to create a relationship with the 

consumer that the mass market is unable to do. Managing these new relationships requires new 
skills and can be time consuming, but can create loyalty, perceived added value and increased 
revenue.  

 
Summary 

The consumer is the final arbiter on added value and therefore on who exists within the value chain. It is 
important that all players understand where they add value both today and how that may change 
tomorrow. It is about focusing on those activities that add value and doing them well and abandoning - or 
recognising - those activities that don’t add value. 
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Bookseller Considerations 

• Identify what makes a store work and how that can be exploited on the web as added value.  

• Develop own reviews and selection rating. 

• Local positioning, creating a community supporting local publishing and authors - which might 
even involve local content publishing and printing-on-demand. 

• Invest in direct marketing tools and capabilities. 

• Develop a strategy to align with search engines and digital aggregators, but control customer 
interface and transaction.  

 

BA Considerations 

• Develop training and education programme to help members. 

• Develop BA industry portal to facilitate digital content sale through bookstores. 

• Inform members of trends, news and digital directives. 

• Facilitate the representation of the membership with industry players and initiatives. 
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9 Lessons from Other Media Markets 
This section focuses on the impact digital music is already having within its sectors.  It 
reviews: 

• The current marketplace 
• Consumer behaviour 
• Digital strategies 
• Today’s digital market 
• New and evolving channels and players 

 

9.1  The Revolution is Here  

 
Some may argue that during the last decade the music industry has been pulled backwards through the 
digital hedge, kicking and screaming; others that it has reacted responsibly and in a timely manner to the 
new challenges, adapted to the changes and has developed the market. Irrespective of the view, music 
has been, and continues to be, at the forefront of the digital revolution and shift to a consumer driven- 
market. Below are some of the changes that have reshaped the market: 

• The early days of MTV and explosion of the music video. 
• The peer 2 peer file sharing anarchy of the likes of Napster and Kazaa and its and mass 

adoption. 
• The globalisation of the market by Amazon and exposure of territorial pricing. 
• The rebirth of radio and digital broadcasting. 
• The media and technology convergence and development of mobile technology and the 

ubiquitous ring tone. 
• Consumer acceptance of online music. 
• The fashion drivers and brands from the Sony Walkman to the iPod brand. 
• The emergence of community Internet and self-promotional sites such as My Space.com. 

 
It’s hardly surprising that the music producers have appeared to have been under a digital siege. Ten 
years ago they weren’t fully in control of their own assets, didn’t have an industry common product 
identifier, had a huge back catalogue of un-digitised material, a territorial pricing model and were heavily 
reliant on third parties. They had already significantly consolidated and also needed to streamline their 
physical supply chain and remove waste.  
 
“2005 has taught entertainment retailers about diversification. The sale of traditional music 
formats alone can no longer be relied upon to maintain entertainment retail as a viable business 
model. The sale of traditional product coupled with the sale of digital product and music-related 
goods will be the model moving forward. While online music sales are doing well, we certainly 
need a combination of all three sales channels to continue to grow as a sector.” 
Simon Wright, President, CEO Virgin Entertainment Group International 
 

Tower Records, which was founded in 1960 and pioneered the music megastore around the world, has 
filed for Chapter 11 bankruptcy protection for the second time in two years. Previously the music industry 
agreed to that it needed the iconic stores to distribute their records but today the lack of support speaks 
volumes about how the industry has changed. Last year iTunes outsold Tower Records and Borders 
combined in the US. Internet retailers and supermarkets have eaten into the UK market and also music 
chain margins. 
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9.2  Consumer Behaviour in the Digital Age   
 
Musical taste has broadened and is now truly eclectic making the ‘top 10’ irrelevant to many. While choice 
of High Street retailers has contracted, Internet and online service choice has exploded and gained wide 
acceptance. 
 
What are the listening styles of today’s consumers? 
  
Cherry picking a-la-carte downloads:  
Digital music gives consumers the option to buy only their favourite tracks with some tracks being digital-
only releases or having an exclusive digital period prior to being released on disc. 
 
‘Try before you buy’ subscription services: 
Access to a massive two million catalogue and latest releases for a monthly fee. Sampling allows 
consumers to preview entire tracks before buying. 
 
‘Playlist’ compilations:  
Users make and recommend their own playlists or put together their own compilations. 
 
Personalised radio: 
Users design their own personalised radio from a huge range of channels. 
 
Ringtone promotion:  
Listen to new material even before its release. Madonna’s single ‘Hung Up’ was available as a 30-second 
master ringtone four weeks ahead of its global radio and download release. 
 
Music videos first:  
Listen and watch via mobile and online services, often before the actual song release. James Blunt’s 
music video for his single ‘Goodbye My Lover’ received its global premiere on mobile network ‘3’. 
 
Digital ‘bundle’ services:  
Buy tracks bundled together with videos, artwork and artist interviews. 
 
Music ‘on the go’: 
Music downloaded or streamed to an MP3 player from an online subscription or to a mobile phone from 
an operator. 
 
Own the physical copy:  
CD single, album, DVD video or DualDisc. 
 
Broadcast listening:  
On radio or TV, through analog, digital or satellite services. 
 

“2006 will be the year that people embrace the ‘own nothing, have everything’ philosophy of 
music subscription.” 
Chris Gorog, CEO Napster 
 
An interesting development from the digital music revolution is the growth in sales of guitars and general 
interest in performing. Guitar sales in Britain hit a record £110 million last year. Almost a million of the 
instruments - 470,000 electric and bass guitars and 520,000 acoustic guitars - were bought; twice as 
many as in 1999 and an increase of 200,000 on 200468. However the intellectual property debate now 
opens further, as The National Music Publishers' Association and the Music Publishers' Association 
threaten to take action on guitar tabular sites such as Harmony-central.com69.  
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9.3  The Strategies Adopted   
 
Digital to market 
The infrastructure was quickly developed to store and index everything digitally and provide full 
granularity and scalability in response to the demands of the market and its manufacturing supply chain. 
All metadata (bibliographic information about information), graphics, images and textural assets were to 
be fully digitised. 
 
One record company managed to digitise 36,000 albums in one year. In just two years the volume of 
music available online by record companies has grown six fold to over two million tracks and 165,000 
albums. 
 
No common industry wide product identifier 
The Recording Industry Association (RIAA) joined forces with international bodies (IFPI and RIAJ) and 
major industry representatives to develop global product and asset identifiers. Although the project has 
made significant progress since it was initiated in 2002, the market has not stood still and continues to 
move faster than the industry. 
 
Channel to market 
The initial thinking was that the music companies could create a direct market and bypass retailers. 
However they did not have the brand position or the customer service capabilities to achieve this. Some 
of the known digital music distributors were acquired, such as Universal’s purchase of MP3.com.  
 
The artist is the ‘brand’ and consumers are clueless as to who is attached to which record company and 
often care less. Artists are creating their own web sites, developing their own fan-base and selling their 
own merchandise. Furthermore, consumers wanted specific tracks or performers and an a la carte 
choice. 
 
“Given a choice between CD, vinyl or digital, more than 25% (and growing) of consumers chose to 
buy digital singles in the UK. This creates a huge opportunity for indies that find it difficult to 
compete for shelf space at physical retail, have limited budgets and have trouble marketing and 
promoting releases in the traditional music industry.” 
Scott Cohen, Founder & President, The Orchard 
 
 
Piracy 
Napster exploded onto the market from nowhere. Suddenly everyone was ripping tracks, sharing their 
collections, cutting their own CDs and even making their own jackets. Instead of embracing it, the music 
industry ignored it and then fought it, labeling all as criminals and restricting the capabilities often by use 
of heavily restricted encrypted DRM.  
 
The music industry spent heavily to try to name and shame the major services and offenders but this just 
increased the public awareness and grew the services. They then filed lawsuits, but again this was a slow 
process and one that didn’t always run smoothly. They bought out Napster and overnight it went from 
super-cool to uncool. Prosecutions have worked to a degree, but even after 20,000 legal actions in 17 
countries, it is often been viewed by many as bad public relations. Having been given huge free publicity 
and market position, the likes of Kazaa and Grokster have now agreed a settlement with the industry and 
plan to become legitimate. It has taken the emergence of downloads services such as iTunes, a 
recognition of changing consumer lifestyle, a shift by the P2P services to want to legitimise and a shift in 
pricing models to slowly turn the tide. Persuading a generation of music fans to pay for music that they 
have become used to acquiring for free should not be underestimated.  
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In 2003 the number of legitimate download music sites was 50, by 2005 this has grow to 335. Since its 
launch in 2003 iTunes has sold 850 million tracks and is now available in 21 countries, offering over 3000 
music videos, short films and 2 million tracks. 
 
Pricing 
Universal Music Group, the world's biggest record company and home to artists such as U2, plans to 
refresh its CD offer by rolling out three new tiers of CD packaging and pricing. This follows a similar 
initiative by BMG in Germany. 
 
The simplest packaging would be in a no-frills cardboard sleeve, while the deluxe editions will have added 
extras such as video footage. Both the standard and deluxe will be sold in a new "super jewel box" 
designed to be much harder to break than the standard jewel box that has been used for 20 years.  
 
Although Universal does not set the retail prices it recommends the deluxe be sold for an average price of 
£15.99, the standard £9.99 and the basic £5.99. Even though the physical CD is still expected to outsell 
downloads for the next 5 years, some would argue that this is a futile attempt to keep alive a dying 
market.  
 
For many years the industry has defended territorial pricing and high UK prices but today’s Internet 
transparency together with the P2P reality check has forced lower prices. It is almost inevitable that this 
trend has not bottomed out yet and that alternative subscription based models will prevail. While new 
services, such as Oxfam’s online music store Big Noise Music,70 are now offering a new perspective 
based on charity donations. They have over 350,0000 tracks for download at 50p with 10p going to the 
charity. 
 
There is a huge question as to who now controls the price point. iTunes has completely blindsided the 
labels, and the aggregator holds all the market power today. Universal Music Group, the largest player, 
tried to enforce a differential pricing policy on iTunes and failed.  
 
Probably the biggest potential threat to the business models and pricing we all know and understand 
comes from a new US venture www.Spiralfrog.com. The service is not scheduled to start until December 
2006 and aims to provide free downloads to users that are DRM encrypted. Their model is based on 
advertising revenue sales similar to that clearly demonstrated by the likes of Google today. In August 
2006 they announce their first music deal with the largest industry player – Universal71. In September this 
was further compounded by an announcements that Universal was bidding for BMG Music Publishing72 
and that Spiral Frog had signed a deal with EMI73. 
 
9.4  Today’s Music Market   

 
The physical product sales have declined significantly and digital downloads 
have taken off. Excluding music on mobile phones, 420 million single tracks 
were downloaded in 2005, up more than twenty times on 2003. In 2005 
consumers bought 60 million portable digital music players worth an 
estimated $9 billion and paid over $75 billion in broadband subscriptions and 
$50 billion in mobile data services. Nokia alone sold over 40 million music-
capable phones74. 
 
In the US single track downloads doubled in 2005 to 353 million with a weekly 
sales average of 7 million tracks. Digital album downloads grew to 16million.75  
 
The total number of digital download tracks bought in the UK in the first half of 
2006 was 24.3 million which was just short of the 26.4 million total for the 
whole of 2005. In 2003 only 14,000 tracks were downloaded per week.76   
 

http://www.spiralfrog.com/
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Microsoft are planning to launch their Zune (picture opposite) in November 2006 together with a full 
channel service to rival Apple’s iPod and iTunes77 . 
 
Juniper Research has forecast that mobile music revenues will reach $12 billion worldwide by 2011 and 
that Asia will generate 40% of these, while Europe will account for 27% and North America 18%. 
Ringtones will represent 51% of the market.78   
 
Mobile music sales in 2005 in Japan, accounted for 91% of all digital music sales and in South Korea 
digital music revenue has now surpassed physical product sales.79 Strategy Analytics has said that close 
to 100 million phones sold this year will have a built-in music player and that number will grow to almost 
800 million units by 2010. 

Mobile handset makers see digital music as one of the key drivers for selling more expensive new 
phones, as they try to hold up their average selling prices despite surging demand for cheap phones in 
emerging markets. This is also reflected in Nokia’s recent purchase of U.S.-based digital music distributor 
Loudeye Corporation for $60 million and Son’s announcement on it new M_BUZZ download service.80 
 
“The expansion in digital music is providing us with more and more new ways to add value for 
consumers, artists and an ever-growing circle of business partners and brands. Now we – the 
music industry, retailers and technology companies – must work together to maximize this unique 
opportunity.” 
Alain Levy, chairman & CEO, EMI Music 
 
9.5  The New Digital Landscape   
 
Music is now delivered via many services and technologies; ISP, handset manufactures, Telcom 
companies, game developers etc. It is now becoming a digital business. This means that the music 
companies need 360 degree vision and to embrace these new entrants. 
 
This is not just about digital content but building digital communities like neopets.com81 ifilm.com82 and 
gametrailers.com83. 
 
Music companies now have manage relationships with between 300 and 400 separate new business 
partners just across online and mobile channels and many of which are not very significant today. They 
are now having to manage multiple release windows such as ringtones or exclusive digital pre-release 
samples and by the time the album is available individual tracks can be accessed in many ways. 
 
Artists such as White Stripes recently gave fans attending their concerts a free blank CD-R with exclusive 
artwork to burn a free download of their performance of ‘Denial Twist’.  The Stereophonics invited their 
audience to text a number to get the concert version of ‘Dakota’. Fans who preordered Jamie Cullum’s 
‘Catching Tales’ also received exclusive footage of his performance at Ronnie Scott’s Jazz Club. Fans of 
Gorillaz can sample buy downloads, wallpapers, master ringtones and exclusive live tracks from the 
artists’ website.  
 
New digital-only labels are emerging such as Warner’s Cordless Recordings and Universal’s UMe Digital.  
 
Social networking sites such as MySpace.com are currently attracting much attention.  It has over 22 
million members and is growing at a rate of 2 million new users a month. 
 
