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Abstract 
The purpose of this thesis is to contribute to the knowledge about why customers select e-
books, paper books or audiobooks, and what differences exist for different customer 
groups.  

Considering that publishing is a really old business, well established hundreds of years 
before the internet, it is not surprising that disruptive new concepts as e-books, audiobooks 
and the internet require the companies to change their way of doing and looking upon 
business. Organisations need to alter their dominant logic in an appropriate way in order to 
be able to compete with newcomers that are not attached to an “old” dominant logic. 
 
Even though Swedish people are tech-savvy, the e-book market account for a very small 
proportion compared to the total book market. One important reason for the low 
proportion of e-books and digital audiobooks is that it is a relatively new market. It takes 
time for a new market to expand. Another reason is that many companies believe that 
profitability is too low. The fact that e-books and audiobooks have to pay 25 percent in VAT 
while the VAT on paper books is 6 percent doesn’t help. 
 
The impact of eBooks and audiobooks on the book market is related to the ease or difficulty 
of potential readers to utilise the available technical aids. This question has been analysed in 
the context of three partially overlapping theories about the individual's adoption of new 
technology. They are Technology Acceptance Model (TAM), the United Theory of 
Acceptance and Use of Technology (UTAUT) and Intrinsic and Extrinsic Motivation Theory. 
Furthermore, some theories for understanding of individuals' adoption of technical 
innovations in the book market are used. These are the Adoption-Diffusion Theory and the 
Innovation-Decision process. 
 
In order to gain increased knowledge about determining factors for readers' choice of eBook 
and paper book, a survey was conducted. Aspects such as demographics, reading habits, 
willingness to use eBook related services and interest in self-publishing a book were 
analysed. In our survey, we limit ourselves to an analysis of various individual factors that 
influence the individual's choice between e-books/audio books and paper books. The survey 
provides a lot of interesting findings. "Early adopters" in our survey are those who prefer the 
electronic option, but at the same time read many paper books. It is in this group we find 
the most frequent readers, not among the traditional paper book readers. Moreover, a low 
price of e-books relative to paper books makes it easier for readers to adopt e-books. We 
also found that the group of books who prefer paper books are de facto interested in e-
books, but only if they are free or by subscribing to them. 

The technical conditions for expanding the market for e-books and audiobooks in Sweden 
are very good. The digital maturity and technical infrastructure are at the top of the world. 
Virtually all households have the technical equipment needed for digital books, especially 
among younger people. However, the market for e-books and audiobooks is quite new, 
which means that it is still very small compared to paper books. However, the rate of growth 
is high, especially in the form of subscription services. 
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1 Introduction 

1.1 Background 

1.1.1 Historical perspective 
To communicate and inform through the paper has an ancient history. In the 
beginning the duplication of a document was time-consuming because it had to be 
written by hand. Scriptures therefore were produced only in single copies. It has 
often been argued that it was the goldsmith Johann Gutenberg who in 1446 
invented the art of printing, but the truth is that books printed on paper, had been 
produced in China since at least the 900s. The Chinese used the so-called wood block 
technique, which means cutting out each individual book page on a wooden block. It 
was a time-consuming technique, and you could just print one page at a time. 
 
Gutenberg's achievement was to develop a new method of printing. He fabricated a 
large number of metal movable letter type that could be reused many times. It 
meant that you could print a page in very large numbers. Letter types could then be 
reused again and again. 
 
Printing technology was developed gradually and in the early 1800s steam engines 
were used to power the cylinder presses. They could press as much as 800 pages per 
hour. And when the rotary press was developed, could, for example, The New York 
Times in 1869 print as many as 12,000 double-sided sheets per hour. 
 
During the 1900s printing technology developed quickly, starting with the offset 
printing and the typesetting machine and during the 1980s, the printing technology 
changed once again dramatically in the digitization entry. It enabled faster, more 
flexible and more affordable printing with higher quality than before. As the 
digitization continued the technology further enhanced the efficiency of the printing 
of various products, including using laser technology. 
 
“… a sixteenth century Stockholm bookseller would immediately recognise the 
modern bookshop, although he would probably be quite overwhelmed by the volume 
and diversity of material.” (Bergström, 2017) 
 
As the printing technology evolved, so did the technology for distributing the 
products. Under centuries, the distribution of printed goods was carried out by the 
postmen. Initially, horses and carriages were used, later replaced by motorised 
vehicles like trains and cars. However, the advent of digital technology opened up 
new possibilities for the distribution. Printed products could be printed in any 
country and then distributed to the world market, either in physical or digital form 
(i.e. as paper books or e-books).  
 
Considering this development, the e-book was the next logical step. However, the 
digital e-book technology is a rather recent development, and should be considered 
to be in an early state of maturity as a market as well as a product. The first step 
was, quite naturally, to simply transfer the concept of a paper book to a virtual, but 
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essentially equivalent, product. This is still the most common type of e-book product 
implementation, although the potential for further development of the market is 
easy to imagine, given the continuous and fast-paced improvements the digital 
technology has sparked in virtually every field being transformed by software 
solutions. To name just a few features adding content and usability to the digital e-
book in addition to being just a digital version of a paper book, one can list links to 
maps, intelligent bookmarks, taking notes, translation of words. This is in all 
likelihood just the beginning of such developments.  

1.1.2 The development of the book market 
Books are read all over the world. Books are one of the most important means for 
spreading knowledge and for pleasure. Along with global digitalization, the paper 
book medium has been supplemented with e-books and audiobooks. Overall, the 
number of books, regardless of shape, has increased for a very long time, but for 
obvious reasons, it is difficult to get a reasonable perception of the size of the global 
bookmark and the proportion of e-books. Since 2011, the Global e-book has made 
ambitious attempts to estimate the development of markets and to describe 
developments in a selection of countries (Wischenbart, 2014, 2017). 

According to the estimates reported in the Global e-book 2014, the global market for 
books of various kinds amounted to around $ 151 billion by 2013 (Wischenbart, 
2014) p 14. It is easily realized that this estimate is very approximate, but it is 
interesting to note that the book market was bigger than that for Movie and 
Entertainment ($ 133 billion) and Magazines ($ 107 billion). The geographical size 
and development of the book markets are closely linked to the economic and 
cultural situation of the countries. Traditionally, North America, Western Europe and 
Japan have been the largest markets for books, but the book markets are 
increasingly growing in less economically developed countries. The chart below 
describes the estimated distribution of the global bookmark between the largest 
markets by 2015.  

 
Figure 1 Global e-book 2017 p 10. 

Six countries account for two thirds of the estimated global book market, measured 
in companies' turnover. The US is by far the largest market, which should not be 
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surprising. However, it is interesting to note that China's book market is significant 
with estimated 17 percent of the world market and is growing fast (Wischenbart, 
2017) p 10. In Europe, Germany has the largest market share. These results are 
expected since  there are three countries with large populations. You may be missing 
countries like India and Russia, which also have large populations. 

Another interesting dimension of the global book market is how much money 
consumers in different countries spend on book purchases on average. The chart 
below shows market size measured in Euro and production of new books in relation 
to 23 countries' gross domestic product per capita. 

 
Figure 2 Market size & new title production in relation to GDP per capita in the 23 largest publishing markets 
worldwide Global e-book report 2014 p. 17 

There is a relatively clear and expected positive correlation between the number of 
new book titles per million inhabitants and the average amount of money the 
residents buy books for. This is also positively correlated with the countries' GDP / 
capita, which is also not surprising. Norway stands out with high GDP / capita and 
largest book purchase in euros of the 23 countries surveyed (Wischenbart, 2017) p 7. 
Britain obviously produces a lot of books, but the British do not spend as much 
money on books as the majority of the other countries in the survey. About Sweden 
it can be said that, there is a relatively high number of new books published each 
year and the Swedish peoples’ book budgets are average compared to the 23 
countries of the survey. 

Historically, the trend of book production has increased over time, and at the same 
time it co-variates with the economic situation. A clear decline could be noted after 
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the global financial crisis in 2008 and the recovery has been slow, but with one 
exception, as shown below for the six largest markets. 

 
Figure 3 Aggregated market development in % in the 6 largest book markets worldwide, 2011 to 2015, based on 
local currencies. Sources: National professional organizations and trade publications.  

The book market in China has developed very strongly in stark contrast to 
developments in the other five countries. However, some recovery may be noted for 
the United States and the United Kingdom while Germany, France and Japan show 
negative growth rates at least through 2015. However, with the economic recovery 
in recent years in Europe, the book markets can be expected to re-develop 
positively, especially for e-books and audiobooks. 

Today the world is largely digitized. About two thirds of the world's population today 
has access to mobile phones, and over half of them use the internet. In Sweden, just 
over 93% of the population uses the internet, making Sweden the fifth most 
internet-savvy country in the world. (Wischenbart, 2017) ( Miniwatts Marketing 
Group. , 2017) Nearly two thirds of households had access to a reading tablet in 
2016 and nearly 80 percent had a smartphone. (Bergström, 2017) 

The prerequisites for a global expansion of e-books are therefore very good. Because 
people frequently use cell phones, computers and reading tablets, it's easy to 
download a book and read on the computer or on a reading tablet as compared to 
buying a paper book. However, we have not yet seen a breakthrough globally for e-
books and audiobooks, this market is still essentially in its start-up phase. When 
Amazon 2007 launched its Kindle reading pad and offered a large selection of e-
books, the serious development of the e-book market started, but still, ten years 
later, e-books' share of total book markets in most countries is very small. 

The Global e-book Report 2014 makes an attempt to estimate e-books' share of the 
total bookmark in some countries 2012-2013. Though the numbers are quite 



Diego Fernando Botero Aristizabal 
Gabriel Bergqvist 

 

uncertain they still can give an idea of the size of e-book markets. In the United 
States the e-book market was estimated to account for about 13 percent of the total 
book market in 2012. In the UK, the corresponding share was just over 11 percent 
and in Germany 5 percent. According to the corresponding uncertain estimates, the 
e-books' share of the book market in Sweden was about 1 percent. Throughout all 
countries, fiction books dominate the e-book market (Wischenbart, 2014). 

At first the e-book market grew rapidly but after a while the growth slowed down in 
several countries and even decreased in for instance USA and the United Kingdom. 
According to data in Publisher Weekly 2017, e-book sales in the USA fell by 16 
percent between 2015 and 2016 while paper books increased by just over 3 percent. 
(Milliot, 2017) An important reason for this was, according to the same source, a 
relatively high price increase on e-books from an average of $ 5 to $ 8, i.e. by 60 
percent, indicating that e-book demand is very price sensitive (price elasticity of -4), 
at least there and then. 

In Britain, the e-books accounted for just over 4 percent of the total book value of 
the book market in 2009. The proportion gradually increased to just over 12 percent 
in 2016, but the development flattened for 2013-2014 and decreased slightly in 
2016. (Wischenbart, 2017) p. 29 

In Germany, e-books' share of total books sold was 0.5 percent in 2010. That 
proportion increased to 4.6 percent in 2016, with a relatively rapid increase through 
2013, after which sales were planned. That year, over 28 million e-books (excluding 
educational literature, etc.) were sold for about 189 million euros. (Wischenbart, 
2017). 

1.1.3 The Global e-book market 
In the following section, we summarize some of the analyses of the e-book market 
and development related to the companies’ strategies. (Wischenbart, 2014) p 14 ff. 

The e-book market, and especially the market for audiobooks, has expanded rapidly 
in many countries over the past ten years. The corporate structure has two 
characteristics. The first is that there are a few large companies that have very large 
market shares in most countries with an e-book market. It is mainly Amazon and 
Apple. For example, Amazon 2014 had over 40 percent of all book sales in the United 
States and 65 percent of online sales. In the e-book market, Amazon was even more 
dominant with about 67 percent of the US market and just over 70 percent in the 
UK. (Bergström, 2017) p. 52 

In addition, there are some large companies that do not have the same global 
coverage, including the Canadian-Japanese company Rakuten Kobo. Large market 
shares globally, i.e. large volumes, entails beneficial economies of scale, but also a 
significant influence over pricing in the various markets. 

The second sign is that the big companies also seek vertical integration, i.e. to have 
control over the entire chain of authors - publishers - printing companies - 
distribution channels - readers. It provides different benefits. The company has great 
influence over the terms of the authors and publishers. Through their own online 
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sales, companies have great control over marketing and cost development, and may 
gain significant knowledge of readers' preferences. 

The charts and tables below show Amazon revenue in the e-book markets in 
Germany (DE), Japan (JP), UK (UK) and other international markets 2010-2016. 
(Wischenbart, 2017) 

 

 

Figure 4 Amazon revenue in international markets 

There is a dramatic increase in sales revenue over these six years, from just over $ 15 
billion to almost $ 46 billion, $ 2016, representing 35 percent of Amazon's total 
revenue. A challenge for Amazon's competitors on the world market is not only 
Amazon's dominant market position. Amazon has a dominant brand that most 
competitors in the book market do not come close to. This trademark dominance 
makes Amazon benefit from the expansion into new product markets, and Amazon 
can today be considered a multinational conglomerate with a lot of different 
products in its portfolio. 

However, Amazon is not alone, especially not if we broaden the analysis to other 
digital products than e-books. The company is challenged by, among others, Apple. 

In 2010, Apple launched the iBookstore platform in the US and Apple's market share 
of e-books at that time was estimated by the company at about 20 percent 
(Wischenbart, 2014) p.96. Five years later, the platform was established in 51 
countries. Apple's customers had at that time downloaded 1 billion e-books (2015) 

If Amazon originally was primarily associated with book sales online, and especially 
with e-books, then the situation is the reverse for Apple. There are computers, 
reading tablets and smartphones that are the Group's major products. However, in 



Diego Fernando Botero Aristizabal 
Gabriel Bergqvist 

 

the case of e-books, Apple was the forerunner in its iTunes platform to integrate 
books, music, movies and other forms of digital entertainment. By the end of 2012, 
iTunes was present in 119 countries and today there are few countries where this 
platform does not exist. (Wischenbart, 2014) p. 97. 

Apple has also created the iBooks Author platform, which allows authors to publish 
books as well as other more complex multimedia products directly in the iBookstore 
with access to iTunes. 

There is a lot indicating that Apple's concept of combining hardware with various 
software and platforms will be developed and continue to be successful, giving Apple 
a significant competitive edge in the future.  

Market dominance gives power and the following comment in Global e-bookeBook 
Report (Wischenbart, 2017) shows a foundation in three major global companies’ 
strategies: 

“The giants’ surveillance systems span the entire economy: Google can see what 
people search for, Face-book what they share, Amazon what they buy. They own app 
stores and operating systems, and rent out computing power to start-ups. They have 
a “God’s eye view” of activities in their own markets and beyond. They can see when 
a new product or service gains traction, allowing them to copy it or simply buy the 
upstart before it becomes too great a threat. Many think Face-book’s $22bn 
purchase in 2014 of WhatsApp, a messaging app with fewer than 60 employees, falls 
into this category of “shoot-out acquisitions” that eliminate potential rivals. By 
providing barriers to entry and early-warning systems, data can stifle competition”  
(Wischenbart, 2017) 

1.1.3.1 Pricing strategies 
The pricing of e-books is an important competitive factor both for paper books and 
between companies. The e-book market is new and readers are generally 
conservative in terms of reading habits. They are accustomed to paper books and in 
order to switch to e-books, big advantages are required for the initial resistance to 
be rescinded. Such an advantage is the price, but then there would be a significant 
price difference between one and the same paper and e-book. 

The pricing of e-books differs between countries and companies. An explanation for 
country differences is how mature the e-book market is. In the United States, e-
books account for just over 20 percent of the book market, while in Sweden it 
accounts for only 2 percent. Another explanation is differences in taxes and 
regulations. For example, the EU regulates VAT on e-books and speech books for all 
Member States. However, in spring 2018, the EU Commission is expected to put 
forward a proposal that allows the Member States themselves to determine the VAT 
on e-books and speech books. It should take a few years before the new rules can be 
implemented in the Member States. 

Amazon is global leader and its pricing therefore influences the pricing of other 
players in the markets. Already when Amazon was founded, its founder Jeff Bezos 
stated that book prices would be as close to the cost as possible. It was through large 
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volumes and rational operations that the winnings would come (Packer, 2014). In 
the table below, a rough comparison of Amazon's e-book prices in five different 
countries and respective leading domestic platform for the 10 best-selling e-books in 
2013 is made. 

 

Table 1 Average top 10 e-book prices in selected EU markets (Sept 2013, ave price in €) 

Country  Top 10 Amazon Kindle  Top10 leading domestic platform 
Germany  7.14  13.99 
France  5.08  9.79 
Spain  6.88  6.74 
Italy 6.99  6.19 
UK  3.15   not collected 
Source: Global e-book Report 2014 p. 104 

The table must be interpreted with great caution as it does not show the extent to 
which exactly the same books are compared. With that reservation, we can still note 
that Amazon generally keeps lower prices than their closest competitors in their 
respective countries. This is consistent with Jeff Bezo's statement that, for Amazon, 
it is important to gain dominant market shares globally through competitive prices. 

Two countries stand out in the table, Germany and France, whose prices are 
significantly higher than Amazon. An explanation for it is a pronounced policy among 
book publishers that e-books should be priced as close to the paper books as 
possible, a policy that is reasonably unsustainable in the long run. Amazon's 
estimated market share in Germany is just over 40 percent and, after acquiring the 
biggest domestic player in France, Fnac, Amazon's market share there is about 50 
percent (Wischenbart, 2017) p. 120. The conclusion is that in the markets where 
Amazon operates, domestic competitors may expect significant price competition. 

1.1.3.2 Market analysis 
Who are the readers of e-books, what kind of literature are they reading and what 
potential groups of readers are there? These are questions that the companies in the 
book market have to ask, but also questions about new technology, new forms of 
distribution and cooperation in different forms. 

Jens Klingelhöfer, founder of Germany's Bookwire (BookWire) expressed in an 
interview at Frankfurt Book Fair's and Publishing Perspectives' conference, October 
2016, the following thoughtful words, (some keywords are boldly typed): 

“Consumption behaviour is changing, traditional gatekeeper functionalities are 
disappearing, self-publishing is allowing everybody to be an author, new digital 
formats are changing entire publishing processes. And those are only some of the 
current challenges for publishers. 
The main challenge is to keep and develop publishers’ traditional core values and at 
the same time adapt as quickly as possible to the new digital realities, especially in 
terms of marketing content.” 
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… “Consequently, everybody in this industry should heavily focus on finding new 
readers and getting in touch with them in order to build relationships with those 
readers. Otherwise reading will lose market share in the ‘attention market’ of future 
media consumers.” 
   …“We need more innovation. That means new lean and efficient digital workflows 
as well as automated distribution and marketing processes that allow publishers to 
(re)act quickly [in ways that are] agile and above all customer-oriented. So I’m 
expecting and also hoping for more investments in technology partnerships, 
collaborations, and bold innovation. Otherwise books in general will lose market 
share, no matter if they are printed or digital.” (Wischenbart, 2017) 
 
"Consumption is changing," as Klingelhöfer expressed it. Yes, not only in the choice 
of literature, or between the forms e-book and paper book, or between textbook 
and speech book, but at the same time, consumption patterns change at rising 
income and changed preferences. 

In order to choose the most beneficial business model, a company has to identify its 
key resources as well as its key activities. When the surrounding conditions change, 
e.g. through the digitization, it is necessary for companies to re-evaluate which are 
the key resources and activities. To keep too stubbornly to an opinion might cause 
the company to adjust less quickly to change and thus miss out on business that 
could otherwise have been achieved. 

There are different methods for companies to acquire the necessary knowledge of 
market development and find new readers. The most common may be surveys, but 
another method is to create direct contact between the company and readers. 

As described by von Hippel (von Hippel, 2005) there is great potential in having the 
customers or users participate in the development process of new products and 
services. As for the Publishing industry, this kind of participating strategy can be 
developed to further support self-publishing, collaborative contributions, etc. That 
would blur the distinct roles between authors, publishers, customers, and everyone 
else involved one way or another in traditional publishing of materials, thus creating 
(or at least facilitating) business opportunities in hybrid areas, such as for a 
combined consumer - proof reader - marketing asset kind of person.  

As an example of such new markets from the consumer side, it can be mentioned 
the possibility to get exactly what you ask for within niches which would otherwise 
lack adequate offers. The fact that e-publishing solutions enable profit with smaller 
editions than with paper books could be the mechanism behind that. But the 
mechanism could also be entirely in the area of communication, meaning that a 
more delicate, customized, up-to-date and attractive product could be created by 
the seller using the increased quality of the customer communication. 

Amazon is one of several companies that utilize direct contact between the company 
and readers in order to gain better market knowledge and to link readers closer to 
the company. This is done through the Goodreads platform. There Amazonian 
readers and writers meet, comments on books and other matters relevant to the 
reading, writing and distribution of books. In 2014, Goodreads had 25 million 
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members who had contributed 29 million reviews. Amazon thus establishes direct 
contact with readers, thus reading their preferences. 

But, instead of more or less advanced market analyses, one can understand 
reasoning as Steve Jobs once said, "customers do not know what they want until 
Apple shows them." 

Another kind of digital offering that is available nowadays is the one in which the 
user pays a monthly flat rate in order to get access to the entire catalogue offered by 
a company. In this model, the user doesn’t own any of the items in the catalogue, 
but gets to have access as long as the monthly payment is made. Book publishers 
stream these books to readers similarly as Spotify and Netflix stream music and 
movies. This creates new opportunities for companies. Firstly, a chain is created 
between authors, publishers and readers, and secondly, the company receives 
continuous and valuable information about read preferences of different groups of 
readers. 

The first companies in the USA with impact on the market were Oyster, Scribd and 
Entitle, all established in 2015. Entitle subscription price was $ 9.99 for two books 
per month and $ 14.99 for three books. But it was not competitive with Oyster and 
Scribd, who initially offered $ 9.99 for unlimited number of books per month. Scribd 
later changed the price to three e-books and a speech book per month plus 
unlimited number of books from a limited selection of books. 

Of course, Amazon also entered this market with the Kindle Unlimited Service 
platform at the price of $ 9.99 per month. Amazon's Prime customers may, however, 
borrow a book for free per month. Both Scribd and Amazons Kindle Unlimited are 
available in a large number of countries. 

An increasing proportion of e-books are so-called "self-publishing, ie authors who 
choose to publish their books themselves, either on their own publishing or via an 
established publisher, often in the form of print-on-demand. Of course, the big 
companies have noted this. Both Amazon and Apple offer these writers full service, 
from writing to publishing and marketing. The corresponding service offers several 
other companies in different countries, including Sweden. 

When it comes to "New digital formats" and "more innovation", one can be fairly 
sure that development is fast, simply because the technical evolution of 
digitalization is fast. We have not yet seen the effects of the introduction of artificial 
intelligence (AI) in the industry. This does not mean that this development will be 
implemented in the book industry in the near future. There is also major inertia in 
this industry. But if, or when it happens, one can expect it to revolutionize the 
technical development of the industry dramatically. An e-book in the future may not 
be what we today call an e-book, i.e. a digitized paper book. Of course, we do not 
know, but it may well be that several dimensions are built into a total experience 
concept with music, multi-dimensional images, movie clips, links to other materials, 
internet connectivity, etc. to successfully compete on the attention market ". 
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The publishing industry is facing an obvious risk of myopia, since the field of 
publishing has been comparatively static for decades or even centuries. Now, the 
companies have to wake up and adjust their business models in order to stay alive in 
the new market situation. There are risks of myopia in several areas of the industry; 
clearly in the aspect of defining new products – paper books versus e-books – but 
also when it comes to book associated services (like translation services) as well as 
how and where to buy the books. 

1.1.4 Sweden 
In Sweden, the use of digital platforms is very widely spread, and Sweden is probably 
ranked in the top globally, considered per capita. By 2016, 80 percent of the 
population between 9 to 79 years of age, a smart phone, 30 percent viewed web-TV, 
62 percent read a newspaper on any platform, and the same proportion of social 
media. Worth noting is that there is a clear difference between younger and older. In 
the age group 15-24 years, 94 percent used social media, 83 percent streaming 
music, 69 percent video, and web TV 55 percent. The introduction and development 
of the e-book should therefore be particularly beneficial in Sweden. But it has been 
slow. 

Book sales in Sweden also suffered from the global financial crisis in 2008, with 
declining sales through 2014 by 3.5 per cent, increasing by more than 3 per cent the 
following year and another 1.6 per cent in 2016 (Wikberg, 2015) (Wischenbart, 2017) 
(Wikberg, 2017) Sales of e-books relative to the overall book market were very small 
2012, only about 1 percent (Wischenbart, 2014) and by 2016, the market share had 
increased to about 2 percent (Wischenbart, 2017). An important explanation for the 
low share of e-books is that the vast majority of reading e-books goes through the 
libraries. In 2012, the library accounted for about 85 percent of the e-book market. 
Unfortunately, we have not been able to get figures about the share for a later year, 
but according to the Library 2016 report, libraries' e-book lending increased by 25 
percent by 2015 to 2016 (Kungliga Biblioteket, 2017) The same report found that the 
total number of e-books in the Swedish libraries amounted to 2016 to about 30 
million (Kungliga Biblioteket, 2017). From this we can conclude that the libraries still 
have a completely dominant position on the e-book market. 

Another reason why the sale of e-books is small relative to the overall book market is 
the development of digital subscription services. Sales through these channels have 
increased dramatically recent years. Between 2015 and 2016, sales of subscription of 
audiobooks increased by about 117 percent and read e-books by 330 percent 
(Wikberg, 2017). Storytels CEO Jonas Tellander explains success as a combination of 
several factors. 

It seems that all audiobook services are growing, though we cannot see that we lost 
against our competitors, which indicates that there is an increased interest for 
audiobooks. The explanation may be a combination of different things. Listening and 
reading in the form of subscriptions and on the mobile has become natural, the time 
aspect plays in, as well as the fact that you can do something else while listening 
(Wikberg, 2017). 
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Niclas Sandin, CEO of BookBeat, also gives a similar explanation to the digital 
subscription services' successes. 

The digital market is still quite immature so it's not surprising with such a high 
growth compared to the more stable physical market. The fact that it is subscription 
services and especially audiobooks that drive the increase is mainly due to the ease of 
use. With just one key stroke, it's always possible to share thousands of books in your 
smartphone no matter where you are or what you are doing. This is in line with the 
way media more and more is being consumed (Wikberg, 2017). 

The chart below shows the book publishers’ total revenue for sales and lending of 
downloaded and streamed e-books 2010-2016. 

 

 
Figure 5 The book publishers' total revenue for sales and lending of downloaded and streamed e-books 2010-2016 

Source: Svenska Förläggareföreningens Förlagsstatistik 2016. 
Note: The diagram shows the publishers total revenue for sales and lending of downloadable and 
streamed e-books. 
 
Total e-book sales increased sharply in relative terms between 2010 and 2015, after 
which it flattened in 2016. As mentioned earlier, lending by library and subscription 
services accounted for the vast majority of the e-book market, including audiobooks. 
From this we can conclude that at least in Sweden, the ownership of an e-book is not 
a priority for readers, but it is sufficient to have access to the book to read or listen 
to. 

1.1.5 The Swedish e-book market 
The corporate structure of the Swedish book market is characterized by a few large 
players and a variety of diversified small ones with different profiles. Dominating is 
the Bonnier Group with 175 companies, including the online company Adlibris. The 
second largest company is Norstedts Publishing Group, which was bought by Storytel 
2016. The third largest is Piratförlaget. In addition, there are approximately 300 
small publishers (Bergström, 2017). Amazon is not yet operating on the Swedish 
market, but it may only be a matter of time before the company establishes itself 
here. 
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Traditionally, publishers have used local bookstores to sell their books. Nowadays, a 
majority of books are sold through online businesses. In 2016 a total of over 3.6 
million books were sold in Sweden, of which almost 2 million, or about 54 percent, 
were sold through online businesses, primarily via Adlibris and Bokus (Bergström, 
2017). An advantage of selling online is that the company loses intermediaries. 
Vertical integration lets the company take care of the entire chain from book 
printing through marketing to sales, which is cost-cutting. 

In the recently published research report Books on Screens - Players in the Swedish 
e-book market (2017), the results of a survey and interviews with various book 
companies in Sweden are reported. The survey was conducted in February and 
March 2014. The population consisted of 193 companies with a response rate of 53 
percent. In addition, there was an internal decline, which varied between the 
questions. Almost half of respondents had published e-books. 

An initial question was about respondents' perception of various factors affecting 
the Swedish e-book market. Of the 92 to 100 companies that responded, more than 
80 percent considered that “Consumers' demand for a portable format” was very 
significant or fairly significant. The economic potential for the industry was also 
regarded as significant, though not "very significant" by 60 percent (Bergström, 
2017). 

In a supplementary question, the authors tried to clarify companies' perception of 
the main obstacles to developing the e-book market in Sweden. By combining the 
"very significant" and "fairly significant" response options, two factors were 
distinguished. Nearly 80 percent considered that the most important single factor 
was readers' preferences for printed books, closely followed by the Limited Size of 
Swedish book market by about 70 percent (Bergström, 2017). The fact that readers 
still prefer paper books should not be surprising, but the interesting question is 
whether the companies consider it economically viable with e-books to change 
readers' preferences and expand the e-book market. However, according to the 
previously asked question, they considered that the economic potential of the 
industry was positive. 

According to (Wikberg, 2017), total book sales in Sweden in 2016 amounted to just 
over 3.6 billion, a decrease of 2 percent from 2015. E-books and digital audiobooks 
accounted for a very small proportion, only 0.7 percent of total sales. On the other 
hand, these books increased the most, 5.7 percent (those numbers do not include 
streamed subscription services). One important reason for the low proportion of e-
books and digital audiobooks is that it is a relatively new market. It takes time for a 
new market to expand. Another reason is that many companies believe that 
profitability is too low. Or as one of the company's representatives, expressed it in 
an interview:  
 
”Possibility to get paid – this is the biggest problem. It is difficult to get the price, 
which corresponds with the profit we can get in traditional publishing. Because of 
this [high income from hardcover books] we are moving slowly in embracing e-books 
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and lowering prices. It is not great art to sell much when one sells cheaply. The 
problem is that we must sell enough to get the compensation for that 
part of the decrease from hardcover sales” (Bergström, 2017) p. 100. 
 
The fact that companies are moving slowly into embracing e-books and lowering 
prices means that there is a supply limit on the market due to insufficient 
profitability. An expansion of the market thus implies that profitability increases 
significantly. This may be due, among other things, to reduced production and 
distribution costs and, on this point, different perceptions exist between companies. 
Some argue that the production of e-books costs as much as the production of paper 
books, while other companies have the opposite view; " “there are no other 
additional costs to reprint, or store and there is a degree of economy with e-books. " 
(Bergström, 2017) p.103. 
 
However, two factors the majority of companies agreed on: The first was the fact 
that e-books and audiobooks had to pay 25 percent in VAT while the VAT on paper 
books is 6 percent. A 19 percent reduction in VAT can be expected to increase the 
demand for e-books to a significant extent, provided that the price elasticity of 
housing demand is clearly higher than abs (-1). As a result, prices for e-books would 
drop by less than 19 percent, which, on the other hand, creates increased margins 
for companies on the revenue side, while increasing volumes may reduce the cost of 
production and, above all, distribution costs, as companies through vertical 
integration will avoid costly intermediaries. 

The second factor was the dominant role of the libraries. In 2011, lending of e-books 
was 650,000, a number that rose to approximately 1.9 million 2016, which accounts 
for 85-90 percent of the entire e-book market. The companies are (of course) not 
against library lending of e-books, but in some way, the terms of compensation for 
companies must be improved, according to respondents. 

A market for e-books and audiobooks that grew fast in Sweden is subscription 
service. As mentioned above, a breakthrough occurred in the USA in 2015 through 
the companies Oyster, Scribd, Entitle and Amazon. In Sweden, Storytel had 
established itself in 2005, but it was only about 10 years later that the company's 
major expansion came through, among other things, through acquisitions of a 
number of competing companies (Massolit publishing house, Wahlströms publishing 
house and Norstedts publishing house). Bonnier started its subscription company 
BookBeat 2015 and is Storytel's premier competitor. The table below presents the 
six largest subscription companies in Sweden as well as their pricing. 
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Table 2 Subscription services in Sweden (Wischenbart, 2014) 

Storytel: Founded in 2005. Monthly fee: €17 
Bookmate: Founded in 2007. (In Sweden 2014). Monthly fee: €8 for a premium 
subscription 
Nextory: Founded in 2013 under the name E2GO. Fee: €10, €20 or €25 
Mofibo: Founded in 2013. Owner: Storytel. Monthly fee: €17 
Kidsread: Founded in 2015. Monthly fee: €5. E-books for children 0-12 
BookBeat: Founded in 2015. Owner: Bonnier. Monthly fee: €17 
 
In the table below, we have compiled sales of subscription services 2015 and 2016 
for e-books and audiobooks. 
 
Table 3 Digital subscription services 2015 - 2016 

Number of books (1000´s) 2015 2016 Change% 
 
e-books      96   413 330,2 
Audiobooks  3502 7593 116,8 
Total  3598 8006 122,5 
 
Sales(Mkr) 

 
e-books      6,0   30,6 409,1 
Audiobooks  212,8 322,6   51,6 
Total  218,8 353,2   61,4 
Source: Boken 2017 p 18 and 22 

In total, subscription services increased by more than 120 percent and revenue by 
more than 60 percent. Audiobooks account for the vastest share while e-book 
subscriptions have increased fastest in relative terms. Compared to the development 
of other parts of the book market these years, the development in the subscription 
market must be considered outstanding. 

1.2 Problem Discussion 
An interesting question is whether the e-book product will become the dominating 
way to consume texts, and in what directions the digital technology will be develop 
to add value to the product, or if the e-book will mainly be preferred in specific 
segments of the market.  

As shown above, the total book sales in most countries has stagnated or even 
declined in recent years, so also in Sweden. Common among many countries, 
however, is that e-book sales have increased significantly, albeit from a very low 
level. 

The rapid development of digital technology during the past decades, as well as the 
technology being readily accessible to large population groups, has been an enabler 
for the e-book market. As will be shown above, many experts believe that the share 
of the total book market consisting of digital products will continue to increase. New 
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technology on the producer side, as well as new mind sets on the consumer side, will 
likely evolve. But the basis for the e-book format has to some extent been present 
for many years during the "digital revolution" era. As a consumer, the step is not 
huge to read a text on a screen instead of on paper. A large part of the population 
had already been exposed to computers and tablets, and thus was already 
accustomed to reading text from screens. However, since old habits die hard, there 
has been a considerable tendency to select paper books over e-books for many 
people. Another factor to be considered is the fact that there is still just a limited 
fraction of all printed books that are available as e-books. 

If the market share of the e-book products is to increase considerably, it is probably 
quite important that all new paper book releases are accompanied by a 
corresponding e-book release. This being said, the fact remains that the mind set 
and preferences of the customers are essential when it comes to what will be 
produced. Finally, for the e-book format to reach its full potential, it will also be 
necessary to further develop and refine the technology and business models behind 
the e-book offer, to maximize the attractiveness of the products in the eyes of the 
consumers. In other words, innovation, both technology wise and business model 
wise is needed.   

1.2.1 Digitization - a challenge for the book industry 
Seeing that publishing is a really old business, well established hundreds of years 
before the internet, it is not surprising that disruptive new concepts as e-books, 
audiobooks and the internet require the companies to change their way of doing and 
looking upon business. An old publishing company could easily end up in the 
situation described in (Bettis, o.a., 1995) where a new, small company with a more 
modern and adequate dominant logic, becomes a disproportionately hard 
competitor that captures great market shares while the old, established company is 
busy changing its dominant logic. An important example is Amazon. It was founded 
as an online bookseller in 1995 in Seattle, Washington. Already in the beginning it 
portrays itself not only as a specialist in books, but as “Earth’s most customer centric 
company,” catering to “four primary customer sets: consumers, sellers, enterprises, 
and content creators” (Wischenbart, 2017) p.116. 

It is of vital importance for an organization to alter its dominant logic in an 
appropriate way. As (Bettis, o.a., 1995) describes, sometimes an organization needs 
to unlearn (or forget) the dominant logic or a part of it. Unlearning might be a 
challenging process and it can be more time and effort consuming to unlearn old 
logic and then learn new than it would have been to learn a new dominant logic 
starting with a clean sheet. Since this is the case sometimes a new-coming firm in a 
business area can actually become a disproportionately difficult competitor to a 
well-established one in a time when the established firm is struggling with 
unlearning old logics. 

The availability of information as well as the more open global trade has provided 
customers with more options, which has affected the ways companies operate since 
they now need to be more customer-centric. (Teece, 2010) This implies addressing 
customer needs in a more creative way and finding new products and services to 
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capture value. Michael E. Porter describes in his work the five competitive forces 
that shape industry competition. (Porter, 2008)Those are: 

• the threat of new entrants 
• bargaining power of suppliers 
• threat of substitute products or services 
• bargaining power of buyers 
• rivalry among existing competitors 

 
The job of a company's strategist is to deal with the competition. However, Porter 
argues that the work is often defined too narrowly and has therefore defined the 
five competitive forces as listed above. The five forces are universal and thus found 
in the environment of all different kinds of companies, also in the publishing 
industry. 

The traditional publishing industry has so far enjoyed some level of protectionism by 
having high barriers of entry for new writers as well as for start-ups that dare to 
propose new business models. These traditional publishers have used technology to 
improve their existing supply chain, but are still to take the next step in embracing 
the true potential of the digital world. However, the digital revolution of the 
publishing industry has opened the opportunity for pretty much anyone to create a 
digital publication. (Hoa, o.a., 2011) 

Release and marketing of an e-book or audiobook in the entire world can be done 
simultaneously by simple commands from a computer. Distribution to geographically 
unreachable places is done without problem since the internet coverage of the globe 
is rapidly increasing. It is cheap to introduce a new publication to the market, 
uploading a file is way cheaper than printing several thousands of paper books that it 
is not certain that you will be able to sell. Hence it is possible for more people to 
produce specialized publications that will appeal only to a small number of people. 

It is important to note that publishing has well expanded beyond books. As a result, 
new players have become powerful competitors in the industry. A new wave of 
technological innovation is transforming how content is produced, managed, and 
delivered. Target audiences of readers, professionals, or learners have abundant 
choice. The readers shape the e-book markets through various choices, implying that 
publishers must embrace new business models to retain their position. 
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1.3 Problem formulation and purpose 
A crucial part of a successful marketing strategy is to understand the mechanisms 
and logic behind the preferences and choices made by the customers, as well as how 
different customer groups vary in terms of these factors. Thus, it is crucial for the 
continuation of the growth of the e-book market that the producers within the 
market understand what factors drive the customers' preferences in selecting an e-
book or a paper book. It is important to identify what market segments, customer 
groups, price policies; etc. will generate enough sales potential to motivate 
investments and marketing efforts.  

Research	question:		
What	drives	the	choice	of	e-books	vs	paper	books?	
 

The purpose of this thesis is to contribute to the knowledge about why customers 
select e-books, paper books or audiobooks, and what differences exist for different 
customer groups.  

Such a population sub group could be of special interest for finding enabling factors 
for increasing the market, which can be represented by the customers' willingness to 
pay for e-books. But increasing the knowledge about the reasoning and preferences 
driving the purchase behaviour and willingness to pay may also contribute to 
understanding customer groups which may lead the way also for the larger 
population. It is not unlikely that potential lead users are more easily found in 
academic subgroups where the "digital maturity" could be expected to be above 
average, such as students at universities offering technical educations.  

1.4 De-limitations  
The scope of this thesis is the Swedish market for books (as in e-books, audiobooks, 
and paper books) of today, mainly targeted at parts of the population where digital 
knowledge as well as reading habits can be expected to be above average. 

1.5 Thesis’ structure  
In the previous chapter 1.1.5 we have given a short description of the development 
of the Swedish e-book vs. paper book market, plus some similar data from few other 
countries for reference. The book market of Sweden cannot be regarded as an 
isolated market. The digital technology has a tendency to facilitate globalization of 
markets, as an obvious result from information being accessible over the internet 
virtually anywhere in the world. Further, many important players in the book market 
are international companies. For English literature in particular, the native language 
of the consumer may or may not be English, like in Sweden where there is a 
considerable demand for English texts. In this chapter we have also provided 
forecasts for the book market and what factors influence it.  

Supply and demand within a market should meet, which is why 1.2.1 was devoted to 
the supply side with special focus on what strategies and product offerings are being 
employed in the world of rapid digital change. Consumer behaviour change, new 
technologies evolve, ideas and information spread increasingly fast in a world being 
increasingly connected globally. The book market should not be expected to be an 
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exception. We briefly described examples of actions taken by main players. We will 
also analyse the Swedish book market from a supplier perspective. In Sweden, as in 
many other countries, the e-book market is dominated by a few large companies. 
We refer to a recent scientific study of the Swedish e-book market including the 
supply side's view on which factors affect the Swedish e-book market  (Bergström, 
2017). 

In chapter 0 we give a discussion based on literature, focused on theory applicable to 
analysing drivers for selecting e-books or paper books. There are several theories 
complementing each other, both with respect to the individuals' adoption of 
technical innovations (such as e-book reading devices) as well as the preference for 
e-books vs. the traditional paper books format. An interesting example is the social 
cognitive theory. There is also the field of Adoption and Diffusion theories, involving 
both an individual perspective (Adoption) and a market perspective (Diffusion). 
Related to the Adoption and Diffusion theories, there is the Intrinsic and Extrinsic 
Motivation Theory area. We briefly describe some of these theoretic tools as well as 
a few empirical studies based on this set of theories. We also discuss the importance 
of the individual's characteristics for adoption as applied to the e-book vs paper 
book selection process. This chapter should be considered a foundation for 
subsequent two chapters.  

To increase and expand the scientific knowledge regarding e-book vs. paper book 
selection within the selected scope of this thesis, we have performed a targeted 
survey study. 

In chapter 3 we outline the survey with respect to scientific method, purpose, 
question selection, target group, statistical loss handling (non-respondents at the 
question level) plus a description of the statistical data such collected.  

In chapter 4 we describe the statistical results of the survey dataset. A description of 
the statistical analysis models used as well as their applicability and validity on the 
dataset is given in detail.  

In chapter 5 the independent variables involved are explained and the main 
statistical results from the mathematical analysis are given and finally chapter 0 ties 
it all together and highlights the main conclusions, the contribution made to the 
collective knowledge about the field studied, and recommendations for additional 
research for further shedding light on this intriguing and important market with 
implications on culture, education, entertainment, job market, and democratic 
information accessibility in our part of the world.  
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2 Theory 

2.1 Determination factors to demand of e-books  
The existence of e-books and audiobooks is a relatively new thing on the book 
market. Paper books have been around for hundreds of years and are still the 
entirely dominating type of books globally as well as in Sweden. The question is to 
which extent will e-books, in the future, substitute the paper book and become the 
dominating type on the book market or if e-books will just be complementing paper 
books. The different types of books might have different roles in the future book 
market, even though it at present looks like a substituting role since most e-books 
are digitized paper books. At the same time the book market can be differentiated in 
the way that the readers prefer consuming some literature as e-books or 
audiobooks, while some literature will keep being mainly consumed as paper books. 
 
There are both conscious and subconscious factors that affect the individual buying 
decision. Conscious factors include cultural, social and personal factors while the 
subconscious factors include psychological factors as the human ability to perceive 
and process information. 
 
In order to analyse the demand of e-books and their determination factors it is 
important to first study the reading of books from a social and cultural perspective, 
which we will start this chapter with.   
 
After the social and cultural analysis we will present “The theory of Adoption and 
Diffusion” (Straub, 2009) that more closely analyses how a person is adopting 
innovation and the mechanisms for an innovations diffusion throughout a market, 
and “The intrinsic and Extrinsic Motivation Theory” (Ryan R.M., 2000), a theory that 
has its roots in the social cognitive theory as well as within the adaptive theory. 
 
Reading an e-book requires technical equipment, such as a reading tablet, computer 
or smartphone, along with some experience of using it. We continue the analysis of 
the demand by studying the importance of the requirement of technical equipment 
for the reader’s inclination to start using e-books and audiobooks, which obviously 
affects the possibilities for the e-book market to expand. 
 
Finally, different individual characteristics have an impact on the distribution of e-
book reading among the population, as well as the conditions for an expansion of e-
book sales. 
 