Loudeye is a new digital intermediary that was launched in 2005. It services multiple digital stores in over 
20 countries, giving consumers access to around 1.3 million tracks. 
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“With advances in digital technology for the first time in history, vast catalogues of recorded 
music are instantly and legitimately available to consumers however, wherever, and whenever, 
they wish to experience it. The ubiquity of available music and the emergence of ever more 
delivery formats and platforms is creating significant opportunities for artists, entertainment 
companies, and fans.” 
Thomas Hesse, President, Global Digital Business, SONY BMG Music Entertainment 
 
 
What digital now offers the consumer: 
 
Online downloads: 

• Quickly browse vast music catalogues (two million songs) 
• Easily find specific songs 
• Discover new music: find albums of a similar genre, download recommended playlists, have 

access to exclusive content 
• Enjoy added features: artwork, charts, artist-related information 
• Create own playlists, music libraries and compilations 
• Flexible payment: credit cards, gift vouchers, pre-pay, PayPal 
• Ability to buy and own songs on an individual basis 
• 30 seconds sampling 

 
Online Subscriptions: 

• Quickly browse vast music catalogues (two million songs) 
• Easily find specific songs 
• Discover new music: find albums of a similar genre, download recommended playlists, have 

access to exclusive content 
• Enjoy added features: artwork, charts, artist-related information 
• Create own playlists, music libraries and compilations 
• Flexible payment: credit cards, gift vouchers, pre-pay, PayPal 
• ‘All you can eat’ model: access an entire catalogue for a monthly fee 
• Unlimited sampling before purchase 
• Access music as long as subscription is valid 
• ‘To Go’: transfer as many songs as desired onto a portable player as long as subscription is valid 

 
Mobile Music: 

• Purchase music on-the-go in any location 
• Purchase on impulse 
• Added features: song recognition services 
• Wallpapers and dedications, master ringtones 
• Ringback tunes, exclusives 
• Stream music videos 
• One device for music playing and purchasing 
• Payment via mobile bill 
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9.6  Lessons from Other Media Markets Summary 
 
Findings 

• The music industry has gone digital and in doing so has created many new opportunities, issues 
and entrants. 

• The market is being driven by consumers who now have a greater choice of what, where, how 
they buy and listen to music. 

• Online downloads are growing rapidly but will not overtake physical sales for the next few years, 
but the CD as we know it today is clearly transient technology. 

• Pricing and the consumer demand for tracks, as opposed to pre determined collections and 
albums, is forcing service providers to look at new business models such as subscription with the 
new advertising paid, free download model posing a major threat to all. 

• The choice of music is exploding with huge backlists becoming available and the obscure 
becoming accessible. 

• Where the experience is the same the speed of change can be rapid. 
 

Summary 

Music is different to books as books are different to journals and journals are different to newsprint. 
Digitisation is impacting them all, but differently and at not at the same speed or the same way. Music is 
browsed, listened to and collected differently and these differences are more apparent in the digital arena. 
What is clear is that digitisation is changing the value chain and the consumer is driving the market. 
 

Bookseller Considerations 

• Audio books could migrate as fast but the consumer experience is significantly different.   
• Invest in consumer relationships and social and community networking opportunities. 
• Anyone can sell as a generalist but usually this market space is owned by one or a few 

companies (iTunes has around 70% share of the music download market).  
 

BA Considerations 

• Work with the emerging digital intermediaries to build a co-operative market that supports 
booksellers.



     84

 

10  Bookseller Opportunity Analysis 
 
This section reviews the opportunities for booksellers and the BA. It reviews: 

• Book buying visions of the future 
• Booksellers' strengths, weaknesses, opportunities and threats 
• A risk analysis on audio downloads and e-books 
• Bookseller Association considerations and options 

 

Before we explore the opportunities…a thought to consider: 

“The most important thing is not to optimise what you do, but to find out and decide 
what you should be doing. In other words, to explore this landscape, to find out where 
you should really be and to make sure that you are climbing the tallest peak, not just a 
false summit…….. 

If you get stuck on a small mountain, you get to the top and look around and you find 
you’re on the wrong mountain. A mile away is a mountain that’s twice as tall…… 

If we find ourselves on top of a false summit…..in other words we’ve got to get down the 
mountain, and cross that desert, and come up on the tallest peak.” 

Kevin Kelly, executive editor of Wired “Rethinking the Future” – Nicolas Brearley Publishing, 
1997 

10.1 Visions of the future? 
 
Below are 10 book buying scenarios. The question is not which are right or wrong or whether they are 
already happening, but what opportunities they pose for booksellers. 
 
1. Mel gets home very late.  She’s not yet tired and wants to read a book. She logs onto her local 

bookstore and searches for its recommended reads.  She’s delighted that the bookshop suggests the 
latest Zadie Smith ‘On Beauty’ because she had posted a review on ‘White Teeth’ saying how much 
she’d enjoyed it.  She read other reviews posted by readers about “On Beauty” which further 
confirmed her selection and her interest.  Mel is a regular at her local bookshop so she purchases the 
title without any need to key in her payment details and the book then downloads to her reader. 

 
2. Gill is wandering around Kingston-upon-Thames on a nice sunny day and spots her local book store.  

As the weather is so nice she decides that she will spend the rest of the day in the park reading a 
book.  She walks into her local store and over to the in-store kiosk, where she can access thousands 
of digital books.  Her friend has recommended the latest Harlan Coben novel.  She keys it into the 
kiosk, reads a review and downloads it to her e-reader.  While she there she also decides that as she 
is driving to Edinburgh next week that she could also buy an audiobook.  She picks up the 
headphones next to the kiosk and listens to a couple of samples. In the end she decides to purchase 
Karin Slaughter’s “Faithless”.  She docks her MP3 player in the kiosk and downloads the audiobook. 

 
3. David is on his way to the airport as he’s off for a short break to Venice.  He pops into his local 

bookshop to pick up a city guide to Venice. Unfortunately the assistant says the shop is out of stock.  
However, the assistant says they have a digital version available.  As always David has his PDA with 
him so he asks the assistant if he can have a look.  The local bookstore has sampling rights for the 
title, so David can browse for free.  The digital version is excellent as it is interactive and has online 
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links to restaurant and theatre reservations and an integrated language translation for common 
words.  David purchases his guide to Venice.  

 
4. Frank is an avid reader and on his journey home reads about the latest Wilbur Smith. When he gets 

home he logs onto his local bookstore and scans the site for the shop's own review and views a video 
interview of the author talking about the book.  Frank pre-orders his digital copy to arrive 00.01am on 
the day of release.  As Frank uses the site so much for his book purchasing, he has signed up for the 
subscription service where he pays a monthly fee and can borrow as many books as he likes.  He 
downloads the latest Bernard Cornwell audio and knows he has about 2 weeks to listen to it while 
commuting.  

 
5. Kathy has guests coming round for dinner at short notice. She has plenty of ingredients in the 

cupboards but has lost all inspiration to think of a recipe and wants to impress.  She logs onto a 
specialist food and cook bookshop website she has used many times via the PC integrated into the 
fridge and selects a book by her favourite chef. Viewing the table of contents and a random sample 
page gives her the confidence to buy. The book is downloaded to her PC and a successful night is 
enjoyed by all.  

 
6. On planning a long drive to see his parents Bill wants something to listen to. He logs onto his 

favourite bookstore that specialises in his favourite subject science fiction and scrolls down the 
available audiobooks to find one that stimulates. He selects one of his favourite authors, Anthony 
Horowitz’s latest book, and downloads it to his PC. He then transfers it to his MP3 player which fits 
neatly into a docking station in his car and can be remotely controlled by the radio controls on his 
steering wheel. 

 
7. Flying to the US, Mark looks at the in-flight entertainment and finds a section sponsored by a major 

UK bookchain that he often uses. He views a number of video trailers, reviews and author interviews 
and selects his audiobook, relaxes and enjoys his journey. On landing he still has not finished the 
book and is captivated by it. He notes and activates the special option to receive the download free of 
charge. Later that day he receives confirmation and the downloaded file in an email.  

 
8. Tom is given a National Book Token from his grandmother for Christmas. He isn’t a big reader and 

spends more time listening to music or playing PC games. He logs onto a UK bookseller's site his 
friends had told him redeems Book Tokens online. He sees one which catches his eye as it carries a 
wide range of graphic novels and he notes it stocks some Manga titles he has not seen before. He 
redeems his tokens buying one download e-book and a printed book that he will collect from the 
store. He now can visit a local bookstore that he didn’t know about previously. 

 
9. Jane receives an email alert from her local bookshop that Kate Mosse is to release a new title next 

month and that it will be available in hardback, e-book and audio. She reads a sample and listens to a 
podcast by Kate about the book but is torn as to which format to buy. Jane is going on a business trip 
and the audio download would be great to listen to whilst travelling but she may not have time to 
finish it and there is an appealing gap in her collection of hardbacks on her bookcase. She decides to 
buy both and gets a special price deal based on taking two formats. 

 
10. John lives in Bath and visits his local bookstore to find out what books are available about the city and 

its history. The bookseller shows him some of the many books and one that is written by a local 
historian and guide that is both different and appeals to John. He buys the books and the bookseller 
immediately runs off another copy for stock from the small print-on-demand press he shares with 
three other local stores. 

 
Whichever way you view the above, consumers' book buying habits are often eclectic, very personalised 
and are a mixture of impulse and qualification. In other words, they are not predictable.  
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10.2  SWOT Analysis 
Before we can review the options above it is important that we understand where we are starting from. 
The objective of any SWOT (strengths, weaknesses, opportunities and threats) analysis is to gain a 
common agreement as to the current position. This is achieved by identifying the separate perspectives 
and getting consensus on the issues that need to be addressed. The following notes are aimed at 
explaining how each perspective should be viewed. 
 

Strengths are positive aspects internal to the organisation 
• What are your advantages?  
• What do you do well?  
• What do other people see as your strengths?  

 
Weaknesses are negative aspects internal to the organisation 

• What could you improve?  
• What do you do badly?  
• What should you avoid?  

 
Opportunities are positive aspects external to the organisation 

• Where are the good opportunities facing you?  
• What interesting trends you are aware of? 

  
Threats are negative aspects external to the organisation 

• What obstacles do you face?  
• What is your competition doing?  
• Are the required specifications for your job, products or services changing?  
• Is changing technology threatening your position?  

 

The following short SWOT review is not comprehensive. However, it is aimed at: 

• providing a snapshot of the bookseller’s current position in respect to a number of key issues 
being raised by the development of digital content 

• stimulating open thinking and dialogue.  

The objective is to gain an understanding of the current position and the issues that need to be 
addressed. 

 

All readers are encouraged to fill in the four sheets identifying against each item their own ranking: 

SA – Strongly Agree, A – Agree, D – Disagree, SD – Strongly Disagree 

Under each sub-section and at the end of each perspective it is also possible to record any additional 
thoughts or points.  
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 Strengths SA A D SD 

 Can source all books for customers     

 Knowledge and independent information source for customers     

 A  “trusted party” by customers     

 Trusted third party to publishers     

 Sell and redeem National Book Tokens     

 Provide physical store presence (reading groups, authors 
signings, local events) 

    

 Established sales data collection providers     

 Merchandising skills     

 Specialist     

 Ability to market directly to customers     

 Alternative reading room and coffee shop      

 

 

 

 Weaknesses SA A D SD 

 Generalists      

 Mass marketers with little or no customer knowledge     

 Limited Internet skills, resource and time     

 Limited Internet investment funding     

 Poor Internet perception     

 Poor direct marketing skills     

 Single format retailers (physical and audiobooks)     

 Lack of product range and depth     

 Limited physical shelf space     
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 Opportunities SA A D SD 

 In-store wi-fi cafes promoting Internet store and digital content     

 In-store kiosk technology to sell downloads and promote digital 
content 

    

 Joining affiliate programs to widen and deepen range and 
facilitate digital content 

    

 Federal network of bookstores using common industry 
promoted portal   

    

 Internet direct marketing and customer management     

 Local Print-on-demand (think Pontaprint)     

 Print-on-demand publishing     

 Specialist sites with full interactive communication and 
contribution and merchandising 

    

 Podcasts or blogs for local authors, specialists, celebrities, 
reader groups, readings - to create destination / community 
stores 

    

 Business sponsorships or adoptions to promote local or 
specialist sales (e.g. workplace discount) 

    

 

 Threats SA A D SD 

 Market shifts quickly to audio downloads and bookstores are left 
behind 

    

 Market shifts quickly to e-books and booksellers are left behind     

 Booksellers are unable to invest time, funds and o resource and 
are left behind  

    

 Search engines effectively lock out bookstores by paid for ad 
placements, preferred routing and selling content 

    

 Amazon, chains and supermarkets discount digital content at a 
margin that is not competitive (loss leaders) 

    

 The Internet market for physical books cannibalises the high 
street 

    

 Authors exploit brand and bypass publishers and/ or booksellers     

 Digital content is devalued by market forces     
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 An “iPod” emerges with its own “iTunes” for books and steals 
the digital market 

    

 

 

10.3 Risk Analysis 
The objective is to provide some subjective views on the digital content questions raised and 
the above threats. Like many of the predictions referred to in this report they are merely 
predictions and as such must carry a health warning and not be treated as gospel. 

 

Audio Risks Probability Impact 

 <2yrs 3-5yrs >5yrs  

Audio downloads gain wide acceptance and sales H   H 

The current level of publisher confidence is fuelling more content and adoption. The 
consumer experience is the same 

Audiobook sales cannibalised by downloads L H  H 

The rate of cannibalization is dependant on many factors such as: the rate of take-up by 
the existing older audio market and the switch to audio download by publishers 

WMA (Windows Media Audio) format opens up the 
audio market  

L M  M 

This will introduce new players and channels and offer significant consumer choice 

Audible dominate market  H   M 

Audible’s exclusive relationship with Apple will retain its dominance, although its book club 
and differential pricing model may not appeal to younger readers 

Publishers increase volume of audio download content M H  H 

Publishers have agent obstacles to overcome but have good cause to feel optimistic about 
audio downloads and so make it a near de facto impression. The volume of titles will also 
create the market  

Car manufactures adopt audio files M H  H 

This will be a major tipping point, especially when demanded by car hire players and will 
appeal to consumer lifestyle  

Audiobook pricing drops significantly due to market 
forces 

L M H H 

Pricing will introduce audio and create volume sales to compensate 
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e-book Risks Probability Impact 

 <2yrs 3-5yrs >5yrs  

A dedicated e-book reader device captures the market L M M M 

Devices continue to come to market but don’t convert into consumer confidence and tip the 
market. The only potential winner in today’s market is the iPod, which by this itself could 
promote convergence and page-based formats. However fashion lead drivers are hard 
topredict as consumers are very fickle.   