Although we mainly analyse the demand for e-books based on these groups of 
determinants, it is important to point out that they overlap each other, therefore a 
distinct distinction is neither desirable nor possible to hold.   

2.1.1 Socially and culturally-conditioned reading habits 
A book is there for reading and reading ability is fundamental to the social, cultural, 
economic and democratic development of a population. You read books mainly for 
two different reasons. Firstly, to get specific information about areas you are 
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particularly interested in or need for your work or personal life. And secondly, for 
pleasure, when it is mainly about fiction or suspense literature. Although the reader 
can get the same facts or the same reading experience from an e-book and a paper 
book, an overwhelming majority of readers choose the paper book. We have been 
used to reading paper books for a long time, switching to e-books can be a big step. 
What is then required to change the reading habits to such an extent that it 
significantly increases the share of e-books in the total book market? 

The social cognitive theory analyses the social spread of new behaviours in terms of 
psychosocial factors spread through social networks. The theory means that an 
individual's knowledge acquisition is partly done by observing other individuals in a 
context of social interactions. The theory states that when an individual observes the 
behaviour of other individuals and their consequences, he or she takes this 
information into account when considering changing his or her own behaviour. 
According to social cognitive theory, the individual learns new behaviours by 
studying the behaviour of other individuals, rather than testing and succeeding or 
failing themselves. The basic of this theory is described by Bandura (Bandura, 2001) 
as a mutual causal link between the following three determinants to explain the 
reproduction of an observed behaviour: 

1. Personal: Whether the individual has high or low self-efficacy towards the 
behaviour (i.e. Get the learner to believe in his or her personal abilities to 
correctly complete a behaviour). 

2. Behavioural: The response an individual receives after they perform a 
behaviour (i.e. Provide chances for the learner to experience successful 
learning as a result of performing the behaviour correctly). 

3. Environmental: Aspects of the environment or setting that influence the 
individual's ability to successfully complete a behaviour (i.e. Make 
environmental conditions conducive for improved self-efficacy by providing 
appropriate support and materials). 
 

The social cognitive theory explains how personal factors, behavioural patterns and 
environmental events all operate as interacting determinants while influencing each 
other bi-directionally. Converted to e-books and individual behavioural change, 
Bandura's three terms can be interpreted, firstly as that the individual must have 
enough confidence and believe in his ability to handle the technical tools for reading 
an e-book. By studying how others are doing and questioning doubts, this condition 
can be met and the individual dares to test the e-book. In Sweden, this condition 
would easily be met, given that almost the entire population aged 9-10 is used to 
computers, reading tablets and smartphones. 

The second condition is about the response the individual receives from the 
environment (network) after changing his behaviour (performing an achievement), 
for example, by starting using reading tablets and e-books. 

Regarding the transition to e-books, Bandura's third condition is closely linked to the 
first. The third condition states that the surrounding environment in which the 
individual is located will provide sufficient support for the changed behaviour to be 
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permanent. Such support relates, in our case, to the advice of related persons, for 
example, of the technical aids and, second, that it should be easy for the individual 
to search for e-books in databases and download them. In addition, there are 
enough e-books of the kind requested by the individual. But it is also about the 
extent to which the surrounding networks are sufficiently positive for e-books for 
the individual to continue with e-book reading. If the surrounding individuals in a 
person’s network are negative or pending, it limits his or her willingness to switch 
from paper books to e-books. Finally, what impacts the general idea of what is 
accepted in a society can be broaden, as well as the economic and technological 
level of a society and what cultural and social norms exist. 

Bandura's social cognitive theory not only provides insights into the behaviour of the 
individual and how it is influenced by the individual's self-efficacy and its network, 
but also how a behaviour is strengthened and spread in society. 

There is another socio-cultural factor to consider in assessing the evolution of the e-
book and audiobook market, namely the increasing mobile lifestyle of people. It is 
growing ever stronger in at least most western societies. Stationary workplaces are 
increasingly replaced by mobile devices. In many occupations, work can be done 
from home or in other places than the workplace itself. Via Skype and other similar 
tools, meetings can be held without the participants meeting in a room. More and 
more of the trade is done via the internet and by streaming TV and radio programs, 
people "temporarily" rescind the time dimension. This lifestyle change goes hand in 
hand with a potentially increased demand for e-books and audiobooks. 

The social cognitive theory of social learning should have high explanatory value for 
book readers´ adoption of e-books. With this theory as a basis, increased 
understanding of people's different consumption choices and its implications for 
market development can be obtained with the help of the Adoption-Diffusion 
Theory. 

2.2 The Adoption-Diffusion Theory 
Adoption theory examines the individual's choice to accept or reject different 
options, such as new technologies or products. Adoption should be understood in 
terms of individual behavioural change. The Diffusion Theory sets a macro 
perspective and investigates the spread of new technologies or products over time 
in a society or in a market (Straub, 2009) 

According to Kotler et al. a customer goes through five steps before adopting a new 
product (Kotler et al, 2017) (Straub, 2009) 

1. Awareness -The first step in the adoption process is that the customer 
becomes aware of the new product, in our case the e-book, but still lacks 
information about it. 

2. Interest - The second step in the adoption process is interest. It is based on 
the customer finding an interest in the product discovered in the first step. 
This interest leads to the consumer actively seeking information about the 
product. 
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3. Evaluation - Evaluation assumes that the consumer has an interest in the 
product and begins to find out more information about it. The customer 
evaluates, compares and examines before making the decision whether the 
need can be met by the product or not. 

4. Test stage - This step is based on a potential customer determining the value 
of a product by testing it. In the case of e-books and audiobooks, buying or 
borrowing a book to assess whether it is a method that suits the individual. 

5. Adoption - The customer chooses at the last step to purchase the product or 
service and use it regularly. If the customer does not actively choose to use 
the product, the customer has not completely "adopted" it. 
 

There can be a lot of difference between people's willingness to try new products. 
There are individuals who get new products early and there are individuals for whom 
it takes longer. Parment (Parment, 2015) categorizes consumers into five different 
categories with regard to their adoption times. 

1. Innovators - Innovators are more risk-willing than other adoption categories, 
as they are the first to adopt new products or ideas. 

2. Early Adopters - The part of the population who, like the innovators, buys 
products at an early stage, but is a bit more cautious. It is this category that 
has opinions on products, which results in the early adopters often sharing 
advice and information about the products to other potential consumers. 
(Bandura, 2001) 

3. Early Majority - These are more careful and wait until the product is tested by 
others. 

4. Late Majority - Late majority is the vast majority of the population who slowly 
take on new products. They adopt an innovation when a majority has tried it. 

5. Laggards - Laggards are critical of innovations. They only adopt new products 
once they have become standard on the market. 
 

These different categories can be described in a frequency distribution over a time 
axis (Figure 6) and how the cumulative frequency distribution, distribution function, 
shows the spread of the new product on the market over time, i.e. the diffusion. 
(Parment, 2015) 

 
Figure 6 Consumer categories with regards to adoption times 
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The above curves are only shown illustratively. It is not at all certain that the 
adoption process generally describes a normal distribution. It may well be 
distributions to the left (early) or to the right (late) depending on the type of goods / 
services that are the subject and various economic and socio-cultural factors. 

(Bergström, 2017) notes in its analysis of the e-book market that "we find two main 
categories (with numerous subdivisions of each!). First, there are the 'traditionalists', 
for whom the printed book is not simply a source of entertainment or 
enlightenment, but a valued cultural object in itself. ... On the other hand, we find a 
small number of readers (who we might term the 'innovators') who often turn to the 
e-book. " (Bergström, 2017) 

The traditional adoption model can be expanded and include several different 
innovations or new substitutable products over a time axis. On the book market you 
can think of e-books 1.0, e-books 2.0, audiobooks 1.0 and audiobooks 2.0. Thus, it 
may be clear improvements to a previous version, and completely new products, but 
at least to some extent substituting one another.  

The process over time with different new or existing, but increasingly developed 
products can initially be described in accordance with the adoption theory. A new 
product comes on the market and is gradually being adopted by an increasing 
number of consumers. After a certain period of time, a new substitutable product, 
alternatively an improved version of the previous product comes out on the market 
that begins to compete for the first product. The market share of the first product 
may continue to increase, but after a while decreases as market share for the new 
product increases. Development continues with new innovations and new 
substitutable products to the previous. 

There are various factors that affect an innovation’s adoption success. If we think in 
terms of e-books and audiobooks, then a first, and perhaps crucial, factor is its 
advantages relative to the paper version in the reader’s point of view. Another factor 
is the compatibility of the e-book with regard to the values and experiences of 
potential customers. A third factor is the price. E-books are generally cheaper than 
the corresponding paper book, which is probably necessary for readers to want to 
switch to e-books. However, there are products where producers can charge higher 
prices for newer versions, not only because of higher production costs and improved 
performance, but because of the so-called "innovators" and "early adopters", who 
would like to pay extra to have the latest model. Such a "status pricing" may not be 
applicable to e-books and audiobooks. 

2.2.1 The Innovation-Decision process 
Straub describes one of Rogers (1995) developed model for an Innovation-Decision 
process, which is relevant for gaining knowledge of the adoption-diffusion process in 
the development of e-books and audiobooks in the book market (Straub, 2009) The 
part of the model that deals with the diffusion process consists of four components: 
(a) the innovation itself, (b) communication channels, (c) social system, and (d) time. 
Below we summarize Roger's model and mainly follow Straub's presentation, while 
we interpret the model in terms of the book market. 
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2.2.1.1 The innovation itself  
Rogers identifies five factors that affect the impact of innovation on the market. 
They are: 

• Advantage of innovation compared to existing products and services, as 
perceived by the individual. The innovation in the book market is e-books and 
audiobooks [71]. A feature that is often highlighted in the e-book is that it 
requires very little space on a hard disk compared to a paper book in a 
bookshelf. You can fit a large number of e-books on a reading pad, which also 
makes e-books easy to carry. You can quickly order and receive an e-book as 
compared to a paper book without shipping costs. In a paper book, the text 
and layout are given, while it is possible to change the e-book to better fit the 
individual reader. An additional feature, which is likely to become 
increasingly common, is that in the e-book you can insert audio, video, 
pictures and internet links for deepening or broadening the e-book text. In 
contrast, many readers consider the paper book, not only a book to read in 
the form you are used to, but also as a cultural object that should be 
displayed in a bookshelf. 

• Compatibility, i.e. the individual's perception of an innovation's similarity with 
existing products / services. Innovations that fit into the individual reference 
frame are adopted faster than others. Digital society and mobile lifestyle is 
increasingly an environment in which e-books and audiobooks fit well. E-
books and audiobooks are therefore considered, among those with this 
lifestyle, as a positive development of the static paper book. 

• Complexity. The more complex the individual perceives an innovation, the 
harder it becomes for the individual to take on the innovation. Accessing the 
contents of an e-book or an audiobook requires technical equipment and 
knowledge to handle this equipment. It is difficult to limit the success of the 
digital books. We will return to this question in the next section. 

• Trial ability refers to the possibility for the individual to test the innovation 
before a possible purchase. Many people who are hesitant about e-books and 
audiobooks feel more confident if they can test them before deciding on a 
purchase. The limiting factor here can again be the technical equipment, 
which can be expensive to procure. However, if you have the equipment, 
which most people in Sweden have, the individual can borrow an e-book at 
the library to try the new way of reading a book. 

• Observability refers to how accessible and visible innovation is for the 
individual. On the one hand, e-books and audiobooks can be made visible 
through advertising and other marketing activities from the booksellers. On 
the other hand, based on the above-mentioned social cognitive theory, direct 
and indirect influence from the individual's different networks is of great 
importance for the decision to approach and take on the new e-book and 
audiobook innovation. This is strengthened when digital books get more 
impact on the market. After "innovators" and "early adopters", successively, 
"early majority" and "late majority" as shown in Figure 6 above, will adopt 
the new type of books. 
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2.2.1.2 Communication channels  
It refers to the channels and methods of information disseminated throughout 
society. It can be direct information transfer between individuals, indirectly by 
studying individuals' choices and behaviours (compare to Bandura's points above), 
via mass media or via other channels. The efficiency of communication channels is 
important for how quickly an innovation is spread and how great it becomes on the 
market. Again, the book companies' marketing is important in strengthening positive 
attitudes toward the digital books. But companies do not invest in marketing 
campaigns unless they consider it profitable to expand the e-book and audiobook 
market. 

2.2.1.3 Social system 
Rogers refers to different networks in which the individual is involved and which is 
relevant to the individual's decision on adoption of innovation. Different social 
norms are also significant for the impact of innovation. This point is consistent with 
the implications of the above-mentioned social cognitive theory. 

2.2.1.4 Time 
As described in Figure 6, some individuals take on an innovation rather quickly while 
others take more time and others do not take on the innovation at all. 

2.2.2 Adoption of technical innovations - reading devices 
Switching from paper book to e-book or audiobook requires that the reader / 
listener uses technical equipment, e-book reader, ordinary tablet, computer or 
smartphone. This in itself can be a difficult step for many to take while others are 
used to this technical equipment. The impact of e-books and audiobooks on the 
book market is therefore also due to the ease or difficulty of potential readers to 
utilise the technical aids. This question has been analysed in the context of three 
partially overlapping theories about the individual's adoption of new technology. 
They are Technology Acceptance Model (TAM), the United Theory of Acceptance and 
Use of Technology (UTAUT) and Intrinsic and Extrinsic Motivation Theory. Below we 
briefly describe these three as well as a few empirical studies on the adoption of 
reading devices based on these theories. 

The TAM theory, developed by F. Davis in 1989 (Straub, 2009), raises the question of 
how an individual's perception of technological innovation influences the willingness 
to use that innovation. Based on social cognitive theory and different theories of 
decision making (Straub, 2009), Davis identifies two characteristics to explain the 
individual's utilisation of innovation. The first was the individual's idea of how easy it 
was to use (the perceived ease of use). That in turn was positively linked to the 
individual's self-efficacy. The second characteristic was the individual´s perceived 
usefulness of the innovation, which Davis defined in relation to the individual's work 
performance. 

The TAM theory in its original form does not take into account a number of different 
factors, which later models integrate into the theory, including factors such as the 
individual's experiences of similar technologies, age, gender, education and income. 
In an article by (Torres et al, 2014) the authors assume a developed variant of the 
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TAM theory to empirically analyse "the adoption of mobile e-book readers in order to 
better understand the role of content in the adoption decision making process." 

Initially, they formulate the following three hypotheses: 

Hypothesis 1: Perceived usefulness has a positive effect on behavioural intention to 
use mobile e-book readers. 

Hypothesis 2: Perceived ease of use has a positive effect on behavioural intention to 
use mobile e-book readers. 

Hypothesis 3: Perceived ease of use has a positive effect on perceived usefulness of 
mobile e-book readers. 

Hypothesis 3 thus expresses the cross-effect between the readability of the reading 
pad and ease of use. 

The model is developed to include extrinsic and intrinsic motivations. Extrinsic 
motivations refer to the influence of factors that improve the individual's 
performance. Intrinsic motivations are meant factors that affect the joy and 
playfulness of using e-book readers. 

The authors then formulate two more hypotheses: 

Hypothesis 4: Perceived playfulness has a positive effect on behavioural intention to 
use mobile e-book readers. 

Hypothesis 5: Perceived ease of use has a positive effect on perceived playfulness.  

So far in the generation of hypotheses, the relationships can be described as 
hypotheses 1, 2 and 4, perceived usefulness, perceived ease of use and perceived 
playfulness has a clear causal relationship with the individual's intention to use 
mobile e-book readers, while the hypotheses 3 and 5 express two different 
combined effects. 

Closely linked to Hypotheses 1 and 4, the question of the content of what you read, 
i.e. the extent to which the individual is interested in using an e-book reader for 
more usefulness such as technical manuals, textbooks etc., respectively, to more 
playfulness such as newspapers and popular literature. The authors try to 
discriminate between the pleasures and usefulness of the content of what they are 
reading and the use of the e-book reader. They formulate two hypotheses to 
investigate these relationships: 

Hypothesis 6: Hedonic content availability has a positive effect on perceived 
playfulness. 

Hypothesis 7: Utilitarian content availability has a positive effect on perceived 
usefulness. 

With hedonic content, the authors mean the usefulness and joy the individual has in 
using an e-book reader to read "nice" things and with utilitarian content is meant as 
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the "work benefit" that the individual may have from using an e-book reader at work 
and similar situations. 

The empirical basis for the analysis consisted of 256 students. The statistical analysis 
showed that all the hypotheses were confirmed except hypothesis 2: "Perceived 
ease of use has a positive effect on behavioural intention to use mobile e-book 
readers."  This result is contradicting the original TAM model, why the authors tried 
to exclude perceived playfulness. Thereby the connection between perceived ease of 
use and behavioural intention to use became significant, which the authors interpret 
as "the effect of ease of use is mediated by perceived usefulness and perceived 
playfulness." 

The main conclusion that the authors deduce from the empirical study is that “the 
results show strong support for the importance of both playfulness and content 
availability as antecedents to behavioural intention to adopt mobile e-book readers.” 

2.2.3 UTAUT  
The unified theory of acceptance and use of technology (UTAUT) was developed by 
(Venkatesh et al, 2003). The authors note in the introduction to their article that 
there are many competing models that try to explain the users' acceptance of 
information technology. In the formulation of UTAUT, they are based on eight 
different theories:  

• the theory of reasoned action 
• the technology acceptance model 
• the motivational model 
• the theory of planned behaviour 
• a model combining the technology acceptance model (TAM) and the theory of 

planned behaviour 
• the model of PC utilization 
• the innovation diffusion theory 
• the social cognitive theory. 

 

The UTAUT includes four key determinants of use 

• Performance Expectancy 
• Effort Expectancy 
• Social Influence 
• Facilitating Conditions 

The first three affect Use Behaviour via the individual's intended behaviour while 
facilitating conditions directly affects use behaviours. To these four basic factors, the 
authors add four individual factors - Gender, Age, Experience and Voluntariness of 
Use. These relationships are shown in Figure 7. (Venkatesh et al, 2003). 
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Figure 7 UTAUT Dependencies between factors 

  
The authors then utilised data from four organisations to separately test the eight 
original theories and obtained explanatory values of 17 to 53 percent. Thereafter, 
the UTAUT model was tested on the same four organizations with the explanation 
value of 69 percent, after which they conducted the same analysis on two additional 
organizations with a similar explanation value (adjusted R2 of 70%). 

Attempting to integrate eight competing theories into a consistent theory is no easy 
task. Venkatesh et.al. have consequently chosen the parts of the theory they 
consider relevant for the construction of UTAUT. Nevertheless, the model consists of 
41 independent variables to estimate individuals' intentions and 8 independent 
variables to estimate behaviour. As the model is formulated, one cannot rule out co-
linearity between several of the independent variables. If so, interpretation of the 
results can be complicated. 

The UTAUT model, more or less expanded, has been used in many completely 
different environments to analyse the determinants of the individuals' adoption of 
new technologies. (Taiwo, o.a., 2013) conducted a meta study in 2013 covering 37 
different empirical UTAUT studies in order to analyse the reliability of the UTAUT 
model postulates (Taiwo, o.a., 2013). Using different methods of correlation analysis, 
they focused on the following five relationships: 

2.2.3.1 Performance Expectancy and behavioural intention  
This relationship was the strongest of the ones in their analysis and it is also 
consistent with other studies, including the original study of (Venkatesh et al, 2003). 

2.2.3.2 Effort Expectancy and behavioural intention  
Effort expectancy showed a slightly weaker positive relation to behavioural intent 
than performance expectancy. Even this result was consistent with (Venkatesh et al, 
2003). 

2.2.3.3 Social Influence and behavioural intention  
According to the authors, the connection between the social influences on the 
behaviour intention was statistically significant but rather weak. In view of the 



Diego Fernando Botero Aristizabal 
Gabriel Bergqvist 

 

previous review of social cognitive theory and its importance for the individual's 
decision, this outcome may seem strange. Rather, one should expect that the social 
influx should, at least indirectly, have a clear effect on the individual's adoptive 
behaviour. Measuring social influence is methodologically difficult, which can be a 
partial explanation. In addition, important information may be lost in meta studies.  

2.2.3.4 Facilitating condition and behavioural intention 
This connection was the weakest of the five analysed. The authors had obviously 
expected a stronger relationship and believe that the result may be due to the 
limited ability of the different underlying studies to correctly measure the influence 
of facilitating conditioning on the individual's behaviour. Intuitively, facilitating 
conditioning should positively affect the individual's behaviour, but discriminating 
this factor from, for example, social influence, can be difficult. The authors also refer 
to a study by Alawadhi and Morris (2009) who states that “the contribution of 
provision of organisational and technical infrastructure for users towards the 
acceptance of a technology cannot be overemphasized.”  

2.2.3.5 Behavioural intention and use behaviour 
Finally, the authors test the connection between behavioural intention and use 
behaviour, i.e. the final relationship in the Venkatesh model (see Figure 7). This 
connection is expected to be directly influenced by facilitating condition and 
indirectly, through behavioural intention, of other factors in the model. The authors 
say that the correlation can be considered low, but compared to this correlation with 
the three first mentioned relationships, the correlation between behavioural 
intention and behavioural use does not differ significantly from the others. The 
authors state that "this could be as a result of inability of many studies that 
employed UTAUT in their investigation of acceptance and adoption of technologies 
to measure the actual use behaviour of the new information systems being 
investigated." 
 
(Taiwo, o.a., 2013) summarise their results as follows: “The outcome of the study 
suggests that only the relationship between performance expectancy and 
behavioural intention is strong, while the relationships between effort expectation, 
social influence and behavioural intention are weak. Similarly, the relationship 
between facilitating condition, behavioural intention and use behaviour is also weak. 
Furthermore, the significance of the relationship between facilitating condition and 
use behaviour does not pass the fail-safe test while the significance of the 
relationship between behavioural intention and use behaviour does not pass the fail-
safe test satisfactorily.” 

We have two comments on (Taiwo, o.a., 2013) analyses. Firstly, we find it a little 
strange that their analysis is focused on the relationships between different 
independent variables and behaviour intention. It can of course be interesting to 
study the individual's intentions, but if you want to get greater clarity about which 
factors affect the actual behaviour of the individual, the analysis should focus on use 
behaviour. What is there between intention behaviour and use behaviour? And is it 
not easier to empirically measure an actual behaviour than an intended one? We 
think it likely that all factors affecting the behaviour intension in the model, also 
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affects use behaviour. If you want to keep the concept of behaviour intention in the 
model, it would be useful to clarify the influencing factors between intention 
behaviour and use behaviour. 

The second point of view addresses the meta-study method. We do not question 
(Taiwo, o.a., 2013) summary conclusions of their meta-study. However, in view of 
the review of different theories we previously reported in this thesis, one can 
reasonably question whether their conclusion about the weak relationships reflects 
reality. It is difficult to draw unambiguous and reliable conclusions of meta-studies, 
although the authors in this case have been very careful. However, the underlying 
studies that are part of a meta-study are usually of different nature, when it comes 
to theoretical reasoning, statistical methods, empirical selection and the design of 
the questions. To check for all these differences in a scientifically correct way is of 
course difficult. Therefore, you should not draw too clear and far-reaching 
conclusions from meta-studies, they are rather indicative and hypothesis-generating. 

2.3 Intrinsic and Extrinsic Motivation Theory 
A more general theory of explaining an individual's motivation to act differently, or 
not act, is Intrinsic and Extrinsic Motivation Theory. It was originally developed by 
Edward L Deci 1971 who further developed the it together with (Ryan R.M., 2000). 
Ryan-Deci defines intrinsic motivation "as the doing of an activity for its inherent 
satisfactions". It can be something that is of particular interest or enjoyable for the 
individual. Intrinsic motivation is of great importance to an individual's actions, but 
most of an individual's actions are extrinsic motivated, according to Ryan-Deci. The 
authors define extrinsic motivation as "doing something because it leads to a 
separable outcome." It is a construct that pertains when an activity is done to 
achieve some separable outcome. " 

With support from The Self-Determination Theory, as Ryan-Deci previously 
developed, they point out that extrinsic motivations can be autonomous to varying 
degrees. They assume the concept of internalization, which they define as the 
process through which an individual enters a value or regulation, and integration, 
which is defined as the process by which the individual accepts the value or 
regulation so that it becomes part of the individual's behaviour. It can be interpreted 
that the boundary between intrinsic and extrinsic motivation in practice can be 
difficult to set. 

This difficulty is highlighted in an article by (Romaniuc, o.a., 2015) . They refer to 
different authors as the concept of intrinsic motivation also includes environmental 
morals, civic duty, fairness and reciprocity and potentially other pro-social unselfish 
motivations such as "conscience." (Romaniuc, o.a., 2015) state that “ 
 
”One of the major insights from this strand of literature is that trying to minimize the 
difference between individual and social interests by external incentives may actually 
undermine intrinsic motivation. The two types of motivations are effectively interacting 
to produce the final behavioral response. This is called the inseparability thesis.” 
(Romaniuc, o.a., 2015) 
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Regardless of exactly where the boundary is set between intrinsic and extrinsic 
motivation, a dual definition of motivational motivation can be useful in analysing 
individuals' adoption of technical news such as e-book readers. 

(Sällberg, o.a., 2016) use the theory of intrinsic and extrinsic motivations in an 
empirical analysis of the use of computers and smartphones among a selection of 
Swedish students (Sällberg, o.a., 2016). It is one of a few Swedish studies, which is 
valuable for this thesis, with the purpose of analysing the Swedish market for e-
books and audiobooks. The authors put up six hypotheses about the motivation of 
individuals to continue using computers and smartphones. 

H1: Intrinsic motivation (operationalized as perceived enjoyment) positively 
influences computer/smartphone continuance intention. 

H2: Extrinsic motivation (operationalized as perceived usefulness) positively 
influences computer/smartphone continuance intention. 

H3: Technology cognizance positively influences computer/smartphone continuance 
intention. 

H4: Intrinsic motivation (operationalized as perceived enjoyment) positively 
influences extrinsic motivation to use computers/smartphones. 

H5: Intrinsic motivation (operationalized as perceived enjoyment) positively 
influences computer/smartphone technology cognizance. 

H6: Technology cognizance positively influences extrinsic motivation 
(operationalized as perceived usefulness) to use computers/smartphones. 

The model is based on the assumption that the three independent variables (or 
cluster concepts) intrinsic motivation, extrinsic motivation and technology 
cognizance directly affect continuance intention. At the same time, it is assumed 
that there is bi-directional link between intrinsic and extrinsic motivation. 

Intrinsic motivation is operationalized with perceived enjoyment while extrinsic 
motivation is operationalized with perceived usefulness. Operationalisations mean 
that the model has great similarities with the previously reported TAM and UTAUT 
models, where perceived enjoyment and perceived usefulness are central (Torres et 
al, 2014). 

The result of the statistical analysis showed that the four hypotheses (H1, H2, H4, 
H5) were supported while the hypothesis H3 and H6 were not. This means that 
intrinsic motivation and extrinsic motivation have a positive significant influence on 
computer continuance intention while they have a significant negative impact on 
computer technology cognizance. Furthermore, the analysis resulted in extrinsic 
motivation being significantly influenced by intrinsic motivation but not by computer 
technology cognizance. Finally, the analysis showed that intrinsic motivation 
significantly positively affected technology cognizance. 

Intrinsic motivation (or rather perceived enjoyment) obviously had a significant 
influence on individuals' intention to continue using computers and smartphones, 
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partly directly through extrinsic motivation and technology cognizance. That intrinsic 
motivation has such a great influence over extrinsic motivation can be seen as a bit 
surprising given the results Russel Torres et al. received, and as reported above, and 
partly the implications of social cognitive theory that emphasize factors that can 
rather be categorized under extrinsic motivation than intrinsic motivation. 

2.4 A short theoretic summary 
The review of these theories shows that they are complementary to a certain extent, 
but that they also partly overlap in the definition of different concepts. An attempt 
to summarize the most central concepts in these theories to explain the individual's 
adoption of an innovation could look like this: 

The external frame of reference for the behaviour of individuals is the society in 
which they live, the social, cultural and economic conditions that exist. External 
influences come from these conditions, partly from the influence of the individual's 
environment (persons in the individual's network that adopted the innovation, 
advertising, other information, etc.) on the individual's behaviour. The extent to 
which the individual adopts an innovation is also determined by her self-confidence 
to dare to take the step and the support she receives from the environment. 

The individual must of course be aware of the existence of innovation and have an 
interest in possibly using it. The individual evaluates and possibly tests the 
innovation. Evaluation takes place in the light of expected usefulness of the 
innovation, expected user friendliness and expected joy that the individual can gain 
from innovation. Should innovation be used in the individual's work, it will be 
evaluated with respect to how it affects the individual's work performance. If 
instead, the innovation is to be used only privately for pleasure, the evaluation will 
emphasize joy (playfulness) while the workflow less valued or skipped entirely. 
Throughout this evaluation process, the individual is influenced by environmental 
factors and the influences of networks and good examples. 

Once this process is completed, where the influencing factors act interactively, the 
individual decides whether to adopt the innovation or rejection. But the process may 
take a long time. Some are quick (Innovators, Early Adopters), feeling that innovation 
suits them after relatively short evaluation time, alternatively they are curious and 
willing to chance. In this group there is a part that feels self-worth of being first with 
innovation. Second, the majority (Early and Late majority) takes longer. They want to 
see how innovation works, think about it thoroughly and discuss with friends. Finally, 
there is a group (Laggards) that adopts innovation only when it is well established in 
society. Maybe, by then, a new version of the innovation is on the market, which the 
Innovators have already adopted. 

The theories we have described, and the summary we venture, can provide a basis 
for increased understanding of individuals' adoption of technical innovations in the 
book market, i.e. e-book reading tablets, as well as the concept of e-books and 
audiobooks. One can see the process of an individual's transition from paper books 
to e-books and audiobooks as two interacting sub processes. First, the individual 
becomes aware of e-books. This occurs mainly through various forms of external 
influence (networking, advertising, etc.). While the individual is becoming familiar 
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with the e-book market, he or she reviews the technical equipment required, i.e. e-
book readers. The requirement of special equipment can be a threshold that limits 
the individual's transition to e-books, or a positive challenge, depending on the 
individual's interest in and knowledge of the digital world's technical equipment. 
This process is also influenced by external factors of various kinds as well as the joy 
the individual can find in using the technical equipment, and utilizing the different 
advantages of the e-book and the audiobook as compared to a static paper book. 

2.4.1 Importance of individual characteristics for adoption of e-books and 
audiobooks 

We have previously described in this chapter the more general factors that affect 
individuals' adoption of new technologies in the form of e-book readers and new 
ways to utilize the content of books. But who is using e-books and audiobooks? 
What properties characterize "innovators" and "early adopters"? Is there a 
difference between people who read paper books and people who read e-books? 
According to Rogers, early adopters tend to have broad access to communication 
methods, have higher upward mobility within their social culture, are more likely to 
be literate, tend to be more intelligent, and have higher capacity for uncertainty and 
for change.“ (Straub, 2009) 

The properties that both Swedish and international studies have focused mainly on 
are the possession of technical aids, age, gender, income, education and reading 
behaviour in general. 

(Bergström, 2017) present a summary of the distribution of personal computers, 
tablets (e-book readers) and smartphones among a selection of the adult population 
in Sweden. An overwhelming majority had access to reading devices, especially to 
computers. There was no significant gender difference. On the other hand, access to 
computers and smartphones was more common among younger people than older, 
while the dominant age groups with tablets were those between the ages of 30 and 
64. Since e-books are mostly read through tablets, one can expect that e-book 
reading is most common in these age groups. Access to computers, tablets and 
smartphones is strongly positively correlated with both the education level and 
household income. If we again focus on the availability of tablets and smartphones, 
the survey expects that the characteristics that primarily distinguish the group of e-
book readers and audio listeners are middle aged with education and household 
income above average. 
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Table 4 Access to reading devices, 2016 (per cent) 

 Personal 
computer 

Tablet Smartphone n 

Total 90 61 78 3,271 
Gender     
Women 89 61 78 1,689 

Men 92 61 79 1,573 
Age     

16-29 years 97 59 92 494 
30-49 years 96 76 91 926 
50-64 years 95 67 85 826 
65-85 years 79 43 53 1,025 

Level of 
education 

    

Low level 71 39 47 522 
Below average 92 64 81 924 
Above average 96 62 84 769 

High level 96 68 87 1,007 
Household 

income 
    

Below average 76 38 56 799 
Average 95 62 81 1,339 

Above average 98 82 94 929 
Comments: The question was posed: ‘Do you have household access to the following 

media technologies’? 
The options for answering were: ‘Yes’, ‘No’, and ‘Don’t know’. 

The same study, in 2016, showed that there was no gender difference in reading e-
books, but it was more common with e-reading among those with higher incomes 
and education. These results are consistent with those we could expect from   
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Table 4. On the other hand, the survey showed that e-book reading was significantly 
more common among younger (16-29 years) than among elderly, (Bergström, 2017) 
indicating that it is probably among the younger spectrum of the population that we 
can find "innovators". 
 
(Bergström, 2017) refers to a number of American studies on characteristics of e-
book reader in the United States. (Rainie, o.a., 2012) found that the most likely 
American e-readers were those with college or graduate degrees, households 
earning more than $ 75,000 and those between 30 and 49 years old. In another 
study, (Rainie et al, 2012) also conclude that, well educated and younger Americans 
read more e-books than others and that women read more e-books than men. This 
gender difference is confirmed by a study conducted by Kobo's book publisher 
among its 28 million customers and a supplementary survey of 16,000 of these. 
About 75 percent of Kobo's most active customers, defined as those who read an e-
book for at least 30 minutes a day, were women (Guardian News and Media Limited 
o, 2016). They also find that 77 percent of their e-book readers are older than 45 
years, which caused chief executive Tamblyn to say that it makes e-reading to "the 
first technological revolution being driven by [those aged] 45 and older, rather than 
younger generation ". ... "As one gets older there are a number of benefits in e-
reading ... it's nice to be able to make the font larger, or not to go to the bookshop to 
find the next book.” 

Corresponding results emerged from a UK survey from Nielsen's 2015 UK books and 
consumers survey. "In our data, in 2015, females aged 45-plus represented a quarter 
of the population of e-book buyers, but [account for] nearly a third of e-book 
purchases by volume," said Nielsen's UK research director Steve Bohme. (Bohme, 
2015) 
 
By combining two annual SOM surveys, (Bergström, 2017) found that women in the 
age group 50-75 are more frequent e-readers than men. One possible explanation 
for it is that women, especially older people, read more books than men, and 
consequently women substitute paper books with e-books. This contradicts our 
earlier belief that there would be younger people who constitute "innovators" in the 
e-book market. 
 
In summary, we can see that individual characteristics such as age, gender, income, 
education and habits of using reading devices affect both the extent of demand for 
e-books and the appearance of the current and potential e-book and audiobook user 
group. However, we can also note that the results of different studies point in part 
to different directions, which justifies more studies being conducted to bring further 
clarity on these issues. 

3 Method – A Survey Study	
In order to gain increased knowledge about determining factors for readers' choice 
of e-book and paper book, we have conducted a survey. Internationally there are a 
large number of empirical studies on the e-book market and readers' choice 
between e-books and paper books. Some of them have previously been reported in 
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this thesis. However, in Sweden there are few empirical analyses of this issue. The 
most elaborate (Bergström, 2017) which conducted a survey of 105 book companies, 
of which seven were also interviewed about their views on the e-book market vs. 
paper book market, and questionnaires via the SOM institute to 3000-3400 persons 
2014-2016. (Bergström, 2017) also conducted 34 in-depth interviews with readers 
divided into three different age groups. The second Swedish empirical study is the 
one conducted by (Sällberg, o.a., 2016) on the use of computers and smartphones, 
which is relevant to different issues regarding the use of different digital devices 
(Sällberg, o.a., 2016). Results from both of these studies have been reported earlier 
in this thesis. In addition, there is a lot of statistical material of which the most 
relevant are those published in Boken 2017 (Wikberg, 2017), Mediabarometer 2016 
(Nordicom, 2017), and Rapport Bibliotek 2016 (Kungliga Biblioteket, 2017), as 
reported in the various chapters of this thesis. As stated in chapter 0 the purpose of 
this survey study is to contribute with additional knowledge about the determinants 
of the individual's choice of e-book vs. paper book. 

3.1 Which questions to ask? 
What we are primarily interested in, and we limit the study to, is information on the 
following four areas of the individual's decision to read e-books: 

3.1.1 Demographic factors 
We limit ourselves to the following five factors: Age, Gender, Education Level, 
Household Income, and Access to dedicated reading device. All of these factors are 
well documented in literature as influencing factors for the individual's choice 
between e-books / audiobooks and paper books. 

3.1.2 Reading Habits 
The main part of our survey study is the analysis of the individuals reading habits. 
The key is whether the individual is reading e-books or listening to audiobooks, and if 
so, how often and what kind of literature, fiction - non-fiction. It is also important to 
clarify whether the individual desires e-books, audiobooks or paper books and what 
the preference depends on. The price relationship between e-books, audiobooks and 
paper books is not irrelevant. On the contrary, one can expect it to be important for 
media selection. Therefore, we want to know if the individual is willing to pay for an 
e-book / audiobook relative to a paper book. As we described, there are many 
different providers and channels through which you can buy or borrow e-books / 
audiobooks. We therefore ask the respondents to report where they buy their e-
books / audiobooks and / or if they borrow from libraries. Finally, we want 
information on how the respondent finds books to read, for example via book clubs, 
ads, friends, etc. 

3.1.3 Book related services 
E-books have some technical advantages over paper books e.g. that they can 
smoothly vary font size as well as include dictionary, search functions and 
bookmarks. To what extent do respondents use such features when reading e-
books? Is there any other type of service that respondents would like to read when 
reading an e-book? We have previously touched on various technical development 
opportunities for e-books, such as links to the internet for add on material as film 
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clips, etc. It would be interesting to get information about what the respondents 
spontaneously suggest. 

3.1.4 Authoring 
If the respondent has self-published an e-book, or would like to do so, it would be 
expected to influence his or her interest for e-books.  

3.2 How to phrase the questions? 
Of course, it is very important to pick the right set of questions for a survey and 
formulate them in a simple and unique way. As described by (Wiklund, 2008) the 
questions need to be: 

3.2.1 Unambiguous 
Each question to the respondent may only deal with one thing. It is not uncommon 
with surveys where a question inadvertently covers two different parts. The answer 
to such a question becomes impossible to interpret in the analysis. 

3.2.2 Easily Understood 
The respondent should not think about what the matter really concerns. It should be 
clearly formulated. Otherwise, it is easy for the respondent to skip the question. 

3.2.3 Not too many 
Since we do not want the respondent to get bored before he or she is done 
answering. 

3.2.4 Multiple-Choice  
To make it easier for the respondent. Multiple-choice questions assume that the 
researcher knows the answer options that are most relevant to the research task. It 
is also essential that the answer options formulation corresponds to the question. 
Using multiple-choice questions does not exclude open questions. On the contrary, 
they are often a good complement to gain in-depth knowledge of the respondent's 
answers. 

3.2.5 Listed in a logical order 
The questions must be collected in clusters, i.e. questions about demography in a 
cluster, reading habits in another, etc. It will help the respondent to see the purpose 
of the various questions  

3.3 What tool to use for creating the survey? 
Apparently, nowadays there are several tools for creating surveys on the internet. 
We decided to briefly evaluate the following ones: 

• SurveyGizmo 
• SurveyMonkey 
• Google Forms 
• Qualtrics 

 
The following aspects were decided on to use as a basis for the evaluation of the 
tools: 

• Ease of use when creating the actual survey form.  
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• It should be possible to use multiple choice questions. Those questions may 
be of two kinds; pick-one-answer and pick-as-many-answers-as-you-find-
applicable. It should be possible to define for each question separately which 
of the variants should apply. 

• It should be possible to create one dimensional questions as well as 
questions with a matrix of possible answers. 

• It should be possible to use pre-defined alternatives as well as free text 
answers.  

• It should be possible to have a conditional question, i.e. the possibility to 
make a question visible or not visible depending on the given answer to a 
previous question.  

• There should be an analysis tool connected to the survey tool, so basic 
statistics could be extracted from the tool when analysing the survey result. 

• It should be a no cost or at least a low-cost tool.  
 
Since all the evaluated tools have the requested functionality the matter of choosing 
a tool ended up in the questions of cost and the subjective question of which tools is 
the nicest to use. Since the survey used in this thesis needed more than 10 questions 
and was going to be sent to more than a hundred respondents, Qualtrics and Google 
Forms are the only tools that can be used free of charge. We decided to use Google 
Forms.  

3.4 How to determine the samples size? 
It is important to decide how many survey answers are needed for a statistically 
reliable result. SurveyGizmo (SurveyGizmo.com, ?) argue that 400 samples would be 
sufficient in any case, and argues that getting more than 400 samples does not 
increase the accuracy of the survey result. However, we found that getting as many 
samples as 400 was not reasonably possible within the scope of this Thesis. Smith 
2017 (Smith, ?) suggests a way of calculating the necessary sample size as: 

Necessary Sample Size = (Z-score)2 * StdDev*(1-StdDev) / (margin of 
error)2  

Where the Z-score is a number decided from the confidence level. In the case of this 
Thesis we have estimated the confidence level to be 90% and the Z-score 
corresponding to 90% is 1.645 according to Smith. The standard deviation is a 
measure of how much we expect the result to vary. This can be hard to estimate 
before the study and therefore Smith suggests the StdDev is estimated to 0.5 since 
that is the most forgiving number. In order to decide the sample size according to 
Smith’s equation above, the allowed margin of error follows from the choice of 
confidence interval which we chose to 90%. It follows that margin of error is 10%.  

Necessary Sample Size = (Z-score)2 * StdDev*(1-StdDev) / (margin of 
error)2 = 1.645*1.645*0.5*0.5/0.1/0.1=68 

Hence, we concluded that the amount of 68 answers or more to our survey would 
have been sufficient. 
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3.5 How to pick participants? 
Finding willing participants for the survey was of course a delicate task. We decided 
to send our survey to a quite large number of fellow students at BTH as well as to 
people in our respective professional networks. We are well aware that this 
selection is far from representative to the entire Swedish population. However, since 
only a very limited number of empirical analyzes of the Swedish e-book market and 
its demand determinants, have been conducted, our analysis is a contribution to 
increased knowledge of the individual's choice of e-book / audiobook or paper book, 
despite the limit in the sample. Our results can also be regarded as hypothesis 
generating for a larger study covering all the Swedish people over a certain age. Such 
a study has not been possible in the course of this thesis. 
 
Since we suspected it might be hard to get people to answer our survey we decided 
to send the inquiry for answer to a significantly larger number of persons than the 68 
mentioned above. We received 212 responses, well above the limit for 90 percent 
confidence interval but not enough to reach the 95 percent limit. 1 

4 Results 

4.1 Description of our data 
The dependent variable in the regression analysis, presented in the next chapter, is 
the question whether the respondent prefers paper books, e-books or audiobooks. 
In the survey, in addition to paper books, e-books and audiobooks, there was the 
answering option "It depends", which 41 respondents picked.  
 

Table 5 Preferences for paper books / e-books 

 
Frequency Percent 

 
Paper 113 53,3 

It Depends 41 19,3 

e-book 58 27,4 

Total 212 100,0 

The question was: Do you prefer e-books, audiobooks or paper books? 

More than half of the respondents stated that they preferred paper books to e-
books / audiobooks while 19 percent responded "it depends". This group, which can 
be considered a marginal group, is particularly interesting because their answers to 
the questionnaire's various questions can provide information about the properties 
that characterize this group, and what they consider necessary for the preference of 
e-books. In the next chapter, we will analyse this group more closely.  

                                                        
1 With a confidence interval of 0.95 and standard deviation of 0.5, 384 observations 
are required. 
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Table 6 Age 

 
Frequency Percent 

 
Under 20 years 5 2,4 

20 - 40 years 169 79,7 

40 - 60 years 32 15,1 

60 - 80 years 5 2,4 

Above 80 years 1 0,5 

Total 212 100,0 

 

A significant majority of respondents are found in the age group 20-40 years. This is 
a result of our search for respondents among the students at BTH. For the same 
reason, a majority of respondents were men, as shown in Table 7. Three 
respondents did not want to indicate gender.  