Consumer E-book demand takes off and gains wide 
market acceptance  

L L M M 

It is difficult to envisage the market taking off without the range of content available to 
create and feed it.  Therefore publisher programs need to be monitored 

Demand in specialist markets take off M H  H 

Irrespective of devices, e-books will prove viable in certain sectors and these will migrate 
faster than others  

Public domain works’ market will be cannibalised  M H  M 

Given the Google and MSN programmes plus others such as Project Gutenberg, it is easy 
to envisage these becoming the ‘loss leaders’ and ‘the free to experience’ e-books 

Price points uncertainty constricts the market H   H 

The longer uncertainty on pricing remains and prices are not set to match consumer 
perception, the more painful the realignment will be when it does happen. Market forces 
can have a significant impact and tend to work in one direction -down 

Authors will go direct to market and leverage brand  M H  H 

The music market has proven the creator / performer's ability to leverage brand. It is 
inevitable that back and mid list authors will see e-books as an opportunity to renew 
careers and engage a new audience. The question is which channel they will use to sell. 

 

Key: 

Probability 
High   - Very strong probability and high confidence the time window is appropriate 
Medium - There is clear indication that it will tip, but there are a number of issues which can 
     push it out  
Low  - Unlikely it happen within this specific time window  
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Impact: 
High  - The impact will have a major influence on tipping the market or in changing the  
     economics 
Medium - The impact is not likely to result in the tipping point but will have a significant  
      impact 
Low  - The impact is not going to be significant 
 
10.3 BA Considerations 
The Booksellers Association has a number of options that it can pursue on digital content. 
 
As a Industry Focal Point and Voice it has a significant opportunity to represent its membership with 
respect to publishers, book industry bodies, international book bodies, government and EU legislators, 
standards bodies', authors and service providers.  
 
The key messages here are that booksellers need to be included in the future: 
 

• Booksellers offer fabulous consumer choice 
• Booksellers are recognised as a 'trusted party' 
• Booksellers support communities and local reading 
• Booksellers promote a wide range and diversity of titles 
• Booksellers introduce many to reading and support their habit  
• The High Street channel is significant and should be supported and not abandoned in the digital 

content age. 
 
The most important role is with respect to existing supply chain players and new digital service providers. 
In this area the BA needs to agree a clear statement of where and how its members add value in the 
trade and proactively promote this to all. 
 
It is also important that industry standards are developed to support the trade but that these are done so 
with the correct prioritisation and logical flow. There is little point in designing detailed transaction and 
message standards until the business process flows are agreed. 
 
 
As a Membership Information Centre it needs not only to gather news from all sources and evaluate its 
relevance to the market and members, but also to continue to engage proactively with the market to 
understand further market trends and direction. The BA is well respected in its conference program and 
local events and this issue is just one of many competing for space. By the time this paper is read, some 
of its content will be out of date. It is clear is that there is a significant volume of digital content “noise” 
today and it is up to the BA to decipher this and establish a method where this is disseminated to its 
members on a regular basis. 
 
It is important that the BA educates its members to embrace the new world and that it is seen as an 
opportunity and not a threat ………. “a glass half full” not "half empty". 
 
The BA could also invest in market research to establish consumer values, behaviour and changing 
attitudes to digital content. 
 
As a Membership Trainer it needs to recognise the new skills booksellers need to acquire and to 
provide the framework to provide these competencies and the development of best practices.  
 
A number of key skills, such as direct marketing, have been identified within the paper these need now to 
be developed into appropriate courses. The BA needs to engage the best marketeers and help make the 
difference. 
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As a Membership Service provider the BA has an excellent track record in both innovation and delivery. 
National Book Tokens and batch.co.uk are well-respected and valuable assets which now have the 
opportunity to make a further step-change and help consolidate the industry.  
 
It is clear that the new digital marketplace is not just about e-books or audio downloads - it is about 
reaching consumers, engaging with them, helping them to choose books and giving them value. The BA 
now has the opportunity to create the industry portal. This could be a combination of a B2B all-inclusive 
service that services marketing, news and transactions within the trade – a one-stop shop for authors, 
publishers and bookstores to exchange information and transact business, and on the other hand a B2C 
service that creates a co-operative portal for booksellers to engage with consumers – a one-stop shop for 
search and discovery, qualification, information, and links to local, national, specialist stores, that are able  
to sell books in whatever format is required.   
 
This is not aimed at mimicking the US Booksense operation and conformity but at promoting community 
and diversity. It should also be two-way and engage fully with the consumers and exploit strengths such 
as National Book Tokens. If approached correctly there may be some new parties with deep pockets that 
would be interested in helping establishing and funding progress. 
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10.4 Bookseller Opportunity Analysis Summary 

 
Findings 

• Booksellers face many potential threats: 
• The market shifts quickly to audio downloads and bookstores are left behind. 
• Market shifts quickly to e-books and the booksellers are left behind. 
• Search engines effectively lock out bookstores by paid for ad placements and 

preferred routing and selling content. 
• Amazon, chains and supermarkets discount digital content at a margin that is 

not competitive (loss leaders). 
• The Internet market for physical books cannibalises the high street. 
• Authors exploit brand and bypass publishers and/or booksellers. 
• Digital content is devalued by market forces. 
• An “iPod” emerges with its own “iTunes” for books and captures the digital 

market. 
 

• Booksellers have many opportunities: 
• In-store wi-fi cafes promoting the Internet store and digital content. 
• In-store kiosk technology to sell downloads and promote digital content. 
• Joining affiliate programs to widen and deepen range and facilitate digital 

content. 
• Federal network of bookstores using common industry-promoted portal.  
• Internet direct marketing and customer management. 
• Local print-on-demand. 
• Print-on-demand publishing. 
• Specialist sites with full interactive communication and contribution and 

merchandising. 
• Podcast or blogs for local authors, specialists, celebrities, reader groups, 

readings - to create destination / community stores. 
• Business sponsorships or adoptions to promote local or specialist sales (e.g. 

workplace discount). 
 

• Audio downloads have reached their tipping point and will take off in the next two years. 
Their impact will be significant and within five years will start to cannibalise today’s 
audiobooks. 

 
• e-books will not take off until a dominant reader such as the potential iPod is on the 

market and the tipping point is not envisaged within the next two years.  
 

• The BA needs to develop further its four roles with respect to digital content as: 
• An industry focal point and voice with a clear and consistent statement on how 

its members add value. 
• An information centre collating, reviewing and educating members on the key 

issues and trends. 
• A trainer providing members with the skills and competencies needed. 
• A service provider building on its proven track record to develop a co-operative 

industry portal. 
Issues 

• Invest in uncertainty? The digital content age is still evolving and there is uncertainty 
over timing and impact but that this development is taking place is not in doubt. How 
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can investment be planned when there is a high level of uncertainty? Can booksellers 
experiment, gain competencies and take “baby steps” in the future? 

 
• Glass half empty? It is easy to see the negative and harder to justify the positive.  This 

often results in no action and a cynical position. The opportunity is there but for how 
long? 

 
• Little versus large. Both can coexist and the small bookstore can thrive alongside the 

large one, but the smaller bookselling businesses need to differentiate and add 
consumer value and not replicate on a smaller scale. 

 
Summary 

Today is the time for booksellers to take stock of where they are and to decide where they 
want to be and the steps they have to take. The digital opportunities are potentially huge but 
are not exclusive to today’s players nor will they be on the table indefinitely. 
 
The BA also has to take stock and make bold and positive steps to lead the industry into the 
future. 
 

Bookseller Considerations 

• In reviewing the threats and opportunities, booksellers also need to review their 
strengths and weaknesses, current position and where they wish to position 
themselves. 

 
• Devise a strategy that is flexible in its approach but ensures the core skills are 

developed and investment is made. 
 

BA Considerations 

• How it engages its members in the debate, inform them on trends and developments 
and stimulates them to be both positive and proactive on the opportunities. 

 
• Training initiatives for members. 

 
• The development of an industry B2B and B2C portal.  
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11. Conclusions 
 
In the introduction of this Report we set out to answer a number of questions with respect to the 
digitisation of content: 

• The trends, direction, drivers and speed of change? 
• The changing consumer needs, attitudes and behaviour? 
• The impact, opportunities and threats to today’s value chain? 
• The potential impact and challenges posed to booksellers, public funded bodies and the 

Bookseller Association? 
 

11.1 Findings  
 
The trends, direction, drivers and speed of change 
 

• Digital content is accentuating the differences between sectors, which are diverging 
and migrating at different speeds. 

• The audio download trade market is rapidly changing, is on the cusp of the digital 
content change, and is already at the tipping point of consumer adoption. 

• Print-on-demand is now finding its niche (self-publishing, out-of-print, backlist and 
midlist revival and author direct) and offers significant opportunities to all once the 
channels are fully established. 

• The STM and the Academic sectors have already gone digital and are grappling with 
the changing business relationships. Others such as travel are moving fast and will 
redefine the consumer relationship. 

• The consumer confidence in the e-book is growing but is being held back by lack of 
content, reader/DRM format wars, rights' acquisition and uncertain price points, and is 
still unlikely to change in the next two years. 

• The US remains ahead of the UK but there are significant local digital initiatives being 
launched in many markets - most notably China.   

The changing consumer needs, attitudes and behaviour? 
 

• The digital migration is resulting in a significant power shift towards a consumer-driven 
market that demands personalisation and “My World”. 

• Audio downloads offer the same experience as audiobooks, which align with the iPod / 
MP3 market and lifestyle.  

• Different consumer needs and demands require different technology solutions (the 
seeker of bits of information will want to be served differently from those wanting to 
read for pleasure). 

• Technology convergence is sought by all and there is strong resistance to stand alone 
solutions unless they can quickly capture the market. 

• Technology is now highly fashion-brand led. 
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• Social publishing and attitudes to “free” access to information are at odds with today’s 
commercial models and will continue to put pressure on pricing. 

The impact, opportunities and threats to today’s value chain? 
 

• There is a clear change of value when the consumer moves onto the Internet where 
aggregation, search and discovery and qualification become the key values sought. 
This offers opportunities to new entrants such as Google, MSN and Yahoo.  Where 
consumers start their search will decide the winner.  

• Amazon has morphed into a formidable potential “killer store” and now covers nearly all 
aspects of the value chain within its offer.  

• The bibliographic gap between the “haves and have-nots” will widen as content is 
increasingly used to support sales and is valued by the consumer.  

The potential impact and challenges posed to booksellers, publicly funded bodies and the 
Bookseller Association? 
 

• There are significant opportunities for all booksellers, but the approach must be 
proactive as well as reactive. Baby steps are required in the area of innovation and 
experimentation, establishing what works and what is unsuccessful. However, where 
things are clearly happening there is a need to react tactically and only be left behind 
by choice. 

• The development of niche specialisation, communities and customer relationships are 
the key ingredients to success for the majority of bookstores in the Clicks and Mortar 
marketplace. Generalists will have to compete with Amazon, chains, supermarkets and 
others who have better reach and investment.  

• Digital content and the Internet offer new relationships with not only customers but also 
authors, publishers, local businesses and many more. But those relationships have to 
be as consistent in both the physical as well as the networked environment. 

• Print-on-demand, podcasts, blogs and interactive services offer booksellers many 
opportunities to differentiate, support niche and local publishing, and even publish. 

• In addition to being the focus and voice on bookseller issues, an information and 
training source, the BA has the opportunity to continue to show leadership through its 
membership services. There is an opportunity to create an industry portal that services 
both B2B and B2C needs and creates an effective federal network of booksellers that 
could be valued by both members and consumers.  

 
11.2 Next Steps 
 
The following steps are recommended for the BA to take within the first six months. 
 
Launch 
 

• construct a formal press announcement on the publication and its findings  
• publish the report, making it available to both members and non-members. 
• table the report for discussion with the BA/PA Liaison Group 
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• organise a Bookseller Workshop to discuss the working group's findings and specific 
actions to be undertaken 

 
Communications and training program 
 

• Organise an industry-wide conference focused on the issues raised  
• Organise a focused communication program to make all members aware of the 

considerations re the digital future (newsletters, emails, trade press) 
• Organise and announce a training program for booksellers 
• Create a member blog to aid two-way communication 

 
Market Research  
 

• Commit to a market research program to ascertain consumer attitudes to digital content 
 
Partnerships and services 
 

• Perform a business feasibility study into establishing an industry portal framework for 
both a B2B and B2C environments. The study should be inclusive and enter into 
discussions with selected organisations that will potentially offer significant value within 
the digital market. 
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12. Appendix 

12.1 Working Group Terms of Reference 
 
On 29th March 2006, the BA Council set up a working group to consider the Digitisation of 
Content, and asked Joanne Willetts (Entertainment UK) to be its Chair. 

Terms of Reference 
 
The following terms of reference were agreed: 

(i) To consider the likely effects of digitisation of content in the following markets: 
 General (fiction and non-fiction) 

 Academic 

 School and library supply 

(ii) To advise UK and Irish members in these sectors as to what matters they might usefully 
consider within their own businesses 
(iii) To recommend to Council the action the Association should take to help its members 
(iv) To recommend to Council the representations that should be made to publishers, the 
search engines and authors 
(v) To produce an initial report for Council by 12th June and a final report by 7th 
September. 

 

12.2 The top 30 best selling US e-books of 2005 
 
Star Wars: Episode III Revenge of the Sith by George Lucas (Del Rey, $7.99)  
The Da Vinci Code by Dan Brown (Doubleday, $12.95)  
Angels & Demons by Dan Brown (Pocket Books, $6.99)  
State of Fear by Michael Crichton (HarperCollins, $7.99)  
Digital Fortress by Dan Brown (St. Martin's Press, $5.99)  
Embers Falling on Dry Grass by Robert Jordan (Simon & Schuster, Inc., $3.50)  
Deception Point by Dan Brown (Pocket Books, $6.99)  
Merriam-Webster's Collegiate Dictionary, Eleventh Edition (Merriam-Webster, $25.95)  
Holy Bible, New International Version (Zondervan, $12.99)  
The Narrows by Michael Connelly (Little, Brown, $5.95)  
The Rule of Four by Ian Caldwell, Dustin Thomason (Dell Publisher, $6.99)  
Freakonomics by Steven D. Levitt, Stephen J. Dubner (HarperCollins, $19.95)  
Alien Infection by Darrell Bain (Double Dragon Publishing, $5.99)  
Raising Atlantis by Thomas Greanias (Pocket Books, $6.99)  
The Year Ahead 2005 by Susan Miller (Barnes & Noble Digital, $12.95)  
The Hitchhiker's Guide to the Galaxy by Douglas Adams (RosettaBooks, $8.99)  
Darwin's Radio by Greg Bear (Del Rey, $6.99)  
Darwin's Children by Greg Bear (Del Rey, $6.99)  
Winterfair Gifts by Lois McMaster Bujold (Fictionwise.com, $2.49)  
The Closers by Michael Connelly (Little, Brown, $17.95)  
Merriam-Webster's Collegiate Thesaurus (Merriam-Webster, $17.95)  
The Restaurant at the End of the Universe by Douglas Adams (RosettaBooks, $8.99)  
Office Slave by J. W. McKenna (Renaissance E Books, $4.99)  
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Life, the Universe and Everything by Douglas Adams (RosettaBooks, $8.99)  
So Long, and Thanks for All the Fish by Douglas Adams (RosettaBooks, $8.99)  
A Short History of Nearly Everything by Bill Bryson (Broadway Books, $9.95)  
The Purpose-Driven Life by Rick Warren (Zondervan, $15.99)  
Fallen Angels by Terence West (Double Dragon, $5.99)  
Punished by Kimberly Zant (New Concepts Publishing, $3.99)  
Getting Things Done by David Allen (Penguin Putnam, $12.00)  
 
12.3 e-book Sites and Digital Repositories   
 
Examples of some US e-book retailers: 
 
Amazon.com – http://www.amazon.com   
CyberRead – http://www.cyberread.com thousands of new titles and free classics 
Diesel eBooks – http://www.diesel-ebooks.com over 50,000 titles in 50 categories 
Digital Book Index – http://www.digitalbookindex.org an indexed e-book collection with 120,000 
titles (80,000 free) from 1800 publishers 
eBookExpress.com – http://www.ebookexpress.com thousands of best-selling e-books by 
award-winning authors 
eBooks.com – http://www.ebooks.com bestsellers, free e-books and virtual photocopying with 
over 52,000 titles 
eBookMall – http://www.ebookmall.com the world's largest selection of quality e-books with 
150,000 titles 
Elibron – http://www.elibron.com e-books (reprints and old/rare titles) and music scores 
Fictionwise – http://www.elibron.com e-books and audiobooks 
ipicturebooks,.com – http://www.ipicturebooks.com children's e-books 
OfficeMax – http://www.ebooks.officemax.com thousands of Adobe PDF titles 
Powells.com – http://www.powells.com/ebookstore/ebooks.html  
Trails – http://trails.com source for quality books and information on trails 
 
Educational 
 
Campus eBookstore – http://www.campusebookstore.com   
eFollet.com – http://www.ebooks.efollett.com  
Social Studies School Service – http://www.socialstudies.com  
Studytactics – http://www.college.studytactics.com 
 
Examples of some US universities and academic bodies offering e-books and Public 
Domain digital repositories: 
 
The University of California Digital Repository http://www.repositories.cdlib.org/ 
CalTech http://www.caltechbook.library.caltech.edu/view/ 
The National Academy http://www.nap.edu/about/availpdf.phtml 
Princeton http://www.pupress.princeton.edu/books/ 
Harvard http://www.ocp.hul.harvard.edu/ 
The University of Illinois http://www.press.uillinois.edu/epub/books.html 
 
One of the best-maintained indexes is John Ockerbloom's Online Books page, with well over 
20,000 individual items listed (http://www.onlinebooks.library.upenn.edu/).  It offers links to 
new books almost daily. 
 

http://www.amazon.com/exec/obidos/tg/browse/-/551440/ref=b_tn_bh_eb/002-1204779-5767200
http://www.amazon.com/
http://cyberread.com/
http://www.cyberread.com/
http://www.diesel-ebooks.com/
http://www.diesel-ebooks.com/
http://www.digitalbookindex.org/about.htm
http://www.digitalbookindex.org/
http://www.ebookexpress.com/B814E3B0-1046-47E2-BA18-1CAB7BDC3055/10/5/en/Default.htm
http://www.ebookexpress.com/
http://www.ebooks.com/
http://www.ebooks.com/
http://www.ebookmall.com/
http://www.elibron.com/
http://www.elibron.com/
http://www.fictionwise.com/
http://www.elibron.com/
http://www.ipicturebooks.com/
http://www.ipicturebooks.com/
http://www.ebooks.officemax.com/
http://www.ebooks.officemax.com/
http://www.powells.com/ebookstore/ebooks.html
http://www.powells.com/ebookstore/ebooks.html
http://trails.com/
http://www.campusebookstore.com/
http://www.ebooks.efollett.com/
http://www.socialstudies.com/
http://www.college.studytactics.com/
http://www.repositories.cdlib.org/
http://www.caltechbook.library.caltech.edu/view/
http://www.nap.edu/about/availpdf.phtml
http://www.pupress.princeton.edu/books/
http://www.ocp.hul.harvard.edu/
http://www.press.uillinois.edu/epub/books.html
http://www.onlinebooks.library.upenn.edu/
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An impressive repository is the University of Virginia Electronic Texts Center 
(http://www.etext.lib.virginia.edu/). 
 
A notable collection of reference works (including current ones) and fiction is Bartleby Great 
Books online (http://www.bartleby.com/). 
 
http://www.authorama.com/  
http://www.classic-literature.co.uk/ 
http://www.pdbooksonline.com  
 
  
Examples of some European e-book retailers 
 
France 
Numilog – http://www.numilog.com   e-books in French and English 
Germany 
Amazon.de – http://www.amazon.de  
Bol.de – http://www.bol.de  
Buch – http://www.buch.de  
Ciando – http://www.ciando.com Professional and academic literature in German business, 
law, IT, and more 
Digitale Kinderbibliothek – http://www.digatale-kinderbibliothek.de Children's e-books in 
German 
Italy  
EvolutionBook – http://www.evolution.com  
Libuk – http://www.libuk.com e-book network 
Spain 
Elaleph.com – http://www.elaleph.com  
Greece 
e-bookshop – http://www.e-bookshop.gr  
Switzerland 
Athena Books and Literature http://www.un2sg4.unige.ch/athena/html/authors.html  
 
Examples of some specialist UK booksellers 
 
http://www.mapsworldwide.com/ a site specializing in Maps 
http://www.storytimestars.co.uk/ a children’s books site  
http://www.politicos.co.uk/  political book site 
http://www.willowbooks.co.uk/default.html?id=26 a local Cornish community bookstore  
 
Sites specializing in construction and building: 
http://www.ribabookshops.com/site/home.asp  
http://www.constructionbooks.net/  
http://www.brebookshop.com/  
 
http://www.offstagebooks.com a theatre, stage and film specialist 
http://www.artwords.co.uk/acatalog/ art specialist bookseller 
http://www.computerbooks.co.uk/ computer books 
http://www.booklaw.co.uk/ a small store specializing in books on all forms of transport 
http://www.gmnabooks.co.uk a science fiction bookstore 
http://www.tabernaclebookshop.org  a Christian bookstore 
http://www.canalcargo.co.uk a canal enthusiasts store selling canal books 

http://www.etext.lib.virginia.edu/
http://www.bartleby.com/
http://www.authorama.com/
http://www.classic-literature.co.uk/
http://www.pdbooksonline.com/
http://www.numilog.com/accueil.asp
http://www.numilog.com/
http://amazon.de/
http://www.amazon.de/
http://www.bol.de/shop/bde_bue_hg_startseite/show/
http://www.bol.de/
http://www.buch.de/shop/bde_bue_hg_startseite/show/;jsessionid=fdc-7r81wlkw1y2.fdc52
http://www.buch.de/
http://www.ciando.com/
http://www.ciando.com/
http://www.digatale-kinderbibliothek.de/
http://www.evolutionbook.com/Mod_04.php
http://www.evolution.com/
http://www.libuk.com/
http://www.libuk.com/
http://www.elaleph.com/sel_pais.cfm?return_url=/default.cfm?
http://www.elaleph.com/
http://www.e-bookshop.gr/
http://www.un2sg4.unige.ch/athena/html/authors.html
http://www.mapsworldwide.com/
http://www.storytimestars.co.uk/
http://www.politicos.co.uk/
http://www.willowbooks.co.uk/default.html?id=26
http://www.ribabookshops.com/site/home.asp
http://www.constructionbooks.net/
http://www.brebookshop.com/
http://www.offstagebooks.com/
http://www.artwords.co.uk/acatalog/
http://www.computerbooks.co.uk/
http://www.booklaw.co.uk/
http://www.gmnabooks.co.uk/
http://www.tabernaclebookshop.org/
http://www.canalcargo.co.uk/
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http://www.countrybookshop.co.uk a “local Peak District” store that cleverly sells a broad range 
of products, news and local events  
 
Examples of some other UK bookstores and hosted service providers 
 
http://www.bookdepository.co.uk founded in 2004, this site offers books plus reader features 
(news, editor notes, author interviews etc.). Also offers access to 300,000 out-of-print books 
through print-on-demand and their own reprint program, which is publishing 50 titles a week. 
Their key people include: Mark Thwaite (ex Amazon.co.uk), Andrew Crawford (ex Bookpages 
and Amazon), Ian Ramsden Morris (ex Hammicks and Bookplace)  
http://www.play.com offers books plus a variety of media (DVD, games etc.) - all with free 
delivery 
http://www.seekbooks.co.uk hosting and template service provided by Gardners 
 
http://www.clarendonmedical.com/  
http://www.hughesbooks.com/  
http://shop.argosybooks.ie/  
http://www.bookland.co.uk/default_prd1.asp 
http://www.alsaqibookshop.com/   
 
 
http://www.bookpartnership.com 
The Book Partnership use Nielsen Book Data to enable booksellers to set up a website, which 
they can amend configure and link to the three wholesalers stock files, who can then deliver 
directly to consumers. The Book Partnership also have a stock management system. The 
shops (around 70) are linked via www.localbookshops.co.uk to offer a localised feel. For 
Example: 
 
Some shops in the South East: 

Bookworms Bookshop, Biggleswade, Bedfordshire  
Chapter One Booksellers Ltd., Chesham, Bucks.  
Tales on Moon Lane, London, S.E.24  
Wivenhoe Bookshop, Wivenhoe, Essex  
The Family Bookshop, Thatcham,Berkshire.  
David's Bookshop, Letchworth, Herts.  
G.A.Turner & Co.Ltd, Coulsdon, Surrey.  
Harpers Bookshop, Eastbourne, Sussex.  
Sandwich Bookshop,Sandwich, Kent.  
Harts Bookshop, Saffron Walden, Essex.  
Swan Books, Upminster, Essex.  
Alpha Music & DVD, Eastbourne, Sussex.  
The Beckenham Bookshop, Beckenham, Kent  
Dulwich Books, Dulwich, London SE21 8SW.  
Fordingbridge Bookshop, Fordingbridge, Hants.  
Bookseller Crow on the Hill, Crystal Palace, London  
Crockatt and Powell, London, SE1 7AE  
Brook Green Bookshop, London, W12 0HB 

 

http://www.countrybookshop.co.uk/
http://www.bookdepository.co.uk/
http://www.play.com/
http://www.seekbooks.co.uk/
http://www.clarendonmedical.com/
http://www.hughesbooks.com/
http://shop.argosybooks.ie/
http://www.bookland.co.uk/default_prd1.asp
http://www.alsaqibookshop.com/
http://www.bookpartnership.com/
http://www.localbookshops.co.uk/
http://www.bookwormsbooks.com/
http://www.chapter1books.co.uk/
http://www.talesonmoonlaneonline.co.uk/
http://www.wivenhoebooks.co.uk/
http://www.familybooksonline.co.uk/
http://www.davidsonlineshop.co.uk/
http://www.turnerbooks.co.uk/
http://www.harpersbookshop.co.uk/
http://www.sandwichbooks.co.uk/
http://www.hartsbooks.co.uk/
http://www.swanbooksonline.co.uk/
http://www.alphamusicdvd.co.uk/
http://www.bookshopbeckenham.co.uk/
http://www.dulwichbookshop.co.uk/
http://www.fordingbridgebooks.co.uk/
http://www.crowonthehill.co.uk/
http://www.crockattpowell.co.uk/
http://www.brookgreenbookshop.co.uk/
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Some shops in the Scotland: 
  Bruce Miller, Aberdeen 

Loch Croispol Bookshop 
Reading Lasses, 17 South Main Street, Wigtown 
The Watermill, Mill Street, Aberfeldy, Perthshire 

  
Some shops in the North East: 

Applebys, Morpeth 
Castle Hill Bookshop, Richmond 
E Hooper, Malton 
Fred Wade, Halifax 
Northallerton Bookshop 
Sokells, Driffield 
Guisborough Bookshop 
Well Read Bookshop, Newcastle 

  
Some shops in the North West:  

Bookends, Carlisle 
Curiosity Bookshop, Runcorn 
Hale Bookshop 
Kaydee Bookshop, Clitheroe 
Linghams, Merseyside 
Nantwich Booksop 
Pritchards, Fromby 
Simply Books, Bramhall 

 
Some shops in Wales:  
   Chepstow Bookshop 

Mold Bookshop 
 
Some shopsShops in the South West 

Brendon Books and Maps, 
Taunton, Somerset  
Wadebridge Bookshop,  
Wadebridge, Cornwall  
The Bookshop, Bridport, Dorset  
The Torbay Bookshop, Paignton, Devon  
The Cross Keys Bookshop, Salisbury, Wilts.  
Sparkle Direct, Helston, Cornwall  
Read and Rite Books, Portishead,Bristol  
Book Stop, Tavistock, Devon  
Nailsea Bookshop, Nailsea, Somerset  