Table 7 Gender distribution 

  Frequency Percent Valid Percent 

Valid Woman 75 35,4 35,9 

Man 134 63,2 64,1 

Total 209 98,6 100,0 

  

The table below shows the gender distribution in different age groups.  

Table 8 Age vs Gender 

  

Gender 

Total Woman Man 

Age Under 20 years Count 1 4 5 

% within 
Gender 

1,3% 3,0% 2,4% 

20 - 40 years Count 55 112 167 

% within 
Gender 

73,3% 83,6% 79,9% 
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40 - 60 years Count 17 15 32 

% within 
Gender 

22,7% 11,2% 15,3% 

60 - 80 years Count 2 3 5 

% within 
Gender 

2,7% 2,2% 2,4% 

Total Count 75 134 209 

% within 
Gender 

100,0% 100,0% 100,0% 

  

The men are clearly overrepresented in the age class 20-40 years (83.6 percent), 
while the women are primarily found in the age class 40-60 years (22.7 percent)  

Table 9 Education 

  Frequency Percent 

  I have not finished high 
school (Swedish 
Gymnasium) 

4 1,9 

I have finished high 
school 

9 4,2 

I am currently studying 
at the university 

94 44,3 

I have a university 
degree 

105 49,5 

Total 212 100,0 

  

Almost half of the respondents have a university degree and almost as many were 
university students. This means that the sample does not represent an average of 
the Swedish people. On the other hand, the selection is primarily aimed at those 
with university degrees and those who intend to obtain such a degree.  
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Table 10 Household income 

  Frequency Percent Valid Percent 

Valid Less than 100 000 
Swedish kronor 

47 22,2 26,3 

Between 100 000 and 
300 000 

26 12,3 14,5 

Between 300 000 and 
500 000 

37 17,5 20,7 

Above 500 000 69 32,5 38,5 

Total 179 84,4 100,0 

Missing System 33 15,6   

Total 212 100,0   

  

Typical value in respondents' income was in the income class of more than 500,000 
SEK per year while a non-insignificant share had income less than 100,000 SEK per 
year, again the result of many respondents being students. 33 respondents did not 
want to state their income. 
  

Table 11 Device access 

  Frequency Percent 

  No 167 78,8 

Yes 45 21,2 

Total 212 100,0 

The question was: Do you have access to any dedicated  
reading device? 

An overwhelming majority stated that they did not have access to any dedicated 
reading device. The result may seem a little surprising, as there were more (27 
percent) who stated that they prefer e-books than the possession of a dedicated 
reading device (21 percent). The explanation would be that of course you can also 
read e-books on a regular tablet, computer or Smartphone.  
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5 Analysis 
Based on the existing theories of adoption of innovations and the choice between e-
books and paper books and the various empirical studies, we can expect reading e-
books to vary between different individuals and groups in Sweden. 
 
In our survey, we limit ourselves to an analysis of various individual factors that 
influence the individual's choice between e-books/audiobooks and paper books. This 
means that the social cognitive theory, which we consider important for a deeper 
understanding, will not be explicitly used in our analysis. On the other hand, in 
previous chapters we have found that the social, cultural and economic conditions 
for expanding the markets for e-books and audiobooks in Sweden are very good. The 
education level is high in Sweden, which means that reading culture is generally 
widespread. Digital technology maturity is high and at the age of 10, young people 
master both technology and different social media. Sweden also has one of the 
world's highest average revenues, with internationally compared low income spread, 
which means that a significant majority of the population can afford to acquire 
various digital devices e.g. to be able to use e-books and audiobooks. The Swedish 
population should not deviate from other countries in terms of external influence on 
the adoption of new technologies. The network of individuals and good examples 
should play an equal role in Sweden as in other economically well-developed 
countries. This impact mechanism should be reinforced by the individual's activities 
in different social media. 
 
Both Swedish and international studies of individual characteristics focus on 
demographic factors such as age, gender, education, income and reading habits. For 
example, (Bergström, 2017) find that a first divider is among those who more often 
read books per se and those who rarely read books (Bergström, 2017). It is mainly 
among the frequent readers we find the e-book readers, but with an interesting 
depth. The factors explaining the reading of paper books are only partial 
explanations of e-book reading among early adopters. Given that, the authors state 
that there are individual differences, primarily in terms of age and education, results 
supported by a number of international studies. In terms of age and gender, the 
results diverge from different international studies (see chapter 0).  
 
Some find that it is primarily the age group around 40 years, which are the most 
frequent e-book readers, while others note that it is primarily the older ones who 
read e-books. Similarly, some studies find no gender differences, while others report 
that women are overrepresented among e-book readers. Most empirical results 
indicate that e-readers are overrepresented among those with higher education, 
while other studies show deviations from this pattern, meaning that they are 
"middle education", i.e. corresponding college or Swedish upper secondary school, 
are overrepresented.  
 
As regards the importance of household income for the individual's e-book reading, 
there is a clear positive relationship. Even here, however, some studies point to the 
correlation rising to the middle-income level after which it plans out and even 
decreases at the highest income levels. Finally, it can be seen that access to digital 
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devices for reading e-books and listening to audiobooks is of great importance 
because such equipment is a necessary condition for reading and listening. 
	
Generally speaking, the price relationship between e-books and paper books should 
affect the individual's choice between these media and, in the long run, the e-books' 
development in the book market. Among international studies there are only limited 
analyzes of this and in Sweden (Bergström, 2017) raise this question only from the 
point of view of companies. No analysis of the importance of price relationship with 
regard to demand has been done.  
	
There are several explanations that the different studies will come to partially 
different results. The first is that studies have been conducted in different countries 
with different reading habits, differences in digital maturity, income and 
demographic factors. Differences in social and cultural factors, of course, also play a 
role. The second reason is that the studies have been conducted in different ways, 
with different statistical methods and different types of individuals. The third is that 
there is co-variation between different independent variables, which not all studies 
have taken into account. In order to be able to analyze the different independent 
variables' explanation value for the choice between e-books and audiobooks, a 
multi-regression analysis is required, while taking into account several explanatory 
variables. 
	
In this chapter, we describe the most recent statistical description from the survey of 
various expected connections in the choice between e-books and paper books, on 
the one hand, and various explanatory factors on the other hand. Then we present 
the results of binary logistic regression analyzes as well as multi-nominal logistic 
regression analyzes. 
	

5.1 Reading habits 
The claim in, among others, (Bergström, 2017) that it is the frequent readers who 
go before the adoption of e-books and audiobooks would be interesting to test. 
However, we do not have the opportunity to directly test this with our material, but 
we can still present some indications. In the questionnaire, respondents have stated 
whether they prefer paper books, e-books, or "it depends". They have also stated 
how often they read paper and e-books on a scale in seven discrete steps from "less 
than once a year" to "several times a week, divided into fiction books and non-fiction 
books. In the table below, we have combined the answers from these two questions 
but combined fiction and non-fiction, and divided the reading rate into two groups, 
and those who read a maximum of two books per year, and those who read at least 
one book a month.  
 
We call the two groups for Seldom readers and often readers. To get an approximate 
accurate picture of how often the two groups read on average, we calculate the 
reading rates on an annual basis. A reader who reads a book each month, we 
multiply by 12 and one who reads a book a week, we multiply by 52. Those who 
stated that they read less than one book per year have simplified and assumed they 
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are reading a book per year. Those who stated that they read more than one book a 
week have assumed that they read two books a week on average. 
 

Table 12 How often do you read e-books / audiobooks 

 

How often do you read paperbooks, E-
audiobooks? 

 

Preferences for 
… (fiction+non-

fiction) 

 

 
Row 

 Paperbooks It depends E-
books 

     
1 Number of individuals 113 41 58 
2 No. Obs. Often P- + E-books 7276 98 6120 
3 No. Obs: Seldom P- + E-books 298 98 135 
4 No. Obs: Often P- + E-books/Individuals 64,4 82,6 105,5 
5 No. Obs: Seldom P- + E-books 

/Individuals 
2,6 2,4 2,3 

 Paperbooks    

6 No. Obs. Often 6304 1412 1728 
7 No.Obs.  Seldom 106 53 78 
8 No. Obs. Often/individuals 55,8 34,4 29,8 
9 No. Obs. Seldom/individuals 0,9 1,3 1,3 
 E-/Audiobooks    

10 No.Obs. Often 972 1976 4392 
11 No.Obs. Seldom 192 45 57 
12 No. Obs. Often/individuals 8,6 48,2 75,7 
13 No. Obs. Seldom/individuals 1,7 1,1 1,0 

     
No. Obs. = number of books(fiction + non-fiction) the respondents read per year  

P = Paper books 
E = E- and audiobooks 

Often = At least12 books a year 
Seldom = Maximum two books a year  

 
In line 1 of the table, the number of respondents is divided according to their 
preferences for paper books, e-books, and the "it depends" group. As can be seen in 
the table, the group preferring paper books is the largest, 53 percent of all, while 
those who prefer e-books/ audiobooks amount to 27 percent and "it depends" 19 
percent. All three groups read both paper and e-books, but with different 
distribution based on their preferences. In lines 2 - 5, we indicate the number of 
books (paper, e-books, fiction, non-fiction) that the respective preference category 
reads on an annual basis, and the number of books per individual for often readers 
and seldom readers. 
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Often readers read a lot more books on average a year than Seldom readers are of 
course not surprising and follow the definition of the groups. On the other hand, it is 
noted that respondents who have preferences for e-books are much more frequent 
readers than those who prefer paper books. 
 

If we divide the respondents reading in the groups of paper books (lines 6-9) and e-
books and audiobooks (lines 10-13), we can note that the group of often readers 
who prefer paper books read an average of more than 55 books per year. The 
corresponding number for those who prefer e-books is less than 30. Seldom readers 
read about one paper book per year. 
 

If we study the reading frequencies for e-books / audiobooks (line 12), it is found 
that often readers who prefer paper books read an average of 8.6 e-books per year, 
while often readers who prefer the electronic option read as much as 75.7 e-books / 
audiobooks on average per year. This difference is significantly greater than the 
corresponding difference between those two groups of readers of paper books. The 
fact that those who prefer paper books mainly read paper books and the equivalent 
of those who prefer e-books are expected, but interesting to note is that among the 
often readers, it is not the group that prefers paper books (the traditional reading 
group), which are also the most frequent e-book / audiobook readers, but it is the 
group preferring e-books / audiobooks that also read a large proportion of paper 
books. This is a result that is consistent with (Bergström, 2017) presented. 
 
In our material, "early adopters" are not often found by readers who prefer paper 
books. Instead, it seems that "early adopters" in our material are those who prefer 
the electronic option, but at the same time read many paper books. It is in this group 
we find the most frequent readers, not among the traditional paper book readers. As 
shown in row 4 in Table 12, they read about 60 percent more books than those who 
prefer paper books (Straub, 2009). 
 

5.2 The choice and age distribution 
 

According to the previous literature review, according to some studies, the e-book 
readers can be expected to be overrepresented among middle-aged and possibly 
older. As we reported in chapter 0, CEO of Kobos noted that "the first technological 
revolution is being driven by [those aged] 45 and older, rather than younger 
generations." (Guardian News and Media Limited o, 2016) On the other hand, 
(Bergström, 2017)found that e-book reading in Sweden was significantly more 
common among younger (16-29 years) than among older people, especially in non-
fiction books (Bergström, 2017). In Table 12 and Table 13, we report the 
respondents' distribution on the three different choices, given the age category, and 
the age distribution by choice of media. Our material has a major focus on the age 
group 20-40 years, which we must take into account when interpreting the results. 
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Table 13 Choice vs Age 

Choice    Age 

 < 20 20-40 40-60 60-80 >80 Total 
Paperbook % within age 60,0 53,3 50,0 80,0 0,0 53,3 
It depends % within age 0,0 18,9 25,0 0,0 100,0 19,3 
e-/audio % within age 40,0 27,8 25,0 20,0 0,0 27,4 
Total % within age 100,0 100,0 100,0 100,0 100,0 100,0 
Total Count 5 169 32 5 1 212 

 
 
In comparison with Kobo's results, unlike their findings, we can find that there is no 
significant difference in e-book reading between the ages 20-40 years and 40-60 
years in our material. The age group 40-60 years predominantly prefer to read paper 
books, a result that is also found in the age group 20-40 years. Other age groups 
have too few observations to make a conclusion. 
 

If we compare the age distribution within each selection ( 
Table 14), we can note that the age group 20-40 years dominates all three choices 
because of their large numerals. There is no significant difference between the 
relative proportions of the three elections. However, in the age group 40-60 years, 
we can see some relative predominance for the option "It depends". One can 
interpret that respondents in this age group are uncertain and reluctant to adopt the 
new technology. The starting point is that they have traditionally read paper books 
and now something new comes that they are unsure about. But you can also 
interpret the results as if they have specific requirements if they want to buy an e-
book / audiobook or a paper book. For example, the price, availability, etc. factors. 
  

Table 14 Choice 

 Choice   Age 
 < 20 20-40 40-60 60-80 >80 Total 

Paperbook % within 
choice 

2,7 79,6 14,2 3,5 0 100 

It depends % within 
choice 

0,0 78,0 19,5 0,0 2,4 100 

e-/audio % within choice 3,4 81,0 13,8 1,7 0,0 100 
Total % within choice 2,4 79,7 15,1 2,4 0,5 100 
Total Count 5 169 32 5 1 212 

 
Mediebarometern shows the proportion of the population 9-79 years as an average 
day using e-books and audiobooks (Nordicom, 2017).   
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Table 15 shows an extract from that statistics. 
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Table 15 Percentage of population age-distributed using e-books / audiobooks an average day 2016 (percent) 

Media  Age 
 25-44 45-64 65-79 

Paperbooks 32 29 36 
Audiobooks 6 4 3 

E-books 2 2 1 
 
The figures from the Mediabarometer      are not directly comparable to those in our 
survey. However, we can note that among the entire population there are about one 
third reading a paper book an average day and 8 and 4 percent listening to an 
audiobook or reading an e-book. The media barometer also shows that audiobooks 
are much more popular than e-books, especially in the age group 25-44 years, which 
means that the e-book option is more frequent in that age group than in the older 
45-64 years. This result is in line with what (Bergström, 2017) reported.  
 

5.3 The choice and gender distribution 
 

What do women and men choose? What gender is "leading" in the adoption of e-
books?   
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Table 16 below shows the gender distribution in the three different elections. Our 
material does not support the results of previous studies that women would be 
overrepresented among those who prefer e-books / audiobooks. The difference in 
preferences between paper books and e-books is large, 62.7% versus 17.3% for 
women. Men's preferences are somewhat evenly distributed, albeit with a clear 
preference for paper books. But we can note that the proportion of men who prefer 
e-books is about twice the proportion of women. Even this result differs from what 
was found by Kobos and (Bergström, 2017). On the other hand, Mediabarometer 
(Nordicom, 2017) reports that 7 per cent of women 9-79 years used e-books on 
average day 2016, while the corresponding figure for men is 5 per cent (Nordicom, 
2017). 
 

In our material, it seems to be lower middle age men who prefer e-books / 
audiobooks. However, in order to get a more accurate answer, a deeper analysis is 
required. 
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Table 16 Choice vs gender 

Choice 

Gender 

Total Woman Man 

 Paperbook % within 
Gender 

62,7 47,8 53,1 

It depends % within 
Gender 

20,0 18,7 19,1 

e-/audio % within 
Gender 

17,3 33,6 27,8 

Total Count 75 134 209 

% within 
Gender 

100,0 100,0 100,0 

 
Some studies say that it is primarily fiction literature that women prefer when 
reading e-books and listening to audiobooks. 

In  
Table 17, we report the distribution of women and men to Seldom readers and often 
readers and fiction and non-fiction literature. The table only refers to e-books and 
audiobooks. 
 

Table 17 Reading frequency 

Reading freq. Women Men 

 Fiction Non-fiction Fiction Non-fiction 

Seldom % 50 50 52 48 

Often % 47 53 44 56 

 
Neither among women or men are there any differences between fiction and non-
fiction within the Seldom readers group. Often readers can see some overbalance 
for non-fiction for both genders, a result that is thus the opposite of what other 
studies reported. As shown in the next section of this chapter, the majority of survey 
respondents consist of students and those with an academic degree. An explanation 
for our results may be that both students and academics read research reports and 
scientific articles in electronic form. 
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5.4 The choice and education distribution 
 

What do the respondents choose from different levels of education? Table 18 below 
presents the distribution of respondents at educational levels and choices. Since the 
number of observations in the two lowest education levels (not finished high school 
and have finished high school) we have combined these to the group (≤High 
school). The number of observations in the group is still quite small, but it may 
be possible to conclude that those with low education have slightly higher 
preferences for e-books than for paper books. 
 
Those currently studying at universities represent approximately 44 percent of the 
number of respondents. The corresponding share for those with a university degree 
is almost 50 percent. The table shows that the distribution of the two education 
groups on paper books, it depends, and e-books is broadly the same, and there are 
no significant differences between the two groups of education groups. A large 
majority of both education groups prefer paper books and about a quarter have 
preferences for e-books. 
 

Table 18 Choice vs Education 

Choice   Education 
 ≤High 

school 
Currently 
studying 
at the 
university 

Have a 
university 
degree 

Total 

Paperbook % 
within education 

38,5 57,4 51,4 53,3 

It depends % 
within education 

7,7 18,1 21,9 19,3 

e-/audio % within 
education 

53,8 24,5 26,7 27,4 

Total Count 13 94 105 212 
Total % within 
education 

6,1 44,3 49,5 100,0 

 
With our material, we cannot make any meaningful comparisons between the highly 
educated compared to the less educated when it comes to choice of media. But 
again, we can look at the statistics from the Mediabarometern to compare with the 
national average. 
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Table 19 Shares of the population who prefer paper books, e-books or audiobooks an average day 2016 
distributed per education level (%) 

Media  Education 
 Not finished 

high school 
(Swedish 

Gymnasium) 

Finished 
high 
school 

Have a 
university 

degree 

Paperbooks 19  27 40 
Audiobooks 2 4 5 
E-books 1 1 2 

 
Paper books dominate heavily and the proportion of people in different education 
categories who read a paper book an average day increases with the education level. 
So also makes listening to audiobooks, albeit at a much lower level. However, no 
particular trend can be read about the connection between reading e-books and the 
education level. 
 

5.5 The choice and salary distribution 
What can be expected from the choice of book media and household income? The 
literature review in chapter 0 gave no clear answers because different surveys gave 
some different results. The main impression of the literature review, however, was 
that the preferences for e-books / audiobooks increased with higher income and 
possibly decreased at the highest household income (Rainie, o.a., 2012) (Bergström, 
2017). Our material is not intended to reflect income distribution in Sweden because 
a large proportion of respondents are students and a slightly larger group has a 
university degree. In addition, 33 respondents did not want to indicate household 
income. Given this, we can still study the relationships between book media and 
household income.  
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Table 20 shows that the distribution of those who prefer paper books describes an 
approximate U-curve of income classes with a certain overweight for the highest 
income class. Thus, it is mainly those with the lowest and highest incomes that 
prefer paper books. The income classes between them show a weaker interest. The 
distribution of income classes among those who prefer e-books / audiobooks rather 
describes a "metropolitan-like" look. It is primarily in the highest income class for 
which the preferences for e-books are available. More than 53 percent of all those 
who prefer e-books / audiobooks are found in this income class, a result that is 
consistent with (Bergström, 2017). 
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Table 20 Choice vs Annual Household Salary before taxes SEK 

 < 100.000  100.000 – 
300.000 

300.000 – 
500.000 

> 500.000 Total 

Paperbook % 
within choice 

27,8 18,6 21,6 32,0 100,0 

It depends % within 
choice 

30,3 6,1 27,3 36,4 100,0 

e-/audio % within 
choice 

20,4 12,2 14,3 53,1 100,0 

Total count 47 26 37 69 179 
% within choice 26,3 14,5 20,7 38,5 100,0 

 
In Table 21 below we report the respondents' distribution on the different media 
options given income class. One can assume that a large proportion of the students 
are found in the lowest income class. Comparing from Table 18 above the levels of 
education and the table below on the distribution of income classes across the three 
alternatives shows a good match between the student's preference distribution and 
the corresponding distribution within the lowest income class. Interestingly, the 
preferences for e-books / audiobooks are quite similar to the three lowest income 
classes, while the highest income class shows a clearly greater interest. Thus, it 
seems to be among those with higher incomes that, in most cases, most e-books are 
found. 
 

Table 21 Choice vs Annual Household Salary before taxes. SEK 

 < 100.000 100.000 – 
300.000 

300.000 – 
500.000 

> 500.000 Total 
% 

Paperbook % 
within salary 

57,4 69,2 56,8 44,9 54,2 

It depends % 
within salary 

21,3 7,7 24,3 17,4 18,4 

e-/audio % within 
salary 

21,3 23,1 18,9 37,7 27,4 

Total count 47 26 37 69 179 
% within salary 100,0 100,0 100,0 100,0 100,0 

 

5.6 The choice and willingness to pay 
According to economic theory, and overwhelming empirical findings, the price of a 
product is of great importance to the consumer's willingness to buy. If two goods are 
next to perfect substitutes, the price is a decisive factor for the consumer's choice. 
Now, paper books, e-books and audiobooks are not perfect substitutes; there are a 
lot of things that differ although the primary purpose of all three media forms is the 
same, i.e. to absorb the contents of the book. Therefore, the reader has to evaluate 
the properties of the various media (Hedonic prices) and, against that background, 
determine the willingness to pay. A paper book can be said to have three 
characteristics: the content itself, the shape and appearance of the book and the 
possibility of exposure to the bookshelf. The primary features of an e-book are: the 
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content itself, its compact form, the ability to store many books in tablets and e-
book readers, the ability of the reader to work with fonts, etc. to facilitate reading, 
any links to embedded material, pictures, movies, etc. as well as the ease of copying 
and downloading to other electronic devices. Audiobooks primary features are: the 
content itself, that someone else reads so you only need to listen, the ability to 
access a book while doing something completely different, the ability to store many 
books in, for example, a smartphone. The three medial alternatives are thus partly 
substitutes, partly complementary to each other. At the same time, the choice 
becomes deterministic. Given a book to be read / listened to, the individual selects 
either a paper book, an e-book or an audiobook. The individual therefore has to 
obtain information about the characteristics of the different options, and to value 
them and to merge the benefits into a basis for the willingness to pay (Straub, 2009). 
 