 
Some shops in the East Midlands and East Anglia 

The Kingsthorpe Bookshop,Northampton  
Hunts Bookshop, Rugby  
Peak Bookshop, Chesterfield  
Scarthin Books, Cromford, Derbyshire  
Bakewell for Books,Bakewell, Derbyshire  
The Hadleigh Bookshop, 
Hadleigh,Suffolk  

http://localbookshops.tbpcontrol.co.uk/TBP.Web/PurchaseProduct/OrderProduct/CustomerSelectProduct/FindARetailer.aspx?d=localbookshops&s=C&r=10000020&region=Scotland&postcodeServed=
http://www.scottish-books.net/
http://www.scottish-books.net/
http://www.aberfeldywatermill.com/
http://applebysbookshop.tbpcontrol.co.uk/tbp.web/customeraccesscontrol/home.aspx?d=APPLEBYSBOOKSHOP&referrer=localbookshops
http://castlehillbookshop.tbpcontrol.co.uk/tbp.direct/customeraccesscontrol/home.aspx?d=castlehillbookshop&referrer=localbookshops
http://hoppersbooks.tbpcontrol.co.uk/tbp.web/customeraccesscontrol/home.aspx?d=HOPPERSBOOKS&referrer=localbookshops
http://fredwade.tbpcontrol.co.uk/tbp.direct/customeraccesscontrol/home.aspx?d=fredwade&referrer=localbookshops
http://northallertonbookshop.tbpcontrol.co.uk/tbp.direct/customeraccesscontrol/home.aspx?d=northallertonbookshop&referrer=localbookshops
http://sokellsbooks.tbpcontrol.co.uk/tbp.web/customeraccesscontrol/home.aspx?d=sokellsbooks&referrer=localbookshops
http://guisboroughbookshop.tbpcontrol.co.uk/tbp.web/customeraccesscontrol/home.aspx?d=GUISBOROUGHBOOKSHOP&referrer=localbookshops
http://wellreadbookshop.tbpcontrol.co.uk/tbp.direct/customeraccesscontrol/home.aspx?d=wellreadbookshop&referrer=localbookshops
http://carlislebookshop.tbpcontrol.co.uk/tbp.web/customeraccesscontrol/home.aspx?d=CARLISLEBOOKSHOP&referrer=localbookshops
http://curiositybookshop.tbpcontrol.co.uk/tbp.web/customeraccesscontrol/home.aspx?d=curiositybookshop&referrer=localbookshops
http://halebookshop.tbpcontrol.co.uk/tbp.web/customeraccesscontrol/home.aspx?d=halebookshop&referrer=localbookshops
http://kaydeebookshop.tbpcontrol.co.uk/tbp.commercial/customeraccesscontrol/home.aspx?d=kaydeebookshop&referrer=localbookshops
http://nantwichbooks.tbpcontrol.co.uk/TBP.Direct/CustomerAccessControl/Home.aspx?d=nantwichbooks&s=C&r=10000149
http://nantwichbooks.tbpcontrol.co.uk/tbp.direct/customeraccesscontrol/home.aspx?d=nantwichbooks&referrer=localbookshops
http://simplybooks.tbpcontrol.co.uk/tbp.direct/customeraccesscontrol/home.aspx?d=simplybooks&referrer=localbookshops
http://simplybooks.tbpcontrol.co.uk/tbp.direct/customeraccesscontrol/home.aspx?d=simplybooks&referrer=localbookshops
http://chepstowbookshop.tbpcontrol.co.uk/tbp.direct/customeraccesscontrol/home.aspx?d=chepstowbookshop&referrer=localbookshops
http://chepstowbookshop.tbpcontrol.co.uk/tbp.direct/customeraccesscontrol/home.aspx?d=chepstowbookshop&referrer=localbookshops
http://www.brendonbooksonline.co.uk/
http://www.brendonbooksonline.co.uk/
http://www.wadebridgebookshop.co.uk/
http://www.wadebridgebookshop.co.uk/
http://www.dorsetbooksonline.co.uk/
http://www.torbaybookshop.co.uk/
http://www.crosskeysbookshoponline.co.uk/
http://www.sparkledirect.com/
http://www.readandriteonline.co.uk/
http://www.bookstoptavistock.co.uk/
http://www.nailseabookshop.co.uk/
http://www.kingsthorpebookshop.co.uk/
http://www.huntsbookshop.co.uk/
http://www.peakbooks.co.uk/
http://www.scarthinbooksonline.co.uk/
http://www.bakewellbooks.co.uk/
http://www.hadleighbookshop.co.uk/
http://www.hadleighbookshop.co.uk/
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H & H.Spalding, 
Barton under Needwood, Staffs.  
Bookmark, Syston, Leicestershire  
Topping and Company (Booksellers), Ely, Cambs.  

 
 
Examples of some Japanese e-book retailers 
 
Amazon.co.jp – http://www.amazon.co.jp  
Papyless – http://papy.co.jp  
EnjoyeBbook – http://www.enjoyebook.com  
 
Examples of some mail order / bookclubs 
 
The BCA Book Club Family: 
 
http://www.worldbooks.co.uk With over 600,000 members, it is the largest book club in the UK 
http://www.booksforchildren.co.uk  
http://www.fsf.co.uk Science fiction and Fantasy 
http://www.historyguild.co.uk  
http://www.artsguild.co.uk 
http://www.railway.co.uk 
http://www.mango.co.uk the ultimate book club for girls on the go! 
http://www.militarybookclub.co.uk  
http://www.escapefiction.co.uk  
http://www.qpd.co.uk Quality paperbacks direct 
http://www.etsp.co.uk Science & history to biography & reference 
http://www.bookgiant.co.uk  
 
http://www.redhouse.co.uk Founded in 1979, Red House is a mail order bookclub specialising 
in children’s books for all ages, from babies to young adults. 
http://www.thebookpeople.co.uk The Book People work on a narrow but selected range and 
value pricing, they also run a very successful office/factory direct sales operation. 
 
http://www.bibliophilebooks.com UK largest independent discount mail order bookseller.  
 
http://www.daedalusbooks.com a US discount book and music mail order, store and wholesaler 
selling thousands of quality bargain books and overstock CDs. 
 
Examples of some e-book retailers 
 
http://www.fictionwise.com  Fictionwise launched on June 5th, 2000. Fictionwise.com also 
manages several other e-book websites, such as eBookwise.com, which supports the 
eBookwise -1150 reader and  http://www.Libwise.com , which is their library solution. 
 
http://www.ebooks.com   eBooks.com was founded in January 1997 and the site was launched 
in September 2000. It contains access to “52,000 popular, professional and academic e-books 
from the world's leading publishers.” 
 
http://www.ebookmall.com eBookMall is a both an e-publisher and Internet retailer of e-books. 
The eBookMall website was launched on July 4, 2000 and has grown from 2,000 e-books to 
over 150,000 e-books. They have a conversion program to a wide range of formats,  aimed at 
both authors and publishers. 

http://www.spaldingbooks.co.uk/
http://www.spaldingbooks.co.uk/
http://www.bookmarksyston.co.uk/
http://www.toppingbooksellers.co.uk/
http://www.amazon.co.jp/exec/obidos/tg/browse/-/638880/250-1583704-4315415
http://www.amazon.co.jp/
http://www.papy.co.jp/
http://papy.co.jp/
http://www.enjoyebook.com/
http://www.enjoyebook.com/
http://www.worldbooks.co.uk/
http://www.booksforchildren.co.uk/
http://www.fsf.co.uk/
http://www.historyguild.co.uk/
http://www.artsguild.co.uk/
http://www.railway.co.uk/
http://www.mango.co.uk/
http://www.militarybookclub.co.uk/
http://www.escapefiction.co.uk/
http://www.qpd.co.uk/
http://www.etsp.co.uk/
http://www.bookgiant.co.uk/
http://www.redhouse.co.uk/
http://www.thebookpeople.co.uk/
http://www.bibliophilebooks.com/
http://www.daedalusbooks.com/
http://www.fictionwise.com/
http://www.libwise.com/
http://www.ebooks.com/
http://www.ebookmall.com/
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http://www.efollett.com/CategoryDisplay/10001-10001-10051-1?demoKey=d&top=Y 
eFollett.com is not only an e-book store powered by OverDrive but also a physical book store 
selling text, general and medical books. It also sells clothing and computer products and is 
literally a one-stop US campus store. 

Other OverDrive powered e-bookstores: 

http://www.ebookexpress.com  

http://www.pdabookshop.com  

http://www.ebooks.officemax.com  

http://www.campusebookstore.com 

http://www.whsmith.co.uk/whs/Go.asp  

  
Examples of some Audio retailers 
 
Audioville - https://www.audioville.co.uk/index.php The pricing is still regarded by some as 
being high and although their club subscription model is attractive it may have limited appeal 
given the commitment required 
Audible  - http://www.audible.co.uk  in principle a very tidy site catering for comedy and BBC 
audio material but seems to be based on the traditional Book Club approach  
BMW audio http://www.bmw-audiobooks.com/ Well, it is an interesting concept and shows 
anybody can do it  
Audiobooks - http://www.audiobooksdownload.com/ an audible affiliate site 
Booksdownload - http://booksdownload.org an interesting P2P service where you pay a very 
small subscription service a month and have unlimited access to “legal files” (although it is 
impossible to judge content without joining so will probably have limited appeal)  
Audiohome.co.uk http://www.audiohome.co.uk  Listen2books – http://www.listen2books.co  two 
interesting and well laid out stores selling both physical and downloadable books. The 
downloads are as Audible affiliates. 
 
12.4 Examples of some Publisher e-book and online websites 
 
Examples of some US publisher websites selling e-books. 
 
Contentlink eBookstore – www.contentlinkinc.com e-books from Random House 
Dekker – http://www.ebooks.dekker.com/ Hundreds of titles available in engineering, medicine, 
and chemistry 
McGraw-Hill - http://www.books.mcgraw-hill.com/landingpage.php Professional reference 
information from computing to finance, electronics to engineering 
McGraw-Hill Primis- http://www.ebooks.primisonline.com/ebookstore/index.jsp Customisable 
texts for students and lecturers 
PerfectBound – http://www.us.perfectbound.com e-books from HarperCollins 
Rosetta Books – http://www.rossettabooks.com    A selection of classic novels and other books 
Simon & Schuster – http://www.simonsays.com e-books from Simon & Schuster 

 
Examples of the thousands and thousands of publishers who are now online with their 
content.  
 

http://www.efollett.com/CategoryDisplay/10001-10001-10051-1?demoKey=d&top=Y
http://www.ebookexpress.com/
http://www.pdabookshop.com/
http://www.ebooks.officemax.com/
http://www.campusebookstore.com/
http://www.whsmith.co.uk/whs/Go.asp
https://www.audioville.co.uk/index.php
http://www.audible.co.uk/
http://www.bmw-audiobooks.com/
http://www.audiobooksdownload.com/
http://booksdownload.org/
http://www.audiohome.co.uk/
http://www.listen2books.co/
http://www.contentlinkinc.com/A83C3855-857D-4CD8-9AF8-24E0332BA729/10/16/en/Default.htm
http://www.contentlinkinc.com/
http://ebooks.dekker.com/
http://www.ebooks.dekker.com/
http://www.books.mcgraw-hill.com/landingpage.php
http://www.ebooks.primisonline.com/eBookstore/index.jsp
http://us.perfectbound.com/9DEDE5FD-9179-4C4F-8EFB-EB188BB5ABD3/10/1/en/Default.htm
http://www.us.perfectbound.com/
http://www.rossettabooks.com/
http://www.simonsays.com/content/index.cfm
http://www.simonsays.com/
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http://www.aip.org  – American Institute of Physics - http://www.aip.org  
http://www.acs.org/portal/Chemistry - American Chemical Society 
http://www.emeraldinsight.com/Insight/  – Emerald Publishing (formerly MCB) 
http://www.gale.com – A division of Thomson 
http://www.wkap.nl/ - Kluwer Academic 
http://nature.com - Nature Publishing Group (NPG) is the scientific publishing arm of Macmillan 
Publishers 
http://www.oup.com/ - OUP academic books and journals 
http://www.t-telford.co.uk/ - Thomas Telford publishing specialists in civil engineering 
http://www.interscience.wiley.com/ - John Wiley’s science site originally produced by Zuno 
(now owned by Wiley) and with many novel features and personalisation options. It also 
actively promotes “Early View”  - Wiley's exclusive service presenting individual articles online 
as soon as they are ready, even before the release of the compiled print issue. Articles are 
complete, peer-reviewed, and citable.   
http://www.tso.co.uk – a very interesting site that clearly demonstrates TSO’s repositioning. It 
is interesting to see the range of services they offer and their acquisition of Abbey and re-
branding of it to TSO Active Text. They are now an information and service company who 
publish and retail. 
http://lww.co.uk    http://lww.com  same company Lippincott Williams and Wilkins - one UK and 
one US site basically selling the same stuff. An interesting insight into the same company, 
branding the same products, completely differently based on client’s location. 
 
There are a significant amount of professional online offers such as www.lexis-nexis.com 
www.westlaw.com www.butterworths.co.uk www.cch.com. And it is interesting to see how 
divisions of the same organisation or geographic offices of the same company either present a 
completely different look feel and navigation or, like Shepherds, just piggyback on their parent. 
 
Examples of some vanity publishers: 
 
www.lulu.com Founded at the end of 2002, as of March 2005 Lulu has over 22,000 books lining 
its virtual bookshelves. Independent authors and publishers publish more than 2,300 new titles 
every month, in addition to thousands of songs, images, calendars, and other projects. It has 
its own podcasts and blogs and even its own writing awards! 
 
www.blurb.com Founded in 2004 and funded by Canaan Partners and Anthem Venture Partners, 
Blurb aims at unlocking the book that's inside every person, every community, and every 
important moment of life. Through its award-winning Blurb BookSmart™ software it enables 
everyone to design and construct their own professional book.  

 
www.authorhouse.com   Since 1997, AuthorHouse has helped 25,000 authors achieve their 
book publishing goals with over 27,000 books in print. When the author's book is finished, it's 
available for order at more than 25,000 retail outlets worldwide, on the Internet at 
Amazon.com, BarnesandNoble.com, and through the AuthorHouse online publishing company 
book store. 