In a world where consumers / readers have perfect information about the 
characteristics of the various book media, their willingness to pay can be determined 
efficiently, providing information about disposable income, savings, and the 
willingness to pay for other goods and services. Now the world is not so well-known. 
Consumers have insufficient information and must base their decisions on the 
information they have obtained about the various options. As described in chapter 0 
on Social Cognitive Theory, an important source of information is what other people 
do in the environment, as well as decisions and behaviors in the individual's 
network. The adoption of new techniques and book media is thus largely a function 
of the reliable information the individual acquires about the various media options. 
The more the individual perceives paper books and e-books as substitutable, the 
more important is the price of decision-making. A low price of e-books relative to 
paper books makes it easier for readers to adopt e-books. On the other hand, 
readers consider books and e-books to a great extent to complement readers much 
more than willing to pay more for the e-book than for the paper book, even though 
the company's production costs for the e-book might be lower. 
 

In our survey, we have let respondents indicate their willingness to pay in five 
different options, as shown in Table 22 below. The “I only download free books” 
option means that the individual is not prepared to pay anything for the e-book / 
audiobook. It may in turn be due to an income effect, i.e. you cannot afford even if 
you appreciate e-books or you think e-books are not worth as much as they are 
priced on the market. 
 
The answer less than for paper books can be interpreted as the respondent 
perceiving paper and e-books as high-grade substitutes but considering paper books 
as something more valuable. Alternatively, they are perceived as complementary, 
but the respondent values the e-book / audiobooks specific characteristics low. 
 
The same as for paper books is a compound intermediate response option where the 
background factors for respondents' replies are several. One can regard paper books 
and e-books as almost perfect substitutes (the media itself plays a totally 
subordinate role) and are therefore prepared to pay as much for the two media 
options. Or that the balance of the alternatives' hedonic prices will be the same. 
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Finally, the respondent may be willing to pay more for e-books than for paper books. 
This option reflects that the respondent values the e-book / audiobook properties 
higher than the corresponding paper book properties. 
 
To these four price options we have added a fifth “I prefer to pay for e-books as a 
service”. This option captures those who do not want to buy e-books, but instead 
subscribe to them for a monthly payment. 
 

Table 22 Choice vs Willingness to pay 

 

Only 
download 
free books 

Less than 
for paper 

books 

The same 
price as for 
paperbooks 

Pay more 
for e-/audio 

than for 
paperbooks 

I prefer to 
pay for e-
/audio as a 

service 

 
 
 

Total 
Count

/% 
Paperbooks 
%within choice 

23,0 45,1 11,5 0,9 19,5 113 
100 

It depends 
%within 
choice 

22,0 41,5 22,0 2,4 12,2 41 
100 

e-/audiobooks 
%within choice 

17,2 25,9 19,0 8,6 29,3 58 
100 

Total Count 45 83 33 7 44 212 
Total %within 
choice 

21,2 39,2 15,6 3,3 20,8 100,0 

 
Table 22 shows that more than 20 percent of respondents are not willing to pay for 
e-books / audiobooks. They prefer, lawfully or illegally, to download the books for 
free. Probably this group consists mainly of students with low incomes. 
 

As many as 39 percent are willing to pay less for e-books than for paper books. 
Based on our reasoning above the degree of substitutability and hedonic prices, this 
group is not willing to pay extra for the technical features or for the ability to quickly 
get the book delivered to its digital reader. The hypothesis is that this group consists 
mainly of those who primarily look at the contents of the book. This conclusion is 
reinforced by the fact that the group reaches over 86 percent of those who prefer 
paper books or as "It depends". They have essentially other preferences than those 
who prefer e-books / audiobooks. 
 

More than 15 percent of respondents are willing to pay as much for e-books as for 
paper books. Among them, those who prefer paper books are the smallest subgroup 
with just over 11 percent, which is reasonable because they do not prefer the 
different characteristics of the e-book / audiobooks particularly high. The group "It 
depends" with 22 percent is interesting. What is their decision about a paper book or 
e-book / audiobook based on? We do not know, but obviously the respondents 
weigh the advantages and disadvantages of the various media options. It may also 
be that the limited range of e-books / audiobooks plays a role. If the respondent 
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does not find the requested book as an e-books / audiobook, then the paper will be 
selected. 
 
There is a very small proportion of respondents who are willing to pay more for e-
books than for paper books, which in itself is interesting. Respondents’ preferences 
are such that they do not value the technical characteristics of e-books / audiobooks 
enough to pay more for them than for the corresponding paper book. The number of 
observations is very small, so any conclusions about who are willing to pay more 
cannot be deducted. Nevertheless, we can formulate the reasonable hypothesis that 
it is those who prefer e-books that are also willing to pay extra for them to access 
the technical features of these media. 
 

Finally, we have asked the question if respondents instead of paying and owning a 
book, would be willing to subscribe to e-books / audiobooks. Almost 21 percent have 
chosen this answer option. According to our data, half of the respondents in this 
group consist of those who prefer paper books. It is also a large proportion of those 
who prefer books that are not willing to pay to buy e-books. Adding these two 
results together, we can find that the group of books who prefer paper books are de 
facto interested in e-books, but only if they are free or by subscribing to them. 
Owning e-books / audiobooks is obviously not a strong option. 
 

5.7 Choice and willingness to pay for e-books and audiobooks respectively 
So far, we have treated e-books and audiobooks as one decision-making option for 
respondents. Below we distribute the willingness to pay for the three decision 
options on e-books and audiobooks. The reason is that there are clear indications 
that many readers of e-books and audiobooks have different preferences for them 
and hence probably different willingness to pay. Statistics from, among other things, 
the Book 2017 and the Mediabarometer 2016 show that the market for audiobooks 
expands rapidly and faster than e-books. In  
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Table 23 we report the frequency distribution of the willingness to pay given the 
three media choices that the respondents prefer and in  
Table 24 we present the corresponding frequency distributions for the audiobooks 
option.  
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Table 23 and  
Table 24 show that respondents who prefer paper books are more willing to pay for 
e-books than audiobooks, but in either case, the willingness to pay is very low and 
they are absolutely not willing to pay more for either e-books or audiobooks than for 
paper books. Even among those who prefer e-books / audiobooks, the willingness to 
pay for both media is low and possibly slightly lower for audiobooks. On the other 
hand, this category is clearly interested in subscribing to audiobooks, a result that 
matches statistics from the Book 2017 and the Mediabarometer 2016. 
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Table 23  Willingness to pay for e-books, given choice 

 
Only 

download 
free books 

Less than 
for paper 

books 

The same 
price as for 
paperbooks 

Pay more 
for e-books 

than for 
paperbooks 

I prefer to 
pay for e-
books as a 

service 

 
Total 
Count/

% 

Paperbooks 
%within 
choice 

25,7 58,4 4,4 0,0 11,5 113 
100 

It depends 
%within 
choice 

31,7 43,9 17,1 2,4 4,9 41 
100 

e-books 
%within 
choice 

25,9 36,2 15,5 6,9 15,5 58 
100 

Total Count 57 105 21 5 24 212 
 
 

Table 24 Willingness to pay for audiobooks, given choice 

 

Only 
download 
free books 

Less than 
for paper 

books 

The same 
price as for 
paperbooks 

Pay more 
for 

audiobooks 
than for 

paperbooks 

I prefer to 
pay for e-
books as a 

service 

 
 

Total 
Count 

Paperbooks 
%within 
choice 

31,9 36,3 11,5 0,9 19,5 113 
 

It depends 
%within 
choice 

41,5 29,3 17,1 2,4 9,8 41 
 

Audiobooks 
%within 
choice 

41,4 12,1 17,2 6,9 22,4 58 
 

Total Count 77 60 30 6 39 212 
 

5.8 Reading frequency and willingness to pay for fiction and non-fiction 
electronical books  

Several studies, both international and Swedish, state that it is primarily fiction 
books that readers buy or subscribe to as e-books. We have therefore investigated 
whether this is true for respondents in our survey and how often e-book or 
audiobooks readers read fiction and non-fiction books. 
 

In the following Table 25 (fiction) and Table 26 (non-fiction) we have divided the 
reading rate into two groups, and those who read a maximum of two books per year, 
and those who read at least one book a month, i.e. The two groups Seldom readers 
and Often readers. Compared to the two tables, we can see that Seldom readers 
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prefer to read fiction books in the form of e-books rather than non-fiction (133-119), 
while the reverse applies to often readers. They have some overbalance for non-
fiction (74-60).  
 

Comparing the willingness to pay for fiction and non-fiction books between Seldom 
and Often readers, we can note that Seldom readers show the same distribution of 
willingness to pay for fiction and non-fiction books, while on average readers are 
willing to pay a little more for non-fiction books than for fiction books. However, the 
differences are small so some definite conclusions about differences in the 
willingness to pay cannot be deducted. Rather, one can say that the willingness to 
pay for both Seldom readers and Often readers is essentially the same for both 
fiction and non-fiction books. In general, our material cannot support the fact that e-
book/ audiobook readers prefer fiction literature or are willing to pay more for such 
books than for non-fiction books. 
 

Table 25 Reading freq. vs Willingness to pay for fiction e-books/audiobooks 

 

Only 
download 
free books 

Less than 
for paper 

books 

The same 
price as for 
paperbooks 

Pay more for 
e-/audiobooks 

than for 
paperbooks 

I prefer to 
pay for e-
books as a 

service 

 
 
 

Total 
Count/ 
100 % 

Seldom readers % 24,1 39,8 14,3 2,3 19,5 133/100 
Often readers %  20,0 33,3 18,3 3,3 25,0 60/100 
Total Count 44 73 30 5 41 193/100 
Total % 22,8 37,8 15,5 2,6 21,2  

 
Table 26 Reading freq. vs Willingness to pay for non-fiction e-books/audiobooks 

 

Only 
download 
free books 

Less than 
for paper 

books 

The same 
price as for 
paperbooks 

Pay more for 
e-

/audiobooks 
than for 

paperbooks 

I prefer to 
pay for e-

/audiobooks 
as a service 

 
 
 

Total 
Count/ 
100 % 

Seldom readers % 24,3 41,2 10,9 2,5 21,0 119/100  
Often readers % 12,2 37,8 20,3 5,4 24,3 74/100  
Total Count 38 77 28 7 43 193/100 
Total % 19,7 39,9 14,5 3,6 22,3  

 

5.9 The choice and access to dedicated reading device 
In order to utilize e-books / audiobooks, technical equipment is needed; an e-book 
reader, computer or smartphone. To what extent individuals procure such 
equipment to accommodate electronic books depends on a variety of factors. In 
chapter 0 we presented various theories and some empirical studies for adoption of 
technological innovations, including the e-book reader. According to the social 
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cognitive theory, presented by Bandura, the individual must have enough self-
confidence and believe in his ability to handle the technical tools for reading an e-
book. Respondents in our survey consist of 94 percent of people who are either 
university students or have an academic degree. One can therefore reasonably 
assume that an overwhelming majority of respondents have sufficient confidence to 
handle relevant technical tools for e-books. 
 

According to the TAM, UTAUT theories and the theory of intrinsic and extrinsic 
motivations, one can single out three fundamental motivational factors in order for 
the individual to adopt new technology. They are perceived enjoyment (playfulness), 
perceived usefulness and perceived ease of use. As far as perceived enjoyment is 
concerned, we cannot expect our sample to deviate in a systematic manner from an 
average of the adult population. One might think that the utilization of the technical 
equipment itself is fun or not. On the other hand, we expect that our sample of 
almost just students and academics sees the value of utilizing these technical objects 
in the studies and at work. Perceived usefulness should characterize their 
motivation. Finally, Perceived Use, i.e. the ease / difficulty of using the equipment. 
We expect the respondents to have no difficulty in using the technical equipment. 
 
In summary, this means that we expect a very large majority of respondents to have 
access to computer, tablet, e-book reader or smartphone. To state this is not of 
particular interest. We consider that as obvious. Instead, we have focused on 
whether respondents have access to an e-book reader (i.e. a device that is just for 
reading e-books as opposed to a general purpose tablet), which is a more 
customized technique for reading e-books. Our interest is once again focused on 
possible differences between those who prefer paper books or e-books or those who 
have answered "It depends". 
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Table 27 shows that an overwhelming majority, almost 80 percent, does not have 
access to any dedicated reading device. Obviously, there are many e-book or 
audiobook users using technical equipment other than custom e-book readers. A 
certain overweight of those who answer yes is found among those who prefer e-
books / audiobooks, which is expected. Less expected is that the proportion is as low 
as 27.6 percent. Equally surprising, it may seem that the "It depends" group has just 
over every third respondent access to dedicated reading device, even though they 
are more reluctant to use e-books / audiobooks. Of the total 20 percent of which 
have access to dedicated reading device, most use Amazon´s Kindle. 
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Table 27 Choice vs Access to dedicated reading device 

No Yes Total 
count 

/% 
Paperbook % within 
choice 

87,6 12,4 113/100 

It depends % within 
choice 

63,4 36,6 41/100 

e-/audio % within 
choice 

72,4 27,6 58/100 

Total count 167 45 212 
Total % 78,8 21,2 100 

 

5.10 Summary of the analysis so far 
The analysis of the different cross tables has given some interesting results that we 
summarize here before we report the results of the regression analyzes. 
 

Reading habits: Of the 212 respondents, 53 percent prefer paper books, while those 
who prefer e-books are 27 percent and "it depends" 19 percent. Respondents' 
responses were divided into two groups. Often readers and Seldom readers. Often 
readers are the ones who read most both paper books and e-books. 
 

The choice and age distribution: In our material the age group of 20 – 40 years is 
highly over represented, which must be taken into account when interpreting the 
results. The age group 40-60 years predominantly prefers to read paper books, a 
result that is also found in the age group 20-40 years. There is no significant 
difference in e-book reading between the ages 20-40 years and 40-60 years in our 
material. 
 

The choice and gender distribution: The difference in preferences between paper 
books and e-books is great for women, 62.7% versus 17.3%. Men's preferences are 
somewhat evenly distributed, albeit with a clear overweight for paper books. We can 
also note that the proportion of men who prefer e-books / audiobooks is about 
twice the proportion of women. 
 

In terms of the gender distribution between fiction and non-fiction literature, we 
divided the respondents into the Seldom readers and Often readers groups. Among 
Seldom readers there was no gender difference between fiction and non-fiction. 
Among Often readers there seem to be a little overweight for non-fiction for both 
genders, a result that differs from what other studies reported. This may be because 
the majority of the survey's respondents consist of students and those with 
academic degrees. An explanation for our results may be that both students and 
academics read research reports and scientific articles in electronic form. 
 
The choice and education distribution: Persons currently studying at universities 
account for about 44 percent of respondents, and for those with university degrees, 
almost 50 percent. The distribution of the two education groups on paper books, it 
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depends on the respective e-books is basically the same, and there are no significant 
differences between the two groups of education level. A large majority of both 
education groups prefer paper books and about a quarter have preferences for e-
books. 
 
The choice and salary distribution: It is primarily those with the lowest and highest 
household income that prefer paper books. The income classes between them show 
a weaker interest. Those who prefer e-books are found in the highest income class. 
More than 53 percent of all respondents who prefer e-books / audiobooks are found 
in this income class. 
 
Paper books, e-books and audiobooks are not perfect substitutes, although the main 
purpose of all three media forms is the same, namely to make use of the content. 
This means that you can expect differences in willingness to pay between these 
three media forms. 
 
More than 20 percent of respondents are not willing to pay for e-books / 
audiobooks. They prefer to download the books for free. Probably this group 
consists mainly of students with low incomes. An equal share prefers not to buy e-
books / audiobooks but to subscribing to them for a monthly fee. 
The respondents who prefer paper books are very reluctant to pay for e-books / 
audiobooks. As many as 88 percent do not want to pay anything at all or less than 
for a paper book, or they prefer to subscribe to e-books. 
Among those who prefer e-books / audiobooks, the willingness to pay is higher, but 
a majority prefers to pay less than for a paper book or to subscribe to a monthly fee. 
 

A breakdown of respondents' willingness to pay in Seldom readers and often readers 
and in fiction and non-fiction literature, shows that the willingness to pay for both 
Seldom readers and Often readers is largely the same for both fiction and non-fiction 
books. In general, our material cannot support the hypothesis that e-book / 
audiobook readers prefer fiction literature or are willing to pay more for such books 
compared to non-fiction books. 
 
An overwhelming majority, almost 80 percent, has no access to any dedicated 
reading device. A somewhat larger proportion among those who answered yes is 
found among those who prefer e-books / audiobooks, but the proportion is low, 27.6 
percent. Of the "It depends" group, just over every third respondent has access to 
dedicated reading device, even though they are more reluctant to use e-books / 
audiobooks. Of the totally 20 percent of which have access to dedicated reading 
device, most use the Amazon Kindle. 
 

5.11 Binominal logistic regression analysis 
So far in this chapter we have analyzed the relationships between the dependent 
variable Choice and the various independent variables one and one in the form of 
cross-table variations. It has given an overview of the significance of the various 
independent variables for respondents' choice of paper book and e-books / 
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audiobook as well. However, a more rigorous analysis requires that we take into 
account the influence of the independent variables on the respondents' choices. 
 

Because the dependent variable "Choice" consists of three discrete values, two of 
which can be considered as main options, a logistic regression model is required. 
With two discrete values of the dependent variable, the binominal logistic regression 
method is appropriate. In this section we report the results of the binominal logistic 
regression analysis. Further in the chapter, the corresponding results of the multi-
nominal logistic regression analysis are reported. 
 
The dependent variable "Choice" in this binominal analysis is encoded so that: 
 
Paper books: 0 
E-books/audiobooks: 1 
  
The model consists of six independent variables and the reference option for each is 
as follows: 
 
Age: < 20 years 
Gender: Woman 
Education: < high school 
Salary: < 100.000 SEK 
Dedicated Device Access: No 
Willing to pay for e-/audiobooks: Only download free books 
 
The output from a binomial logistic regression determine which of the independent 
variables have a statistically significant effect on the dependent variable and how 
well the model predicts the dependent variable. However, to get valid results, the 
method requires that some conditions are met for the data. 
 
Assumption 1: The dependent variable is nominal with two values. That condition is 
met in our analysis because we focus on the options of paper books and e-books. 
 
Assumption 2: The model should contain at least one independent variable, either 
continuous or nominal. Our model contains between two and six nominal 
independent variables. 
 
Assumption 3: It must be independence of observations and the categories of the 
dichotomous dependent variable, i.e. the respondents can only choose paper books 
or e-books /audiobooks, not both. In the same way all nominal independent 
variables should be mutually exclusive. Again, the condition applies either or. The 
answer options for the various independent variables are exclusive, for example, a 
respondent can be either male or female, not both and. These terms are met in our 
material. 
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Assumption 4: The number of valid observations for each of the independent 
variables should be at least 15. That condition is met with a good margin, as the 
number of valid observations varies between 144 and 171. 
 
Assumption 5: There should be a linear relationship between the continuous 
independent variables and the logit transformation of the dependent variable. Since 
we do not have any continuous independent variables, this assumption is not 
relevant. 
 
Assumption 6: There should be no multicollinearity between the independent 
variables, i.e. when there are two or more independent variables that are highly 
correlated with each other. This leads to problems with understanding which 
independent variable contributes to the variance explained in the dependent variable. 
The following table of correlations between the independent variables shows that 
significant correlation of the 0.05 level exists in 7 of the 15 combinations of the 
independent variables. In three of these cases, the correlation is slightly stronger 
than for others, namely Age-Education, Age-Salary and Education-Salary with 
correlation coefficients of 0.200 - 0.311. There is expected connection and 
something that we need to take into account in the interpretation of our estimates. 
Weak but significant correlations exist between Age-Gender, Age-Device Access, 
Gender-Device Access, and Salary-Device Access. No significant correlations exist 
between "Willing to pay for e-books / audiobooks" and other independent variables. 
In summary, we estimate that no inconvenient multi-colinearity is present between 
the independent variables. 
 

Table 28 Pearson Correlations 

 Age Gender Education Salary Device 
Access 

Willing to 
pay for e-

/audiobooks 
Age 1 -0,162* 0,200** 0,239** -0,154* -0,079 
Gender  1 -0,047 0,069 0,183* -0,036 
Education   1 0,311** 0,074 0,013 
Salary    1 0,179* 0,134 
Device 
Access 

    1 -0,091 

Willing to 
pay for e-
/audiobooks 

     1 

Numbers 171 169 171 146 171 171 
*. Correlation is significant at the 0.05 level (2-tailed). 

**. Correlation is significant at the 0.01 level (2-tailed). 
 
Assumption 7: There should be no significant outliers or other extreme observations. 
Such observations may adversely affect regression results. Using the "Casewise list" 
feature in SPSS, we have tested for the presence of extreme observations. If the 
studied residual value of an observation is greater than 2,5 it should be inspected to 
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determine if it is necessary to remove it from the analysis. The Casewise diagnostics 
found an observation of 2,569, i.e. Just above the limit 2.5. We decided to keep that 
observation in our survey material. 
 
In summary, our material meets all seven conditions in order to use the binominal 
logistic regression method. 

5.12 Test of the models validity 
Before analyzing the results of regression calculations, we present an analysis of the 
validity of the full model to provide reliable results. 
 
The models dependent variable, Choice, has two values – Paper book or e-book  / 
audiobook. The answer option "It depends" has been ruled out in this model. This 
means that the maximum number of observations is reduced from 212 to 171. 
 
An initial analysis step of the model's validity is to compare the probability of correct 
prediction of the "paper book" or "e-book / audiobook" response options, for 
example, no independent variables included in the model, i.e. only the equation 
constant, with the prediction probability when all independent variables are 
included (the success rate). The analysis showed that predictability probability 
increased from 66 percent to 76.4 percent. The interpretation is that if you only have 
information about the number of respondents who choose the paper book and the 
e-book / audiobook, then the best guess is that a randomly selected person chooses 
a paper book. You then get right in 66 percent of the cases. If you have information 
about the respondents' values of the six independent variables, ie age, gender etc, 
the probability of correctly guessing of a randomly chosen person's choice increases 
to 76 percent. 
 