 

12.5  e-book readers 

http://www.learningcenter.sony.us/assets/itpd/reader/  The Sony e-book site 

http://www.irextechnologies.com/products/iliad Irex technologies site 

http://www.jinke.com.cn/compagesql/English/embedpro/prodetail.asp?id=20  The Hanlin version 2 

http://www.aip.org/
http://www.aip.org/
http://www.acs.org/portal/Chemistry
http://www.gale.com/
http://www.wkap.nl/
http://nature.com/
http://www.oup.com/
http://www.t-telford.co.uk/
http://www.interscience.wiley.com/
http://www.tso.co.uk/
http://lww.co.uk/
http://lww.com/
http://www.lexis-nexis.com/
http://www.westlaw.com/
http://www.butterworths.co.uk/
http://www.cch.com/
http://www.lulu.com/
http://www.blurb.com/
http://www.authorhouse.com/
http://www.learningcenter.sony.us/assets/itpd/reader/
http://www.irextechnologies.com/products/iliad
http://www.jinke.com.cn/compagesql/English/embedpro/prodetail.asp?id=20
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http://www.jinke.com.cn/compagesql/English/embedpro/prodetail.asp?id=15 The Hanlin version 8 

http://www.eink.com/ The eink corporation site 

Compare ebookreaders : 

http://www.openreader.org/format-table.html the OpenReader consortium’s comparison of format features 

http://wiki.mobileread.com/wiki/E-book_Reader_Matrix an up to date comparison chart of the major 
readers 

http://www.contentlinkinc.com/9A22FD4A-B833-43AB-BC7F-ECDE7B16420B/10/16/en/Help-Reader-
General.htm  comparison of Adobe, Mobi and MS Readers 

http://ncam.wgbh.org/ebooks/comparison.html National Center of Accessible Media charts include many 
obscure readers and formats 

 

12.6  Amazon Search Inside 
http://www.amazon.com/exec/obidos/tg/browse/-/10197021/103-5459831-4560627  
 
How It Works  
Search Inside!™ is a new feature offered by Amazon where you can search millions of pages 
to find exactly the book you want to buy. The previous Amazon search displayed books whose 
title, author, or publisher-provided keywords matched your search terms. But with Search 
Inside!, search results will include titles based on every word inside the book. Search Inside! 
results are displayed interspersed with the standard results. The Search Inside! feature can be 
used in multiple ways, described below.  
 
For example: 
 
1. Let's say that you're interested in finding books about the term "energy swap." Just like any 
other search, simply type "energy swap" in the Search box and click Go! You'll get a list of the 
books that contain that term in the author's name, the book's title, or in the book's text. Books 
participating in our Search Inside! program with "energy swap" in their text will show an 
excerpt with your search term highlighted. To see all references to "energy swap" within a 
particular book, click the "See more references to energy swap in this book" link. To see the 
page containing the excerpt, simply click the page number. 

 
 
 
 
 
 

 

 

 

 

 

http://www.jinke.com.cn/compagesql/English/embedpro/prodetail.asp?id=15
http://www.eink.com/
http://www.openreader.org/format-table.html
http://wiki.mobileread.com/wiki/E-book_Reader_Matrix
http://www.contentlinkinc.com/9A22FD4A-B833-43AB-BC7F-ECDE7B16420B/10/16/en/Help-Reader-General.htm
http://www.contentlinkinc.com/9A22FD4A-B833-43AB-BC7F-ECDE7B16420B/10/16/en/Help-Reader-General.htm
http://ncam.wgbh.org/ebooks/comparison.html
http://www.amazon.com/exec/obidos/tg/browse/-/10197021/103-5459831-4560627
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2. The "See more references" link will take you to an index page showing excerpts from pages 
where "energy swap" appears. This allows you to quickly jump to any page that has "energy 
swap" mentioned on it, by simply clicking on the page number. 
 

 
 
 

3. If you click on a particular Search Inside! book, then you can also use Search Inside! for that 
book in one of three ways from the detail page:  

a. Click on the cover of the book or the Search Inside! link. This brings up the Search 
Inside! Reader with the cover page of the book. Now you can search for any term inside 
this book by entering the text in the Search box. A list of pages containing the search term 
is displayed with the search term highlighted. To jump to any page, simply click the page 
number. 

b. Enter a search term and click Go! Again this brings up a list of pages containing the 
search term with the search term highlighted. To jump to any page, simply click the page 
number. 

c. Enter a search term directly in the Search Inside! box in the "Inside this Book" section 
(below the product details) and click Go! This brings up a list of pages containing the 
search term with the search term highlighted. To jump to any page, simply click the page 
number. 
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4. If you are a registered, recognised customer of Amazon who has made a purchase in the 
past, it will take you directly to the page you selected. If you are not a recognised customer of 
Amazon, you will be asked to sign in. Once you have done this, Amazon will take you directly 
to the page you selected. The page is displayed with "energy swap" highlighted, and you can 
browse forward and back two pages. In addition, you'll find a navigation bar above the page 
that allows you to search for other terms in the book and browse other pages. Of course, you 
can always purchase the book by adding it to your Shopping Cart or by using 1-Click ordering.  
 
 
Additional Features  
In addition to using Search Inside! to search for text inside a book, there are other Search 
Inside! features that can help you browse the contents of a book. These features include:  

First sentence: The first sentence of the book and a link to start reading the first page is 
displayed below the book's title and in the "Inside this book" section.  

SIPs: Statistically Improbable Phrases (SIPs) are distinctive phrases in the text of the book. 
They are displayed below the book's title and in the "Inside this book" section. Click on a 
SIP to view a list of books in which the phrase occurs. Browsers can also view a list of 
references to the phrase in each book.  

Sample pages: Links to different sections of the book, such as the Front and Back Cover, 
Index, Table of Contents, and an Excerpt, are displayed in the mouseover and the "Inside 
this book" section.  

Citations: If a book cites other books, or is cited by other books, the other books are listed, 
along with links to the page where the citation occurs.  

Books on Related Topics: Our Books on Related Topics algorithm determines that two 
books discuss similar topics when they share SIPs. The more SIPs the two books share, 
the more closely related they are.  

Text Stats: This is a collection of statistics on the text in a book, such as the number of 
words and paragraphs, and reading difficulty.  
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12.7 Car Manufacturers' Race to Accommodate iPods 

www.News.com : August 3, 2006,  

Apple Computer has partnered with Ford Motor, General Motors, and Mazda to help drivers integrate 
their iPods into their cars' audio systems.  

Owners of Ford, Mazda and GM cars who want to take their iPods on the road may no longer have to 
worry about purchasing quirky add-ons like the iTrip or chargers that plug into cigarette lighters. Apple 
announced in August 2006 that it has teamed up with the three car companies to incorporate "seamless 
integration" into new 2007 models that will let iPods be controlled within cars' audio systems and charged 
whenever the ignition is on. 

 

An internal study by Ford determined that the demand for incorporating digital audio players into 
consumer vehicles is rising fast: The auto manufacturer predicts that 2009 sales of digital-music players 
will more than double those in 2005. The market for such devices, despite competition, remains 
thoroughly dominated by Apple's iPod. 

The plans and infrastructure for iPod integration differ among the three manufacturers. Ford, for example, 
will be incorporating audio input jacks compatible with the iPod and other MP3 players into a majority of 
2007 Ford, Lincoln and Mercury models. For an additional price, beginning early next year, Ford dealers 
plan to begin selling a system called TripTunes Advanced that will enable an iPod to be stored and 
recharged in a vehicle's glove compartment while the driver or passenger directs its functions using 
controls on the radio or steering wheel. 

GM, on the other hand, has developed an iPod-specific device called the Personal Audio Link. This 
gadget, the size of a deck of cards, synchronizes the music player with the car's XM Satellite Radio band 
so that the XM interface can be used as controls--including displaying the song and artist information on 
the XM screen.  

http://www.news.com/
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Like Ford's TripTunes Advanced, GM's iPod integration system will be located in the glove compartment 
and will also be able to charge the iPod while the ignition is running. The Personal Audio Link will make 
its debut this October in the 2006 and 2007 Chevrolet HHR sport utility vehicles; the carmaker will then 
gradually introduce the hardware into all 56 of its new car and truck models sold in the United States--
mostly by the end of 2007. 

GM's device will be an opt-in feature, retailing for about $160 plus installation charges. According to a 
statement from GM, a subscription to XM Satellite Radio will not be required for the Personal Audio Link 
to work. 

Mazda, which will be introducing iPod integration into all of its vehicles worldwide, was not available for a 
comment on the specifics of the technology used. 

A number of other car Manufacturers, both domestic and foreign, have already accommodated some or 
all of their new models to allow for iPod integration--among them are DaimlerChrysler's Jeep, 
Volkswagen, BMW and its Mini, and Honda Motor. With the addition of Ford, Mazda and GM, Apple 
estimates that more than 70 percent of new cars sold in the United States by the end of 2007 will have 
some kind of iPod integration technology. 

12.8  The Digital Vendors and Influencers  

Online content aggregators and distributors 

Ingenta plc 

Ingenta is the leading provider of full text direct to the researcher and library desktop and offers libraries 
access to a wide collection of “must have” content. They currently host 5400 journals from over 200 
publishers.  

 http://www.ingenta.com 

Extenza 

Extenza is a new business division of the Royal Swets & Zeitlinger group, separate from the other 
divisions, such as Swets Blackwell and Swets & Zeitlinger Publishers. It offers a range of services 
designed to support publishers who currently outsource, or who are planning to outsource, functions such 
as order fulfilment, physical distribution, marketing and promotion, and electronic publishing. Its appeal is 
to the hundreds and thousands of small publishers who need to outsource their e-Publishing activities. 
The connection with Turpin Distribution (who will change their name to Extenza Distribution) provides 
Extenza with full back office capabilities. 

http://www.extenza.co.uk 

OVID Technologies Ltd 

OVID is a wholly owned subsidiary of Walters Kluwer and has been an aggregator for over ten years. It 
offers journals, books and a range of services particularly aimed at the medical market. In 2001, Kluwer 
acquired Ovid competitor Silver Platter; both exist today as separate businesses but an obvious 
opportunity for closer coupling exists. 

www.ovid.com   

www.silverplatter.com  

ProQuest Company 

http://www.ingenta.com/
http://www.extenza.co.uk/
http://www.ovid.com/
http://www.silverplatter.com/
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ProQuest has two divisions: a service one that was formally Bell & Howell Publishing Services and an 
Information and Learning (I&L) division (formally known as UMI). ProQuest® Online Information Service, 
from the I&L business unit, is the company's flagship service offering more than 100 products and 
services for research and learning at all levels of education worldwide. ProQuest delivers easy online 
access to thousands of titles, including more that 4,000 newspapers and periodicals and more than 1.3 
million dissertations. 

ProQuest Historical Newspapers™, Early English Books Online™, and Genealogy and Local History 
Online are all examples of products generated from the Digital Vault Initiative, ProQuest's massive effort 
to digitise North America's largest microform collection—more than 6 billion pages of information—into a 
vast, easy-to-access electronic database. Chadwick-Healey products offer a wide range of electronic 
publications from databases for research and searching in the humanities, such as Literature Online, to 
extensive reference resources like KnowEurope. 

www.proquest.co.uk 

Questia 

Questia is an online library that provides “24/7 access to the world's largest online collection of books and 
journal articles in the humanities and social sciences”. It is aimed at individual students who can 
subscribe for $20 a month or $100 a year and get what is in effect a workbench that allows: full text 
searches on the books and journal articles in the collection, full and unlimited access to every book, and 
integrated annotation and writing tools that enable students to quickly, quote and cite correctly, and 
create properly formatted footnotes and bibliographies automatically.  

www.questia.com 

Ebrary 

Ebrary is an online service to libraries to enable them to offer content from “over 100 world class 
publishers”. It was founded in 1999 and is privately funded by McGraw-Hill, Pearson and Random House 
Ventures (among others). Its library customers include: Stanford University Libraries and Academic 
Information Resources, Yale University Library, and Peninsula Library System, a consortium comprised of 
34 individual public and community college libraries. It has content partnerships with the Library of 
Congress, the University of California’s (Berkeley) Bancroft Library, the University of Utah’s J. Willard 
Marriott Library, Getty Images, Octavo and Maps.com. In addition, Blackwell’s have committed to license 
ebrary’s platform and will integrate it with its Collection Manager workflow system, an ordering and access 
service representing scholarly and academic titles. 

Ebrary holds over 70,000 works comprising of some 45,000 ebooks and 25,000 journals. 

www.ebrary.com 

 

NetLibrary 

Founded in August 1998, NetLibrary positions itself as “ the world's premier provider of electronic books 
(eBooks)” and is focused at academic, public, corporate and special libraries. Their key point of 
differentiation is their “book focused” vision, which could be viewed as restrictive in its message. Last year 
they like many downsized and were acquired by OCLC (Online Computer Library Center). Many are now 
waiting to see the direction in which OCLC will take this “for profit” division. 

NetLibrary serves over 450 publishers and 14,000 libraries and is adding over 18,000 titles each year to 
its collection 

www.netlibrary.com 

http://www.proquest.co.uk/
http://www.questia.com/
http://www.ebrary.com/
http://www.netlibrary.com/
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Fathom 

Fathom is “the premier destination for authenticated knowledge and online learning” and provides course 
packs, seminars, lectures, interviews, articles etc. from member institutions that include; The British 
Library, The British Museum, CUP, Natural History Museum, University of Columbia, University of 
Chicago, University of Michigan, Science Museum, New York Public Library, London School of 
Economics etc. The approach is that of a learning-focused service. Some of the material is free, other for 
sale and it is actively supported by a long list of academics (hundreds).    
 
www.fathom.com 

Ebooks Corporation 

An Australian corporation best known for its eBooks.com and servicing over 300 publishers and  45,000 
titles. It has launched EBL targeting institutional and corporate libraries and is working with distribution 
partners such as Dawson Books and Blackwell Book Services. 

www.ebooks.com 

OverDrive 

The relationship between OverDrive and VISTA goes back some 5 years and (at the time) OverDrive 
were not seen to be right as a VISTA partner. As others such as Versaware have fallen and disappeared, 
Steve Potash has been quietly growing OverDrive and establishing a healthy group of partners and 
alliances. The company is now a world leader in a variety of digital publishing and e-book technologies, 
provides Internet-based solutions for digital asset management and e-Commerce, and is heavily aligned 
with Microsoft Digital Asset Server (DRM) and Microsoft Reader services. 

OverDrive Inc. has opened a wholesale distribution service for digital audiobooks, expanding its Content 
Reserve digital media network to include a library of audiobook, training and educational titles available 
for resale by retailers from their websites. OverDrive ‘s Content Reserve involves distribution deals with 
U.S. and European publishers to provide secure fulfilment of their titles through affiliated retailers. This 
summer, WH Smith of the U.K. and Follett Higher Education Group, will add downloadable audiobooks to 
their stores. 

Publishing Partners include: HarperCollins Publishers; Random House; McGraw-Hill; Vivendi Universal 
Publishing (France); Kluwer Academic Publishers (US and the Netherlands); among others. 

Retail Partners include: leading retailers and corporations in the academic, higher education, digital 
media and consumer markets including W H Smith (UK), Follett Higher Education Group, 
Previewport.com, and the University of Phoenix.  

www.overdrive.com 

 

Portico  

Portico offers a service which provides a permanent archive of electronic scholarly journals and was 
created to respond to the need to preserve core electronic scholarly literature. An archive requirement, 
that exceeds that which can be supported by any individual library, or institutional budget. Initial support 
for Portico is provided by The Andrew W. Mellon Foundation, Ithaka, The Library of Congress, and 
JSTOR. 

Portico began as the Electronic-Archiving Initiative launched by JSTOR in 2002 with a grant from The 
Andrew W. Mellon Foundation to build upon The Foundation's seminal E-Journal Archiving Program. In 
2004, the Electronic-Archiving Initiative became a part of Ithaka Harbors, Inc., a non-profit organisation 

http://www.fathom.com/
http://www.ebooks.com/
http://www.overdrive.com/
http://www.portico.org/terms.html#journals
http://www.mellon.org/
http://www.ithaka.org/
http://www.digitalpreservation.gov/
http://www.jstor.org/
http://www.diglib.org/preserve/ejp.htm
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with a mission to accelerate the productive uses of information technologies for the benefit of higher 
education around the world. Building upon extensive input gathered from commercial and not-for-profit 
publishers and guidance offered from libraries at a range of small, medium and large academic libraries, 
an electronic archiving service, known as Portico, was developed. Portico was launched in 2005 with 
additional support from JSTOR, Ithaka, The Library of Congress, and The Andrew W. Mellon Foundation. 

www.portico.org 

JStor 

JStor is a non-profit organisation that is aiming to build a “reliable and comprehensive archive of 
important scholarly journal literature”. It is based on the centralised archive model and is highly respected 
within the academic institutions. 

www.jstor.com 

Adonis 

ADONIS was formed (originally as a publisher co-operative, but now a subsidiary of Elsevier Science) in 
the eighties to provide document delivery to libraries. Their Document Delivery Service (DDS) allows for 
quality, on-site reproduction of scientific articles from more than 800 biomedical, pharmaceutical or 
chemical journals and their Electronic Journal Subscription service (EJS) gives customers access to 
electronic journal needs: “Subscriptions to those journals that are essential for their researchers' activities 
through our Electronic Journal Subscription service (EJS) and access to our entire journal collection (850 
journals) on a pay-per-article basis through our Document Delivery Service (DDS).” 

www.adonis.nl 

RM 

RM has been the success story in the UK IT for education field. They started as a network and equipment 
supplier to schools and have subsequently grown to being one of the most powerful players in the market, 
not only benefiting from the huge capital investment being made to wire up the schools under the NGFL 
(national grid for learning) but also now in providing an access portal and content aggregation. They 
recently acquired Helicon, the WHS reference publisher with rights to the Hutchinson reference products. 
They are getting multimillion pound contracts in the NGFL and, in doing so, are the partner of choice for 
many of the major content providers. Their product range includes teacher learning packs and covers 
Primary, Secondary, Distance and Higher education segments. 

http://www.rm.com 

Xrefer 

Xrefer was founded in the UK in ’99 by ex OUP e-Publishing Director Adam Hodgkin and Daryl Rayner, 
ex Marketing Director at Nature. They have Richard Charkin (CeO of Macmillan Publishers) as a non-
executive director. Xrefer is a growing online reference library that includes encyclopaedias, dictionaries, 
thesauri and books of quotations, not to mention a range of subject-specific titles covering everything 
from art to accountancy and literature to law. They have a very impressive list of publisher contributors 
that includes: A& C Black, Blackwell Publishing, Bloomsbury, HarperCollins, Helicon, CUP, OUP, 
Penguin, Thames & Hudson, TSO, Routledge, Butterworth / Heinemann, Chambers, Macmillan, 
Houghton Mifflin, Debrett’s, Library of Congress etc. They have just set up a US subsidiary in Boston.  
They say of themselves: 
 
”Xrefer brings an extra dimension to reference books. Our unique technology generates a network of 
cross-references that provide an easy-to-follow trail to related information contained anywhere within the 
library. Whereas normal reference books have cross-references that are restricted to that book, xrefer 
links cross-references in different books as sell syndicated materials.”  

http://www.portico.org/
http://www.jstor.com/
http://www.adonis.nl/journals/journals.htm
http://www.adonis.nl/
http://www.rm.com/
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www.xrefer.com 

Lightning Source 

Founded by Ingram as a wholesaler of (POD) Print-on-demand facilities, it is also capable of e-book 
distribution and has recently signed a joint marketing agreement with Palm to download Palm compatible 
e-books. It takes the content from publishers and if not digitised, digitises it and make it available for 
purchase through intermediaries. The majority of the hardware it uses is IBM based and the commercial 
systems software in-house. It has established itself as the leading US POD provider being the POD 
source for Amazon and Ingram. It established its UK plant last year and has an exclusive wholesale 
arrangement with Bertram’s. Its CEO Ed Marino has recently left. 

www.lightningsource.com 

University of Virginia Electronic text center 

Founded in 1992 this site now holds 1,800 publicly available e-books: some 70,000 texts, 350,000 related 
images and downloads to MS reader and Palm readers online free. Between August 2000 and May 2002 
6.4 million e-books were downloaded and on average they have 30,000 evisitors compared with 6,000 
physical ones. They now download to 190 countries. This example of a library is exceptional but clearly 
demonstrates the potential. 

http://etext.lib.virginia.edu  

 
  
 

http://www.xrefer.com/
http://www.lightningsource.com/
http://etext.lib.virginia.edu/
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13  Notes and References   

 

                                                 
1 Source: A survey conducted by uSwitch.com which estimates that 10m UK broadband users spend an 
average of 23.5 hours online a week. According to the survey, 87% of UK broadband users do shopping 
via the web, 78% do their banking online and 12.5% make online telephone calls. The article claims that 
about 70,000 households sign up for broadband every week in the UK. However, according to the article, 
a recent survey by UK media and communications regulator Ofcom claimed that broadband users spent 
just 12 hours online each week. 
  
http://news.bbc.co.uk/1/hi/technology/5252874.stm 
 
Internet World Stats website: http://www.Internetworldstats.com/stats9.htm  
 
2 Source: PWC Global Entertainment Media: 
http://www.pwcglobal.com/extweb/ncpressrelease.nsf/DocID/283F75E5D932C00385257194004DDD0A 
3 Source: TNS Nielsen BookScan via Competition Commission: 
http://www.booksellers.org.uk/industry/display_report.asp?id=215 
 
4 AAP Andersen Consulting ebook study: the Future of ebook publishing. 
5 ‘Curling up with a good book’ - Business Week Online, December 2005  
6 A joint venture between electronics producer Matsushita Electronic Industrial, publishing company 
Kadokawa Holdings and Japan's third-largest television station, Tokyo Broadcasting System will debut on 
2nd October. The new company, which will be known as Words Gear, will sell electronic book readers 
and provide e-books of novels and comics online. 
The new e-book reader is smaller than a paperback book and will boast a 5.6-inch liquid crystal display. 
Developed by Matsushita, the company behind Panasonic, it will be available as early as November in 
Japan Bookseller 28th September, 2006 
 
7 “Apple eyes books on iPod”, Bookseller 28th July, 2006 
8 Digital downloads 
9 www.blackboard.com Founded in 1997 with a vision to enable educational innovations everywhere by 
connecting people and technology, Blackboard is a leading provider of e-Education enterprise software 
applications and services.  Consisting of five software applications bundled in two suites, the Blackboard 
Academic Suite and the Blackboard Commerce Suite, these products are licensed on a renewable basis.  
 
Global clients include primary and secondary schools, higher education, corporation and government 
markets as well as textbook publishers and student-focused merchants.  Blackboard and its clients have 
pioneered the emergence of the e-Education industry around the world.   
Blackboard's online learning application, the Blackboard Learning System, is the most widely-adopted 
course management system among U.S. postsecondary institutions. 
 
10 Netlibrary  
Founded in August 1998, NetLibrary positions itself as “ the world's premier provider of electronic books 
(eBooks)” and is focused at academic, public, corporate and special libraries. Their key point of 
differentiation is their “book focused” vision, which could be viewed as restrictive in its message. Last year 
they like many downsized and were acquired by OCLC (Online Computer Library Center). Many are now 
waiting to see the direction in which OCLC will take this “for profit” division. 
www.netlibrary.com 
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11 Ebrary  
Ebrary is an online service to libraries to enable them to offer content from “over 100 world class 
publishers”. It was founded in 1999 and is privately funded by McGraw-Hill, Pearson and Random House 
Ventures (among others). Its library customers include: Stanford University Libraries and Academic 
Information Resources, Yale University Library, and Peninsula Library System, a consortium comprised of 
34 individual public and community college libraries. It has content partnerships with the Library of 
Congress, the University of California’s (Berkeley) Bancroft Library, the University of Utah’s J. Willard 
Marriott Library, Getty Images, Octavo and Maps.com. In addition, Blackwell’s have committed to license 
ebrary’s platform and will integrate it with its Collection Manager workflow system, an ordering and access 
service representing scholarly and academic titles. 
 
They offer a growing selection of eBooks under both subscription and perpetual access models to 
libraries. The ebrary Dynamic Content Platform (DCP)™.  This hosted content delivery service transforms 
eBooks or any PDF content into dynamic databases where every document is an individual portal to 
addition online information. The DCP features the ebrary Reader™ software, which delivers documents 
page-by-page online 
www.ebrary.com 
 
12 Questia  
Questia is an online library that provides “24/7 access to the world's largest online collection of books and 
journal articles in the humanities and social sciences”. It is aimed at individual students who can 
subscribe for $20 a month or $100 a year and get what is in effect a workbench that allows: full text 
searches on the books and journal articles in the collection, full and unlimited access to every book, and 
integrated annotation and writing tools that enable students to quickly, quote and cite correctly, and 
create properly formatted footnotes and bibliographies automatically.  
www.questia.com 

 
13 Google maps are free to all and combines traditional maps, with satellite technology and relationtional 
links. Google are in continual discussion with major content owners to extend the services. 
14 www.osselect.co.uk/osSelect/   OS Select enables detailed map purchases from Ordnance Survey of 
UK  
15 TripAdvisor.com™ is the largest travel community in the world, with more than 5 million unbiased 
reviews and opinions, covering 220,000+ hotels and attractions. TripAdvisor™ is one of the most visited 
travel web domains worldwide, featuring real advice from real travelers and easy access to major online 
travel sites, including Expedia.com®, Orbitz, Hotels.com® and American Airlines, for great deals. 
TripAdvisor™, which operates sites in the U.S. (http://www.tripadvisor.com) and in the U.K. 
(http://www.tripadvisor.co.uk) provides travel suppliers a graphical advertising and cost-per-click 
marketing platform. Winner of dozens of awards, including PC Magazine's Top 100 Web Sites and 
Forbes Best of the Web, TripAdvisor™ is an operating company of Expedia, Inc. (Nasdaq: EXPE). 
 
16 Travel publisher Lonely Planet has signed a licensing deal with Sony to launch a new series of 
“Passport to...” guides on the Sony PSP (Play Station Portable). The new series will include interactive 
maps, itineraries and audio phrasebooks, as well as bespoke photo and video footage. The guides will 
launch with six titles to Amsterdam, Barcelona, Paris, Prague and Rome and will be backed by a multi-
million pound marketing campaign from Sony.  
 
Each guide packs 250 Lonely Planet reviews of the hottest bars, clubs, hotels, shops, services and 
attractions as well as interactive transport, road and location maps. The PSP’s multimedia capabilities are 
used to provide photography and video footage; three off-the-beaten-track audio tours to key areas of 
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each city; itineraries covering interests from arts tours to gastronomic experiences and an essential 
language phrase guide with audio playback. 
 
Once registered, users can log onto www.passport.com to download updates and fresh content ensuring 
each guide is always up to date. 
 
17 The Open Content Alliance (OCA) represents the collaborative efforts of a group of cultural, 
technology, non-profit, and governmental organisations from around the world that will help build a 
permanent archive of multilingual digitized text and multimedia content. Content in the OCA archive will 
be accessible soon through this website and through the likes of Yahoo and MSN. 
The OCA will encourage the greatest possible degree of access to and reuse of collections in the archive, 
while respecting the content owners and contributors. Contributors to the OCA include:  

 
Adobe Systems Incorporated 
Biodiversity Heritage Library, a cooperative project of: 
American Museum of Natural History 
Harvard University Botany Libraries 
Harvard University, Ernst Mayr Library of the Museum of Comparative Zoology 
Missouri Botanical Garden 
Natural History Museum, London 
The New York Botanical Garden 
Royal Botanic Gardens, Kew 
Smithsonian Institution Libraries 
Boston Public Library 
Columbia University 
Emory University 
European Archive 
Johns Hopkins University Libraries 
McMaster University 
Memorial University of Newfoundland 
Missouri Botanical Garden 
MSN 
National Archives (United Kingdom) 
National Library of Australia 
O'Reilly Media 
Prelinger Archives 
Research Libraries Group (RLG) 
Rice University 
Simon Fraser University 
Smithsonian Institution Libraries 
University of British Columbia 
University of California 
University of North Carolina, Chapel Hill 
University of North Carolina, Chapel Hill, School of Information and Library Science 
University of Ottawa 
University of Pittsburgh 
University of Texas 
University of Toronto 
University of Virginia 
Washington University 
William and Flora Hewlett Foundation 
Xerox Corporation 
Yahoo! 
York University 
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18 PricewaterhouseCoopers’s Global Entertainment and Media Outlook: 2005-2009 -  www.pwc.com   
 
19 Source: PDF Zone quoting Adobe last year: http://www.pdfzone.com/article2/0,1759,1815262,00.asp 
 
20 Audible Extends Availability of Exclusive Audio Content on iTunes Music Store, July 31, 2006 
Audible first began distributing digital audio content on iTunes in October of 2003, when Audible became 
the exclusive source of spoken word content for the iTunes Music Store. In 2004, Audible began to 
exclusively supply spoken word titles and programs to the iTunes Music Stores in the UK, France, 
Germany, and later across Europe. Audible audio titles are now available through 21 iTunes Music Stores 
around the world. The contract has now been extended to 2010. 
 