The Chi-square test of the model shows that the model significantly contributes to 
increasing the likelihood of correct prediction of respondents' choice between paper 
book and e-book / audiobook. (Chi-square = 31.27, Significance = 0.008 <0.1). We 
also conducted a Hosmer-Lemeshow test that showed the significance of 0.251> 0.1 
which indicates that we do not have a poor fitting model. 
 
Nagelkerke R2 amounted to 0.27, which should be interpreted carefully as the 
model's explanation value is 27 percent. In binominal regression models, the R2 
value is usually lower than in multiple regression. R2 of 0.27 may be considered 
satisfactory while showing that additional independent variables should be added to 
the model to obtain a higher explanation value. However, it should be noted that 
there are two different strategies for building the model. The one aims to get as 
comprehensive explanations as possible to the respondents' choice between paper 
book and e-book / audiobook. In that case, the model should be supplemented with 
additional independent relevant variables. The second strategy we chose aims at 
analyzing what just a certain selection of independent variables can explain in the 
respondents' choice between paper books and e-books. In that case, it is most 
important that different tests show that the model is significant and a R2 of 0.27 is 
not critical, but instead, it should be referred to as satisfactory. 
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We have chosen to test our analysis model step by step to see how the explanatory 
values and significance of the independent variables are affected when we insert 
more variables into the model. The first model, model 1, consists of the three 
independent variables Age, Gender and Education. In Model 2, we add Salary and 
Device Access. In Model 3, we add Willingness to pay to include all six variables of 
the model. 
 
The following table lists the independent variables that are included in each model. 
 

Table 29 Independent variables in the models 

Variables Model 1 Model 2 Model 3 
Main model 

Age X X X 
Gender X X X 
Education X X X 
Salary  X X 
DeviceAccess  X X 
Willingness to pay   X 

 
In the table below we have compiled the main results from the three different 
models. 
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Table 30 Summary of the regression results 

 M1 M2 M3 
(Main 
model) 

Number of 
included obs. 

169 144 144 

Prediction % 
Constant 

65,7 66,0 66,0 

Prediction % 
model 

68,0 72,2 76,4 

Chi-square 11,633 17,314 31,273 
Model 
significance <0,10 

0,113 0,099 0,008 

Hosmer-
Lemeshow test 
>0,1 

0,885 0,759 0,251 

Nagelkerke R2 0,092 0,157 0,270 
Significant 
variables <0,10: 

   

Age    
Gender 0,012 0,052 0,054 
Education    
Salary    
DeviceAccess  0,079 0,020 
Willingness to 
pay (alt. The same 
price as for 
paperbooks)) 

  0,012 

B-values for the 
constants and the 
significant 
variables: 

   

Constant -1,226 -0,035 1,392 
Gender -0,960 -0,866 -0,908 
Device Access  -0,882 -1,241 
Willingness to 
pay 

  -1,305 

 
In model 1, the increase of the accuracy of the prediction is extremely small 
compared with the constant when the Age, Gender and Education variables are 
included, from 65.7 percent to 68.0. On the other hand, the accuracy of the meeting 
increases the number of variables that are included to 76.4 percent in the full model. 
The Chi-square for the first two models is doubtfully significant. The values are 
located on either side of the significance limit 0.10. On the other hand, Chi-square 
for Model 3 shows that it is clearly significant. Similarly, Hosmer-Lemeshow shows 
that none of the three models are poor fitting. 
 

Nagelkerkes R2 shows an increased explanation value as more variables are included 
in the model, from 0.092 for Model 1 to 0.270 for Model 3. 
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If we examine the variables that significantly help explain the respondents' choice 
between paper books and e-books, given the influences of other variables in the 
models, we see that in model 1 only the gender variable is significant. Adding the 
Salary and DeviceAccess variables shows Model 2 that DeviceAccess also significantly 
contributes. Finally, in the full model, where we have also included Willingness to 
pay, it appears that from the different payment options, only the "Pay the same 
price as for paper books" option is significant. 
 
The Willingness to Pay variable consists of five response options (Only downloads 
free books, Pay less than for paper books, Pay the same for paper books, Pay more 
for e-books than for paper books and I prefer to pay for e-books / audiobooks as a 
service). The first four means that the respondent answers the question how much 
you are willing to pay to own an e-book / audiobook, while the last option is to 
subscribe to books, i.e. you do not buy and own them. That option differs in its 
character from the other four. Therefore, we tested by excluding the subscription 
option in the variable "Willingness to pay" to streamline the options. The result was 
that no deviations of significance were obtained compared to the main option. 
 

The cross-table analysis reported in Table 22 showed that if we excluded the option 
"It depends", there is a clear overweight for e-books / audiobooks among those 
willing to pay as much for an e-book / audiobook as for a paper book. 
 
So far, we can note that the model's precision and prediction increase as we include 
more variables. The model as such is significant, i.e. it helps to increase the 
explanation value for the choice between paper and e-books as compared to if no 
independent variables were included in the model, but it is obvious that more 
information is needed to obtain higher explanatory value and predictability. 
 
In none of the models, Age, Education or Salary variables are significant. This result is 
of great interest and differs from what previous studies reported. The significant test 
that SPSS generates is Wald's X2 test. It has sometimes been criticized for being too 
strict. A method to investigate if these three variables still contribute a certain 
explanation value is to compare the values for -2 log likelihoods as the number of 
independent variables is gradually included in the model. The result of such a test is 
shown in Table 31.  
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Table 31 Wald's X2 test results 

Variables in the model -2log 
likelihood 

Nagelkerke R2 

Age 218,48 0,005 
Education 215,38 0,029 
Salary 182,34 0,037 
Age, gender 209,87 0,06 
Age, gender, education 205,75 0,09 
Age, gender, education, salary 170,46 0,13 
Age, gender, education, salary, device 
access 

167,36 0,16 

Age, gender, education, salary, device 
access, Willing to pay 

153,40 0,27 

 
The three variables Age, Education and Salary, respectively, contribute little to 
increasing the model's overall significance and predictability, Age least and Salary 
most. It's only in combination with other variables as the values are improved, 
especially when Salary is included in the model. The difference in -2log likelihood 
between Education and Salary at single regressions is 33 to Salary's advantage. 
Approximately the same difference (35) exists between the models (age, gender, 
education) and (age, gender, education, salary) for the latter model, while R2 
increases from 0.09 to 0.13. This simple analysis indicates that of the three non-
significant variables, according to Wald's X2 test, Salary appears to have a certain 
influence on respondents' choice of paper book or e-books / audiobook. 
 
In the previous cross-table description, we found that there is no significant 
difference in e-book reading between the ages 20-40 years and 40-60 years in the 
data material. Both the age group 20-40 years and 40-60 years mainly prefer to read 
paper books. In the regression analyzes reported to date, we have lifted the option 
"It depends", which means that of the remaining respondents in the age groups 20-
40 years and 40-60 years about two thirds prefer paper books. 
 

Corresponding explanation exists for the Education variable. After we lift the option 
"It depends", about 80 percent of the students and those with academic degree 
prefer paper books. The variations between respondents' choices in terms of age 
and education are thus small, which is the main explanation that the coefficients of 
these two variables are non-significant, unlike the results of the Kobo survey or 
(Bergström, 2017) reported. 
 
As for the Salary variable, we could note that there was some preference among 
those in the highest income class (> 500,000 SEK / year) for e-books / audiobooks 
compared with other income classes. 
 

The correlation analysis in Table 28 showed that there is a weak but significant 
correlation between Age, Education and Salary, the three variables whose 
coefficients are non-significant in the regression analyzes. Intuitively there is a causal 
relationship between these three variables. Higher wages usually follow higher 
education and number of years in professional life, i.e. age. Our model does not 
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explicitly consider whether such a causal relationship exists, but we are pleased to 
note that the three variables together contribute to the validity of the full model. 
But if for a moment we go beyond the normal significance of the coefficients of 
independent variables, model 3, i.e. the complete model, shows that from the 
various educational options, the academic grade is the closest to the significance 
limit. Among the Salary options is the option of the highest income (> 500,000 SEK) 
closest to the significance limit. No definite conclusions can be drawn from this, but 
our findings indicate that it would be valuable with a deeper and significantly 
broader study to clarify the importance of age, education and income for the choice 
between paper and e-books. 
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Table 31 below shows the estimated probabilities of the different significant 
variables, i.e., a certain "option" of the independent variables prefers a paper book 
or e-book / audiobook. 
 
The method for calculating the probabilities of the different outcomes is to first 
calculate the odds that are then transformed into probabilities as follows: 
 
ODDS = eC+BX 

where C = The constant in the equation 
 B = The coefficient which shows the change in the log odds that occur for a 
one-unit change in an independent variable when all other independent variables 
are kept constant 
 X = The independent variable 
Probability is calculated by: 
Prob. = ODDS/(1 + ODDS) 
 
Table 32 Probabilities of the significant variables 

Variables Model 1 Model 2 Model 3 
Gender Male (=1) 0,101 0,289 0,619 
Gender Female (=0) 0,227 0,491 0,802 
DeviceAccess Yes (=1)  0,286 0,538 
DeviceAccess No (=0)  0,491 0,802 
Willingness to pay (alt. 
the same price as for 
paperbooks) 

  0,522 

 
Before we comment on the results, the probabilities in italics should be mentioned. 
Comparing Gender Female with DeviceAccess No shows that the probabilities are 
equal (0.491 in Model 2 and 0.802 in Model 3). Intuitively, there is no reason why 
these probabilities should be the same.  
 
The reason is the specification of the model that when the variable's alternative 
assumes the value 0, its coefficient is multiplied by 0 and the exponent becomes only 
the constant, which is equal to the two independent variables. Therefore, the 
absolute values for the zero options may be interpreted with caution. On the other 
hand, we can compare the zero options with the one-options for each variable. 
 
The differences in probabilities between the reduced models and the main model 
are significant. The probability that a man chooses an e-book audiobook, all other 
variables equal, rises from 10 percent in model 1 to 62 percent in model 3. The 
equivalent of a woman is an increase from about 23 percent to 80 percent. The 
interpretation is that women are more willing to buy e-books than men, a result that 
is consistent with both the Kobo study and (Bergström, 2017).  
 
On the other hand, the results for access to a dedicated reading device may appear 
contra-intuitive at first glance. Both Model 2 and 3 show that those who lack reading 
devices are clearly more likely to buy e-books than those with access to such 
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equipment. One should expect that those with access to reading devices, such as 
Amazon's Kindle, would be more likely to buy e-books than those who lack. The only 
explanation for our results is that access to reading devices, specifically adapted for 
reading e-books from special publishers (type Amazon) or listening to audiobooks, 
does not play a decisive role in the willingness to buy e-books. E-books and 
audiobooks can be consumed in many other ways, via computer, reading tablet and 
smartphone. 
 
In terms of payment willingness, only one of the options is significantly different 
from the zero option to pay nothing at all (Only download free books), namely to pay 
the same price as for paper books. The probability of it is just over 50 percent, which 
should be interpreted as about half of these respondents are willing to pay as much 
for an e-book / audiobook as for the corresponding paper book. The other half 
obviously does not want to pay as much for an e-book / audiobook. To this effect, it 
should be recalled that none of the other payment options was statistically 
significant, a result that at first glance may also seem counter-intuitive. However, 
cross tables Table 22 through  
Table 24 showed that a significant majority of respondents would not pay at all for e-
books or pay only a small amount. There are several explanations for this, as we 
discussed earlier, but the results indicate that e-book / audiobooks companies have 
a work to do when it comes to pricing. 
 

5.13 Multi-nominal logistic regression analyzes 
Because the dependent variable has three values – Paper book, it depends and e-
book / audiobook –a multi-nominal logistic regression model is required to analyze 
all three alternatives. This model sets the same data requirements as the binary 
model plus a further condition, namely the assumption of proportional odds. SPSS 
manages multi-nominal logistic regressions (GENLIN) such that in step 1 binary 
logistic regressions are performed for the number of response options in the 
dependent variable minus 1. In our model with three response options, two binary 
logistic regressions were performed, both with the e-books / audiobook response 
option as a reference options. By proportional odds means that each independent 
variable has an identical effect at each cumulative split of the ordinal dependent 
variable. The key point to this type of ordinal regression is that the odds ratio for 
each cumulative logit is assumed to be equal. That is, the odds ratio for one 
dichotomy is the same as any other dichotomy. 
 

To test this, compare the model fit (the "-2 Log Likelihood") between the 
proportional odds model (the "Null Hypothesis") and a cumulative odds model 
without the proportional odds constraint / assumption (the "General"); That is, a 
model where the slope coefficients (relationships) are allowed to be different for 
each cumulative logit. If the assumption of proportional odds is met, the difference 
in model fit (the "Chi-square") between these two models is expected to be small 
and not statistically significant. The result of the analysis ("Test of Parallel lines") 
showed at X2 = 14,849 and significance = 0.190> 0.1, i.e., the assumption of 
proportional odds is met. 
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The difference between the intercept and the full model's -2 log likelihood values, 
showed a significant X2 value of 19,485. Both Pearson's and Deviance's X2 values 
were significant. Nagelkerke's R2 amounted to 0.12, which is significantly less than 
the corresponding binary model (0.27). 
 
Overall, these tests show that the inclusion of the option "It depends" in the 
dependent variable, and with the observations that both data and model 
specification are valid, we can proceed and analyze regression results. 
 

GENLIN selects by default the last answer option in each variable as the reference 
option. Since the method is also based on the assumption of proportional odds, it 
imposes a restriction on the coefficients of the independent variables in both the 
underlying binary logistic regressions to make them equal. This assumption 
generates a coefficient for the respective independent variable in the final 
multinominal equation. On the other hand, the constant (threshold) is different for 
the two binary equations. This means that we compare each of the two answer 
options "Paper books" and "It depends" with the reference option "e-books / 
audiobooks", i.e. paired comparisons. 
 

In this multi-nominal regression analysis, we have excluded the variable "Willingness 
to pay" because it gave very strange and totally insignificant results. 
 
Table 33 below summarizes the main results of the estimates. Only two variables 
became significant, Gender and Device Access, both with negative coefficients. 
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Table 33 Summary of the multi-nominal regression results 

Number of included obs. 177 
Significant variables <0,10:  
Gender 0,060 
DeviceAccess 0,046 
B-values for the thresholds 
(constants) and the significant 
variables: 

 

Threshold (choice = paper) 0,206 
Threshold (choice = it depends) 1,102 
Gender - 0,628 
Device Access -0,759 

 
Using the different B values and the previously reported equation for ODDS 
probability, we can calculate the probabilities of Gender and Device Access for 
selecting paper books, and it depends relative to e-book / audiobooks. 
 
 

Table 34 Probabilities of the significant variables 

Variables Paperbooks vs.  
e-/audiobooks 

It depends vs.  
e-/audiobooks 

Gender   
     Male  0,396 0,616 
     Female 0,551 0,751 
Device Access   
     Yes 0,365 0,585 
     No 0,551 0,751 

 
These calculations show that women prefer paper books more than men compared 
to e-books / audiobooks. The results are different from those in Model 2 at the 
binary regression analysis. In the binary analysis, almost 30 percent of the men 
preferred e-books / audiobooks, while in this analysis, the result is the reverse. 
About 40 percent prefer paper books over e-books / audiobooks. This effect is a 
function of introducing the third option "It depends". For women, however, the 
results between the binary model and the multi-nominal are largely the same. The 
binary model showed that almost 50 percent of women chose e-books / audiobooks, 
while in the multi-nominal model the result was 55 percent. 
 

Even for the Device Access variable, conflicting results are obtained between the 
binary and multi-nominal model in the choice between the paper book and the e-
book / audiobook for those who have access to reading devices. In the binary model, 
29 per cent chose e-books and audiobooks, while in the multi-nominal model the 
part who selected paper books was almost 37 per cent. On the other hand, the 
difference for those who do not have access to reading devices is very small 
between the two models (49 percent to 55 percent). 
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The reason for, this multi-nominal analysis, however, is primarily the comparison 
between it depends and e-books. The first thing we can note is that all four 
probabilities are relatively high. I.e. in all cases, the likelihood of respondents 
choosing the option "It depends" is greater than "e-books / audiobooks". We also 
see that women have a slightly greater inclination to choose the option "It depends" 
than men. Those who do not have access to a dedicated reading device are clearly 
more likely to choose "It depends" in front of e-books / audiobooks compared to 
those who have access to reading devices, a result that seems intuitive. 
 

In conclusion, we want to point out that the results of all regression analyze must be 
interpreted with caution. You cannot interpret the estimated probabilities as facts, 
but the results indicate instead the inclination of different categories of respondents 
for the choice between paper books, e-books, and the intermediate choice "It 
depends". 

6 Conclusions and Implications 
 

The technical conditions for expanding the market for e-books and audiobooks in 
Sweden are very good. The digital maturity and technical infrastructure are at the 
top of the world. Virtually all households have the technical equipment needed for 
digital books, especially among younger people. However, the market for e-books 
and audiobooks is quite new, which means that it is still very small compared to 
paper books. However, as the above analysis shows, the rate of growth is high, 
especially in the form of subscription services. 

According to the book companies, there is a major barrier to the expansion that 
digital books have to pay 25 percent in VAT while paper books only need to pay 6 
percent. A lowering of VAT to the same level as for paper books would most likely 
significantly increase the sale of digital books. But it is far from certain that Sweden's 
government and parliament will implement such a reduction in VAT. 

At the same time, it appears that the production costs for digital books are lower 
than for paper books. In both cases, the books are digitally written. Thereafter, costs 
arise in the form of paper, printing, binding and stock keeping for paper books, costs 
that the digital books do not have. In addition, distribution costs are lower in digital 
books. With a stroke of a key, the book is on its way to the reader, while the paper 
book has to be distributed by mail. 

According to book companies, increased profitability is required for broad-based e-
books and audiobooks. This can be obtained through reduced costs, reduced VAT 
and increased production volume. But in order for consumers to increase demand 
for e-books and audiobooks, lower prices and increased breadth of e-books and 
audiobooks are required. The market's supply and demand sides interact and 
because companies must essentially relate to readers' preferences, and not the 
contrary, it would be up to the booksellers to first act if they want the e-book market 
to expand. Acting requires increased knowledge of the factors that affect readers' 
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choice of e-books vs paper books. Or, as Jens Klingelhöfer has put it in the quotation 
earlier in this thesis: 

… “Consequently, everybody in this industry should heavily focus on finding new 
readers and getting in touch with them in order to build relationships with those 
readers. Otherwise reading will lose market share in the ‘attention market’ of future 
media consumers.” 
 
The book market is still dominated by paper books, both in Sweden and 
internationally. Since a decade, the share of e-books and audiobooks has grown 
rapidly, but still the electronic options represent a very small part of the total book 
market. With the rapid digitisation of recent decades and people's habits of using 
computers, tablets and smartphones, one can expect the amount of electronic books 
to increase in the future. The question is what characterizes the Swedish electronic 
book market. What categories of customers do prefer e-books to paper books? 
Those who do not yet prefer the electronic options, what do they require to choose 
these book media? These issues have been analyzed in several countries and the 
answers have diverged a lot. In Sweden, the main research group (Bergström, 2017) 
sought answers to these questions among the Swedish book readers. 
 
As stated in chapter 0 the purpose of this survey is to provide increased knowledge 
of why book buyers choose e-books, audiobooks or paper books, as well as the 
differences between different reading groups. 
 
To get a better understanding of the book market in Sweden and the book buyers' 
preferences, we have studied the international and Swedish development of paper 
books and e-books. From this comparison, we note that e-books' share of the book 
market in countries like the United States, Great Britain, Germany and France is 
significantly larger than in Sweden. This is surprising given the high degree of 
maturity in Sweden with the use of computers, reading plates and smartphones. 
Sweden, with its 2-3 percent e-books of the total bookmark, is far behind these 
countries. It can be interpreted as having a significant potential for electronic books 
in Sweden or that the interest in e-books is limited. This may also be due to the fact 
that the availability of e-books is too limited in Sweden for electronic books to get a 
proper impact. 
 
We have also analyzed different theories and empirical investigations into the causal 
relationships between the choice between the paper book and the e-book / 
audiobook. We have studied the book market from both supply and demand. 
 

Against this background we conducted a survey to empirically contribute to 
increased knowledge of the Swedish book market and the readers' choice between 
paper books and the electronic options. 
 

Respondents amounted to 212 persons, mainly consisting of students at Blekinge 
Technical University, as well as academics. This means that our survey is not a 
representative sample of the Swedish people, nor was it our purpose. Such an 
examination falls outside the scope of what is possible for a thesis of this kind. On 
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the other hand, our study provides indications of the factors that influence our 
respondents' choice of paper books and e-books. Our results can then be compared 
to what other studies in Sweden have come up with. Our results can thus either be 
in line with previous results, which is interesting in itself, or be hypothesis-
generating if our results differ significantly from previous surveys. 
 

The statistical analysis was divided into two parts. In the first part, we presented 
different coding tables between the dependent variable Choice and six independent 
variables (age, gender, education, salary, access to reading devices and willingness to 
pay for e-books). All of these variables are common in various studies in this field. In 
the second part of the analysis, we performed binominal logistic regression analyzes, 
with the Choice variable consisting of the paper book and e-book/ audiobooks) and 
multi-nominal logistic regressions, as the Choice variable also included the option "It 
depends". 
 
A cross-table analysis gives a good insight into the appearance of the data and the 
relationships between the dependent variable and the various independent 
variables. The distribution of the different frequencies gives an idea of the size of 
different response options and how they relate to the dependent variable. But cross 
tables do not show a causal relationship. In addition, the cross tables can hide 
different relationships between the independent variables, so some definite 
conclusions about unambiguous causal relationship cannot be deduced from them. 
Regression analyzes are required, taking into account all independent variables 
included in the model. 
 

6.1 Conclusions from the cross-table analyzes 
The indicative conclusions we draw from the cross-table analyzes are as follows: 
 

Reading habits: Of the 212 respondents, 53 percent prefer paper books, while those 
who prefer e-books are 27 percent and "it depends" 19 percent. Earlier reported 
theories and empirical surveys showed that those who often read paper books are 
those who read e-books as well. The responses from our respondents were divided 
into two groups. Often readers and Seldom readers. Often readers are the ones who 
read most both paper books and e-books, which is in line with the results of other 
studies. But our results also indicate a refinement of the conclusion; it is often 
readers who are also dominant among e-books audiobooks, not just among those 
who prefer paper books. 
 