21 "Amazon Building Its Own Audio Book Download Store" Wall Street Journal, June 2005 
22 Project Gutenberg started in the early 70s by Michael Hart at the University of Illinois. Today it provides 
daily figures that boast some impressive statistics with nearly 2 million ebooks being downloaded for free 
in the last 30 days and 400,000 in the last 7 days (26/07/06) http://www.gutenberg.org/about/history  
23 http://www.publishers.org  
24 European Digital Library.  The European Commission is also developing plans to scan in European 
books, printed documents, photos, manuscripts and sheet music in order to make them available on-line.   
Under the Lund Action Plan, adopted in April 2001, the idea was first mooted of trying to digitise the 
content of existing libraries.  In the current i2010 programme, 36 million euros have been put aside for 
research into digitisation.  Yet more money is likely to be forthcoming under the DG Infosociety's e-
content plus programme.   
 
25 Borsenverein – The German Trade organisation representing publishers, booksellers and distributors 
 
26 www.elib.se a Swedish initiative where publishers provide e-books under contractual terms.  The 
company is owned by two Swedish publishers and an Internet bookshop.  The e-books - and more 
recently audio books - are distributed to Internet booksellers and to public library websites.   
 
27 www.ssreader.com Superstar a Beijing company 
28 The most spectacular success story so far is reported to belong to an author called Yoshi. He kicked off 
a guerilla-style marketing campaign for his mobile novel Deep Love by passing out flyers to thousands of 
schoolgirls in downtown Tokyo. The novel was written in simple Japanese and was downloaded in 1,600-
word installments. Within three years, the site had received a total of 20 million hits and his story - whose 
development was aided by feedback from fans - is now being made into a film. 
 
 
29 www.myspace.com The blog and my publishing phenomenon spawning new music stars such as the 
Arctic Monkeys, Lily Allen 
30 Mike Shatzkin , Idea Logic Company www.idealogic.com  
31 www.oebf.org  
32 The view of Chris Armstrong, reported in Publishers Association Academic & Professional newsletter – 
www.publishers.org.uk 
 
33 www.euain.org  
34 [In the 2003 Environmental Scan done by OCLC, the “information consumers” of the future (the future 
is now) 
35 Outsell inc 
36 DOI Digital Object Identifier  
 
A DOI contains two parts. The first part, known as the 'Publisher ID', indicates the numbering agency and 
publisher and is assigned by the DOI Agency. The second part, known as the 'Item ID', is assigned by the 
publisher and can be made up of any alpha- numeric sequence of characters. The use of an existing 
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standard scheme in the Item ID, a SICI or PII for example, is encouraged, though some publishers may 
choose to use a proprietary scheme. A DOI can be assigned to any digital object at a level of granularity 
that is appropriate to the publisher. Typically this might mean that a separate DOI is assigned to each 
component (text, image, sound, video) of a multimedia document.  
The DOI system has two parts - the 'DOI agency' and the 'DOI computers'. The DOI agency assigns 
Publisher IDs, issues guidelines for DOI usage and works with the relevant standards, bodies to maintain 
the integrity of the system as a whole. The DOI computers form a distributed system that resolve any DOI 
to its associated URL. The system is based on the CNRI handle system. Any user who knows the DOI of 
a digital object can query the DOI Directory directly by typing it into a Web based search form. Typically 
however, DOIs are likely to be embedded in Web pages, hidden behind clickable buttons. Queries to the 
DOI Directory are resolved and the client passed direct to the publisher's system.  
 
37 Lightning Source, a subsidiary of Ingram with facilities in the US and UK:  
Approach: publishers supply the digital files for print-on-demand or ebook products or, if a digital file is not 
available, one copy of each book is broken up and scanned for print-on-demand. All ebook titles must be 
submitted digitally. Publishers retain the rights to these titles and Lightning Source handles everything 
else in the process. Lightning electronically stores the books. Publishers determine whether these books 
will be available in hardcover, trade paperback and/or eBook. When publishers need a particular book, all 
they need to do is to send an order to Lightning Source via the web. Lightning Source will deliver the book 
and the quantity when the publisher needs it. The average turnaround time for publisher ordered print-on-
demand titles in paperback is 5 days and in hardback 12 days. Lightning Source’s digital library currently 
holds more than 100,000 orderable titles and is growing by an average of 400 titles per week. They have 
recently (26th May) the introduction of full colour pages in books from August 2006 in US. 
 
38 The Time April 2006 http://www.timesonline.co.uk/article/0,,2-2124030.html  
The New York Times February 2006 
http://www.nytimes.com/2006/02/11/technology/11toys.html?ex=1297312000&en=a7e7f19e3341de74&ei
=5090&partner=rssuserland&emc=rss  
39 Audible Hears Sounds of Growth – www.bookstandard.com July 28, 2006 
 
Audible, the online audio book and spoken-word entertainment retailer, saw a 25 percent increase in 
year-over-year revenue for the second quarter, ending June 30. The company, which gained more than 
65,000 new members for its AudibleListener program, reported consolidated net revenue of $19.1 million, 
up from $15.3 million for the second quarter 2005, but down 3 percent from the $19.7 million from the first 
quarter.  
 
“Q2 provided an important quarter for Audible as we made substantial progress toward building an 
evermore data-driven organization that is committed to profitable growth, cost management, and high-
quality operations and service levels,” said Donald Katz, chairman and CEO of Audible, during a 
teleconference yesterday. “This was a quarter in which we began to see the benefit of constructing 
important foundation blocks that will support our journey to very strong growth, profitability and 
competitive advantage well into the future.” 
 
40 AUDIBLE INC  31-Jul-2006  
 
Entry into a Material Definitive Agreement, Financial Statements and Exhibits  
 
ITEM 1.01. ENTRY INTO A MATERIAL DEFINITIVE AGREEMENT.  
On July 31, 2006, Audible, Inc. ("Audible" or the "Company") and Apple Computer, Inc. ("Apple") 
announced that they entered into a Global Master Agreement (the "Agreement"). Pursuant to the 
Agreement, and subject to the terms and conditions set forth therein, Audible will continue to be the 
exclusive source for audiobooks and other book-related spoken-word material to Apple's iTunes Music 
Stores worldwide and will continue to provide the iTunes Music Store with comedy, lectures, speeches, 
periodicals, educational programs, Audible originals, spiritual programming, paid podcasts and other 
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spoken-word programs. All Audible content will continue to receive branding within the audio stream and 
in the iTunes Music Store.  
All Apple iPods and iTunes applications will continue to be AudibleReady® and will work with the Audible 
service.  
Under the terms of the agreement, Apple and Audible intend to pursue co-marketing and promotion 
programs.  
The Agreement contains provisions pursuant to which Apple and Audible will share revenues generated 
by the arrangement.  
The term of the Agreement runs until September 30, 2010.  
 
41 WMA Windows Media Audio 
It's also known as WMA Standard. Microsoft created it to compete against MP3, that was quickly 
becoming the de-facto standard format for compression. Windows Media Audio Professional (WMA Pro) 
was recently released to address limitations in WMA Standard. It supports multichannel encoding and 
high resolutions (24bit, high sampling rates)  
Since it's backwards incompatible with WMA Std, Microsoft took the opportunity to make a high quality 
encoder out of it.  
 
42 Daisy format concept does not use the recorded files in a continuous playing order. Instead the 
producer can control how the sections are played under control of the software. 
 
43 OverDrive. Steve Potash has been quietly growing OverDrive and establishing a healthy group of 
partners and alliances. The company is now a world leader in a variety of digital publishing and eBook 
technologies, provides Internet-based solutions for digital asset management and e-Commerce, and is 
heavily aligned with Microsoft Digital Asset Server (DRM) and Microsoft Reader services. 
 
OverDrive Inc. has opened a wholesale distribution service for digital audiobooks, expanding its Content 
Reserve digital media network to include a library of audiobook, training and educational titles available 
for resale by retailers from their websites. OverDrive ‘s Content Reserve involves distribution deals with 
U.S. and European publishers to provide secure fulfillment of their titles through affiliated retailers. This 
summer, WH Smith of the U.K. and Follett Higher Education Group, will add downloadable audiobooks to 
their stores. 
  
Publishing Partners include: HarperCollins Publishers; Random House; McGraw-Hill; Vivendi Universal 
Publishing (France); Kluwer Academic Publishers (US and the Netherlands) - among others. 
 
Retail Partners include: leading retailers and corporations in the academic, higher education, digital 
media and consumer markets including W H Smith (UK), Follett Higher Education Group, 
Previewport.com, and the University of Phoenix.  
www.overdrive.com   
 
44 Digital Publishing Solutions now part of Value Chain International. Clients include Taylor and Francis, 
Pearson, CUP. 
45 http://www.blackwellpublishing.com/faculty/default.asp  
 
46 http://www.palgrave.com/lecturers/index.asp  
 
47 http://www.oup.com/uk/orc/  
 
48 http://www.mcgraw-hill.co.uk/he/index.html  
 
49 http://www.studentconsult.com/about/othersites.cfm  
 
50 http://hed.thomsonlearning.co.uk/instructors/elearning.aspx  
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51 http://group.informa.com/corporate/external/goto.htm?url=http://www.ebookstore.tandf.co.uk/  
 
52 MPS is a subsidiary of Macmillan / Holtzbrinck and provide digital services to publishers including their 
Bookstore web site ebook outlet. 
53 Book in Hand - is a process widely used by wholesalers and many retailers, whereby on receipt of the 
book its bibliographic details are checked and additional ones that are not available captured.  
54 Twigging – the splitting off of a new sub-segment from a branch to create a new specialist segment. 
For example, History is twigged and becomes Modern History, Military History and Ancient History etc.   
55 Outlets are proliferating and not just through traditional retail sites e.g.: Advertisement for BMW audio 
books in the Sunday Times 21st May 2006. The four titles are made available as free downloads from 
bmw-audiobooks.com in conjunction with Random House: 
 “BMW, in conjunction with Random House, brings you BMW Audio Books, a unique series of specially- 
commissioned short stories showcasing the work of some of the finest contemporary writing talent. Each 
gripping audio book is yours to download for free. Listen to them on your MP3 player, your laptop or 
ideally, in the car. So sit back, hit play and enjoy the ride”. 
 
56 ‘Caution over ‘Search Inside’ : publishers watch Penguin moves – Publishing News Direct 5th October 
2006 
57 HarperCollins Steps Up Its Presence on the Internet By M Rich New York Times 3rd August 2006 
 
58 www.bebo.com  Bebo is the next generation social networking site where members can stay in touch 
with their friends, share photos, discover new interests and just hang out. Bebo, Inc. is based in San 
Francisco, California. 
 

59 ‘China says number of blogs tops 34 million’ Associated Press 26.09.2006 
 
60 ‘Publishers hitch up for podcast gold rush’ -  Information World Review, 19th September, 2006 
61 Podcasting sampled by almost two million people by Daniel Farey-Jones,  Brand Republic (3 Aug 2006) 
 
62 Reading Group for Penguin Classics Launches on Amazon.com - The Book Standard, September 25, 
2006 
 
63 Mark Bide a director of Rightscom who developed publishing value chain models under the Vista 
Computer Services “Publishing in the 21st Century” research and conference serices where he was Joint 
Editor in Chief and a primary author. 
 
64 www.neilgaiman.com Neil Gaiman 
65 www.jasperfforde.com  Jasper Fford  
66 Booksurge, now fully owned by Amazon (April 2005). The company headquarters are in Charleston, 
South Carolina and was founded in 2000. BookSurge serves thousands of authors, publishers, retailers, 
distributors and wholesalers by helping to realise potential revenue on out-of-print titles by printing books 
and fulfilling book orders more affordably. BookSurge sells books worldwide profitably through a robust 
Global Publishing System (GPS) software platform and a network of affiliates with fulfillment facilities 
worldwide. 
67 Crossref initially formed by academic and professional publishers to address the issue of referential 
citation linking. It now serves over 1,500 publishers and societies and provides millions of links using 
DOIs. 
http:wwwcrossref.org   
68‘Middle-aged rockers and schools boost guitar sales’ Daily Telegraph 24th August 2006 
69 ‘Website for aspiring guitarists fights to keep music playing’ Daily Telegrapgh 30th August 2006 
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70 www.bignoisemusic.com  
71  ‘SpiralFrog and Universal Music Group Partner in Advertising-Supported Legal Music Download 
Service’ Associated Press 29th August, 2006 
 
72 Universal agrees €1.63bn deal for BMG, FT 6th Sept 2006 http://www.ft.com/cms/s/0cbe5440-3d45-
11db-9b3d-0000779e2340.html  
 
73 EMI Publishing in dowloads deal, BBC 6th September,2006 
http://news.bbc.co.uk/1/hi/business/5318938.stm  
74 International Federation of the Phonographic Industry (IFPI) Digital Music Report January 2006 
75 Nielson SoundScan 
76 “Digital downloads to hit 50m mark” Scotsman July 2006 
77 Microsoft (US) - the BBC reports that Microsoft has unveiled pricing details about its Zune portable 
music player. According to the article, Microsoft’s Zune will cost $249.99 (£134) when it launches in the 
US on 14 November 2006. The article reports that Microsoft’s planned online music download service will 
sell songs for 99 cents each and also will be available on a subscription basis for $14.99 per month. 
According to the article, wireless technology enabling users to share music for a limited number of days 
will be Zune’s unique selling point, as it is unlikely that the price alone will drive people to Zune.  
 
BBC News 26/09/2006 
 
78 Digital Music News July,2006 
79 “Digital Asia” Billboard, May, 2006 
80 Sony Ericsson Launches New Music Download Service: The first to offer the M-BUZZ service will be 
the W850 and W950 Walkman phones announced earlier this year and scheduled to ship outside the 
United States later this year. Reuters  
InformationWeek Sep 19, 2006 04:30 PM 
81 www.neopets.com Neopets® was launched on November 1999 and now a community of over 70 
million virtual pet owners across the world! Neopets has many things to offer including over 160 games, 
trading, auctions, greetings, messaging, and of course, pirate eating contests. 
82 www.Ifilm.com IFILM is a leading online video network, serving user-uploaded and professional content 
to over ten million viewers monthly. IFILM's extensive library includes movie clips, music videos, short 
films, TV clips, video game trailers, action sports and its popular 'viral videos' collection. IFILM is one of 
the leading streaming media networks on the Internet. In 2005, IFILM was acquired by Viacom 
International, Inc., and is now part of the MTV Networks family of brands. which reaches over 1 billion 
people worldwide.  
 
83 www.gametrailers.com The site, which re-launched in December of 2004, serves millions of trailers a 
month. New features include user registration, game tracking, platform sorting, expanded forums, fan 
movies, user ratings and the Gametrailer Top20 that ranks the most popular game trailers according to 
user feedback and number of views. 
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