The choice and age distribution: Our material has a major focus in the age group 20-
40 years. The age group mainly chooses to read paper books, a result that is also 
found in the age group 40-60 years. There is no significant difference in e-book 
reading between the ages 20-40 years and 40-60 years in our material. Earlier 
studies have shown that it is middle-aged, or possibly older, who dominate e-book 
readers. We could not find such a link in our cross-table material. 
 
The choice and gender distribution: The difference in preferences between paper 
books and e-books seems to be high for women, 62.7% versus 17.3%. Men's 
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preferences are somewhat evenly distributed, albeit with a clear preference for 
paper books. We can also note that the proportion of men who prefer e-books / 
audiobooks is about twice the proportion of women. Earlier studies have indicated 
that it is primarily middle-aged women who constitute the main category of e-book 
readers. We could not find such a connection in our cross-table analysis. 
 

In terms of the gender distribution between fiction and non-fiction literature, we 
divided the respondents into the Seldom readers and Often readers groups. Among 
Seldom readers there was no gender difference between fiction and non-fiction. 
Often readers can see some preference for non-fiction for both genders, a result that 
differs from what other studies reported. This may be because the majority of the 
survey's respondents consist of students and those with academic degrees. An 
explanation for our results may be that both students and academics read research 
reports and scientific articles in electronic form. 
 
The choice and education distribution: Students currently studying at universities 
represent about 44 percent of the number of respondents and for those with 
university degrees, almost 50 percent. The distribution of the two education groups 
on paper books, it depends on the respective e-books is broadly the same, and there 
are no significant differences between the two education groups. A large majority of 
both education groups prefer paper books and about a quarter have preferences for 
e-books. As in the age distribution, the distribution of education in our surveys 
differs sharply from the equivalent of Sweden's population. Respondents mainly 
represent the groups of students and graduates. 
 
The choice and salary distribution: It is primarily those with the lowest and highest 
household income that prefers paper books with a certain overweight for the 
highest income class. The income classes between them show a weaker interest. The 
distribution of income classes among those who prefer e-books / audiobooks 
describes a "metropolitan-like" look. Those who prefer e-books are found in the 
highest income class. More than 53 percent of all respondents who prefer e-books / 
audiobooks are found in this income class. Previous studies have found some 
different results. Some report that it is middle income earners who mainly buy e-
books, while other studies indicate that it is primarily people in the higher income 
classes that are overrepresented among those who prefer e-books / audiobooks (see 
chapter 0). Our results from the cross tables indicate that it is primarily those with 
higher incomes who prefer e-books / audiobooks. 
 
The choice and access to dedicated reading device: An overwhelming majority, 
almost 80 percent, has no access to any dedicated reading device. A somewhat 
larger share among those who answered yes is found among those who prefer e-
book / audiobooks, but the share is low, 27.6 percent. Interesting to note is that 72 
per cent of those who prefer e-books / audiobooks do not have access to dedicated 
reading devices. Reasonably, it means that they read and listen to e-books by other 
technical equipment, such as tablet, smartphone or computer. The studies we have 
previously reviewed 2.2 primarily analyze the individuals' adoption of reading 
devices and do not include all the various technical options. Our results indicate that 
it is an overly narrow definition of interesting technical options. 
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Of the "It depends" group, just over every third respondent has access to dedicated 
reading device, even though they are more reluctant to use e-books / audiobooks. 
Of the totally 20 percent of which have access to dedicated reading device, most use 
Amazon’s Kindle. 
 

The choice and willingness to pay: Paper book, e-books and audiobooks are not 
perfect substitutes, although the main purpose of all three media forms is the same, 
namely to make use of the content. This means that you can expect payment will 
differ between these three media forms. 
 

More than 20 percent of respondents are not willing to pay for e-books / 
audiobooks. They prefer to download the books for free. Probably this group 
consists of our respondents mainly of low income e.g. students. Equal share prefers 
not to buy e-books / audiobooks but to subscribing to them for a monthly fee. 
 

The respondents who prefer paper books are very reluctant to pay for e-books / 
audiobooks. As much as 88 percent do not want to pay anything at all or less than 
for a paper book, or they prefer to subscribe to e-books. 
 
Among those who prefer e-books / audiobooks, the willingness to pay is higher, but 
a majority prefers to pay less for an e-book than for a paper book or to subscribe to 
a monthly fee. 
 
A breakdown of respondents' willingness to pay in Seldom readers and often readers 
and in fiction and non-fiction literature, shows that the willingness to pay for both 
Seldom readers and Often readers is largely the same for both fiction and non-fiction 
books. In general, our material cannot support the hypothesis that e-book or 
audiobook readers prefer fiction literature or are willing to pay more for such books 
compared to non-fiction books. 
 
Unfortunately, we have not found any Swedish study that analyzes the willingness to 
pay for e-books for those who prefer paper books or e-books, so some comparisons 
with other Swedish studies cannot be done. On the other hand, we found a US study 
that showed that price elasticity for e-books was high at a rather sharp price 
increase. Demand fell sharply. Our study and the US are not comparable, but on the 
basis of traditional price theory, it is of course reasonable to expect that even the 
Swedish e-books / audiobooks buyers react to price changes. 
 

6.2 Conclusions from the binominal logistic analyzes 
The above-mentioned cross-table analyzes gave some insight into the relationship 
between the choice between paper books and e-books. But any clear dependencies 
cannot be captured. Neither the possible relationship between the independent 
variables. 
 
In the binominal logistic regression analysis, we analyzed the relationships between, 
on the one hand, the choice between the paper book and the e-book / audiobook 
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and the independent variables on the other hand. The option "It depends" was 
omitted. After a number of tests, we found that data materials and models met the 
entire conditions of the method. 
 
Of the six independent variables (age, gender, education, salary, device access and 
willingness to pay for e-books / audiobooks), only the coefficients for gender, device 
access and the "same price as for paper books" payment option were significant. The 
variables age, education and income were non-significant, which may seem 
surprising given the results of other studies. An explanation for this can be our 
material's fairly high homogeneity regarding these three variables. However, we 
could note that all three of these variables contributed positively to the entire 
model's explanation value and significance. A relationship found in other contexts is 
that higher education provides higher pay while long-term professional experience 
(usually higher age) also contributes to higher pay. The combination of higher 
education and long-term professional experience gives a multiplicative positive but 
declining effect on salary. Therefore, in greater and in-depth studies, it is necessary 
to analyze the importance of these three variables for the choice between paper 
book and e-book / audiobook. 
 
The same applies to "willingness to pay". Certainly, one of the payment options was 
significant, but it should be beyond doubt that the willingness to pay really plays a 
role in choosing between different options. Most of our respondents are reluctant to 
pay extra for e-books, they would pay less or nothing at all. An interesting question 
for future research will therefore be to estimate price elasticities for different 
categories of readers and books and for each of the paper books, e-books and 
audiobooks. Therefore, our results on the willingness to pay may be considered 
more as hypothesis generating. 
 
As far as the probability calculations for choosing a paper book or an e-book / 
audiobook are concerned, we must interpret the absolute probabilities with caution. 
What we can primarily comment on is the probability of variability between 
variables. For example, the analysis showed that the likelihood that a woman 
chooses an e-book / audiobook is greater than for a man. So far, we can rely on the 
results with satisfactory certainty. On the other hand, you should not take the 
absolute probabilities, 0.619 and 0.802, respectively, as facts. The result that women 
have a slightly greater preference for e-books is consistent with, among other things, 
the results of the survey (Bergström, 2017) performed. 
 

The binominal analysis indicated that those who lack access to reading devices are 
more likely to choose e-books than those with such equipment. This, perhaps, some 
contra-intuitive results, can be explained by the fact that we only measure a 
technical tool among several to accommodate e-books / audiobooks. The conclusion 
is that those who read e-books and listen to audiobooks make it to a large extent 
through technical means other than dedicated reading devices. Linking a particular 
type of reading device to a company's range of e-books / audiobooks would be 
considered as an attempt by the company to gain significant power over market 
demand. Amazon's Kindle is an example of it in an earlier era in the history of the e-
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book. Today you can read e-books and listen to audiobooks through various 
technical equipment. 
 
Regarding the willingness to pay, only one of the options became significantly 
different from the zero option to pay nothing at all (Only download free books), 
namely to pay the same price as for paper books. The probability of it is just over 50 
percent, which can be interpreted as about half of these respondents willing to pay 
as much for an e-book / audiobook as for the corresponding paper book. The other 
half obviously does not want to pay as much for an e-book / audiobook. Again, we 
want to emphasize that there is every reason for in-depth studies of the book 
buyers' willingness to pay for e-books. 
 

6.3 Conclusions from the multi-nominal logistic regression analyzes 
In the multi-nominal logistic regression, we analyze all three alternatives – paper 
book, it depends as well as e-books / audiobooks. What we primarily focus on in this 
analysis is the option "it depends" and the extent to which its inclusion affects the 
other alternatives and the significance of the coefficients of the independent 
variables. The multi-nominal regression method means that paired comparisons are 
made between the different options in the dependent variable, in this case between 
paper books and e-books, and between it depends and e-book / audiobooks. The "e-
books / audiobooks" option is the reference option. A weakness of this analysis 
method is that the method forces the coefficients in front of the independent 
variables to be the same in the two above-mentioned options with e-books / 
audiobooks as reference alloys. Admittedly, our model met the requirement of 
proportional odds, but one can question whether it is in accordance with the reality 
that these coefficients are equal. 
 

The results of the multi-nominal analysis in the comparison between paper books 
and e-books are qualitatively the same as in binominal logistic regression analyzes. 
Given this choice, i.e. the option "it depends" is suppressed, women show a slightly 
higher likelihood of choosing the e-book / audiobook option compared to men. 
Likewise, the likelihood is slightly greater for those who do not have access to 
reading devices to choose e-books / audiobooks compared to those with access to 
reading devices, a result consistent with what we received at the binominal analysis. 
The result of the multi-nominal analysis thus strengthens the conclusions we 
previously reported on gender and access to reading devices. 
 
When comparing the choices between "it depends" and "e-books", given that the 
"paper books" option is suppressed, it appears that women have a slightly higher 
probability of choosing an e-book than men have, but because the results should be 
interpreted carefully we should not exaggerate the significance of this difference. 
 
In the comparison between those who have neither access to reading devices, the 
results show a slight probability overweight for the e-book / audiobook option for 
those who do not have access to reading devices. Again, the difference in 
probabilities is quite small. 
 



Diego Fernando Botero Aristizabal 
Gabriel Bergqvist 

 

6.4 Further research 
In Sweden, there are a lot of valuable statistics about the book market, not least 
what is described in Boken, published by Svenska Bokhandlareföreningen and 
Svenska Förläggareföreningen, Mediabarometern, published by Nordicom 
and Global e-book 2017. In addition, (Bergström, 2017) have conducted an 
ambitious analysis of the Swedish e-book market. Our analysis complements the 
analysis of (Bergström, 2017), although our data material is more limited than 
theirs. However, we can conclude that we can report a number of clear 
conclusions, but we can also point out a number of areas where further research 
would be desirable to gain further knowledge about determining factors for readers' 
choice between paper books, e-books and audiobooks. Such a study should be more 
extensive and preferably reflect the Swedish population. 
 

More knowledge is needed about the individual's choice of audiobooks. It is a 
market that expands rapidly albeit from a very low level. Similarly, more research is 
needed on the importance of age, education and income, variables that were 
insignificant in our study, but as other studies have pointed out as important 
explanatory factors. 
 
Price variables are important. We did not really get enough significant results for 
that variable's alternatives. Particular interest should be given to the option of 
subscribing to e-books, a form of payment that grows fairly fast. In addition, it would 
be necessary to estimate price elasticities for different groups, types of books and 
various book media in an analysis of the willingness to pay. 
 
Our model contained six independent variables, with an explanation value of 27 
percent. With our purpose of the analysis, it was satisfactory. However, it may be 
useful to test additional explanatory variables to get a more comprehensive picture 
of the determinants of readers' media choices. It should be based on social cognitive 
theory and analyze how individuals receive information and what importance 
different information channels have. 
 
Analysis of this kind does not only concern those with an interest in the book 
market, companies, libraries and readers as a group. There is also a socio-political 
interest in obtaining more knowledge of the electronic book market. This is 
especially true with regard to young people and their choice of book media. The 
reading and reading comprehension of young people is extremely important for their 
ability to manage different subjects in school, and above all for their future 
opportunities in the labor market and in life as a whole. It may sound like 
pretentious words, but nevertheless important. Failing reading and reading 
comprehension in adolescents is a serious warning sign. 
 

When the OECD PISA survey 2012 was presented, it was found that the Swedish 15-
year reading comprehension had fallen since 2000 and was significantly worse in 
2012 than most OECD countries. Moreover, the decline was faster than in most 
other countries. The PISA report was received with great dismay by large sections of 
the Swedish people, and the discussion took place both on the reasons for this 
decline and what was required by the school to reverse the trend. However, the PISA 
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report 2015 revealed that reading comprehension among the 15-year olds had 
improved and exceeded the OECD average (Skolverket, 2015). If this is a trend break, 
however, it remains to be seen. 
 

Parallel to the PISA studies, studies of the International Association for the 
Evaluation of Educational Achievement (IEA) are conducted on pupils' reading ability 
in grade 4 (PIRLS). The report from 2016 shows that the Swedish students have 
improved their reading comprehension in terms of factual texts and fiction 
(Skolverket, 2016). 
 
A positive indicator of young people's increased reading interest is that book sales in 
9-12 year-olds increased by 18 percent in 2015-2016 and by 11 percent for the age 
group 12-15 years (Wikberg, 2017). Unfortunately, there is no breakdown between 
e-books and paper books. At the same time as PIRLS, the digital reading test ePIRLS 
was conducted to investigate the fourth-grade ability to read on the internet. The 
survey showed that Swedish students are even better at digital reading than paper 
reading, which means that transition from paper books to e-books should not be a 
problem for this age group. 
 
According to the 2016 Mediabarometern, 94 percent of 9-14 year olds had access to 
computer at home, 88 percent tablet and 93 percent smartphone (Nordicom, 2017). 
The technical equipment is thus not missing for reading e-books. The media 
barometer also shows that 92 percent of 9-14 year olds use the internet on an 
average day. Over half, 58 percent read a book of which 2 percent read an e-book 
and 4 percent listen to an audiobook (Nordicom, 2017). This means that generally, 
almost half of the age group does not read any books at all on average. Here is a 
great challenge to increase the readership and reading comprehension of young 
people. 
 

The reading habits of young people can be described in terms of their reading ability 
and reading comprehension. This in turn affects, among other things, home 
relationships, language skills and the quality of school in reading teaching. If you put 
a future perspective on the book market in general and the e-book market in 
particular, it is important to take into account the reading habits of young people 
and its determinants. It is possible that e-books are a way to increase the reading of 
young people. In that case, the entry of e-books into the book market can have 
positive social and cultural effects and also be judged from a societal perspective. 
Against this background, it would be useful to further analyze how young people's 
reading habits and reading comprehension can be affected by an increased range of 
e-books and better quality in these. What factors would young people get through 
reading e-books? That question should be answered. 
 

Looking ahead, it is important to also study the technological development 
potentials found on the e-book market. As we have noted earlier, today's e-books 
and audiobooks are basically only digitized copies of paper books. It does not have to 
be that way. In the next section we will present some reasonable and expected 
technical development lines for e-books and audiobooks. 
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6.5 Possible development tracks for e-books, etc. technology integration and 
AI 

In the following we suggest what might in the future be possible development for e-
books, some nearly or already existing and some future development. 
 

6.5.1 Features based on already existing technology 

6.5.1.1 Merging the audiobook format and the e-book format 
• Mechanical reading has made great progress in recent years and is quickly 

becoming much better in reading in a comfortable and natural way. For 
example, machine reading can now intonate, read with empathy, customize 
the voice of the feelings and context referred to by the text. There are both 
fully automated and hybrid technologies for natural reading: 

o Fully automatic algorithms typically no longer build on specifically 
encoded rules for intonation, etc. but now on ML. Most often, the 
Deep Learning implementation technique is of the same type used in 
autonomous cars, modern OCR, etc. 

o Hybrid algorithms are based on the fact that a person annotates the 
text with information about where different feelings, voices, etc. are 
appropriate. 

• There is really no reason to distinguish between e-books and audiobooks. To 
the contrary, of course, for a modern user to freely switch between audio 
and text with a simple push of a button. 

 

6.5.1.2 Pay models 
Within the software industry, it is now obvious that customers have the opportunity 
to pay different prices for basically the same software functionality: 

• In principle, all paid software has a counterpart in the open-source 
community, i.e. a free option. Sometimes the free option and the paid 
product of the same company, such as the expensive RedHat product, are 
produced, while exactly the same functionality (100% compatibility) is 
available in CentOS, distributed by the same organization. The difference is 
primarily the sale of support agreements, which are limited to the payment 
product. 

• Freemium is the dominant payment model in the app market that is to say 
that the customer can use a basic version for free, while additional 
functionality requires payment. Therefore, the threshold for testing the 
product is low and the payment requirement arises when the customer is 
already exposed to various forms of marketing in the form of attractive 
features or other types of locking effects. The point is not to demand 
payment until the potential customer has made some type of time, 
intellectual, habitual, or computerized investment in the use of the product. 

• The trial model is also common, in cases where the freemium model is not 
applied. It means that the customer for a certain amount of time (often 
about 1 month) may try out the product for free 



Diego Fernando Botero Aristizabal 
Gabriel Bergqvist 

 

• It's also common to let anyone download software without restrictions, but 
with a call for companies and organizations to pay, and individuals are 
expected to pay if they wish. The model can be said naive but is very 
common. Many users obviously feel it is nice to support further development 
of the software in question. The general idea follows the classic sales 
technique not to discuss the price until at a later stage of the sales process. 

• Promotional free versions are common in the app market. For payment, the 
advertisement can be turned off. It's not hard to understand that every 
business must earn revenue in one way or another, and choice and trust are 
appreciated among users. 

• Subscription-based software, "SaaS", i.e. "Software As A Service". Within SW, 
it is typically either the right to continue using the product, or to get new 
updates continuously. Just this payment model is in the e-book market, but 
of course requires a price level that corresponds to the willingness to pay at 
the customers. 

• Compensations to all of the above payment models from the SW industry 
would be applicable to the e-book market. 

 

6.5.2 Features based on advanced technology 
 

These features require advanced technology but should still not be seen as science 
fiction. Real interactive reading 

• Based on implicit or explicit input from the user, the content of the material 
provided could be customized. In the same way as there are short versions 
and full versions of some literary works, nothing prevents the granularity of 
such adaptation of the material to consumer preferences being refined. 

• Example: If the consumer is reading slowly, or if they only listen briefly to the 
material at a time, the contents of the material can be correspondingly 
compressed. Just like a person can rewrite a text to make it shorter, 
algorithms of different degrees of intelligence can do the same. In its 
simplest form, any part of the material can be in a few degrees of human-
generated compression rates. In its more advanced form, compression can 
occur in real time by a specialized AI algorithm till a degree that adjusts the 
information density in combination with the consumer's estimated 
temporary attention span. 

• Holistic automatic adaptation of the material to the consumer's estimated 
wishes can be based, for example, on: 

o Sensor information from, for example, accelerometer (keeps the 
consumer from nodding?), Eye-trackers (peeling eyes?), Biometric 
data from pulse watches, etc 

o This can easily be combined with previous track record analysis of 
when the consumer chooses to initiate / discontinue consumption, 
time of day, time of week, time of year, consumer habits (GPS, social 
media, and other inputs about current state of mind). 
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o Add trend analysis that combines past behavior patterns with recent 
activity in relation to current trends generally within the consumer's 
typical social context. 

 

6.5.3 Opportunities given continued technological development within AI, "future 
functions" 

 

• Personal Author 
o Just as it is usually common to have a personal trainer etc., it is quite 

natural that AI-based services will be created that focus on creating 
fiction that fits the consumer's personality, preferences and current 
mood. A network of AI-based features could pick up and adapt 
primitives from existing literary cultural treasures to new 
environments, stories, themes, characters, narrative styles, etc. 

o It is hard to see that the personally colored need for distraction and 
deepening in the long run can best be met by the mass production 
mentality that static authorship actually means. Authors work a long 
time with a product that is actually expected to be take-it-or-leave-it, 
or one-size-fits-all. The cost in time for a human being to produce 
literary works from a broader perspective has great similarities and 
influences from previous works, is great. 

o The truly innovative literary works (conceptually, informationally) are 
considerably fewer than the number of books produced in the world. 

 
• Mentally authoritative support 

o When AI reaches a critical quality level on produced literary material, 
it is no longer interesting for authors to engage in writing. Just like 
fabrics today produced by weaving machines controlled by people 
other than people who sit and hand weave, it is a natural 
development of the writing itself taken over by AI and authors 
gradually increasing their focus on higher abstraction levels of 
authorship, such as idea formulation and other types of preferences 
and governance of a machine-based, AI-based, co-authorization. 

 

6.5.4 AI-supremacy as experts on cultural creativity 
This is related, but not equivalent to, the much-debated potential singularity of 
strong AI, where AI surpasses humankind as the planet's leading intelligent minds in 
a generic sense, is AI-supremacy as cultural creators.  

• Generic intelligence means that the machine has a mind capable of planning, 
innovating, judging, reasoning, etc. like humans have the ability to create and 
achieve complex goals, as opposed to AI deployed as tools with super-human 
expertise in specific fields, which is already the case in a rapidly increasing 
number of areas (classic IQ-tests recently being added to the list).  

• There is already AI systems producing music far more enjoyable than most 
humans would be capable of creating. This has nothing to do with the act of 
electronically play music, but the innovation involved in the creative act of 
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creating new music, albeit based on the cultural foundation of previous 
composer's contributions - just like what is the case for any human composer 
one might add.  

• Converged wide-spectrum cultural content lakes for holistic experience 
delivery systems. 
 

As soon as the text-producing level of authoring with equal of higher quality can be 
performed by AI-tools, the higher abstraction levels of creating valued literature can 
be connected to a wider context of cultural content and ideas. Working with 
primitives representing the essence of ideas, chains-of-events, personality 
components, as well as hard-to-describe clusters of associations, content within 
virtually any form of artistic or cultural modality could be merged by an AI-system. 
For example, current events in the news, the unfolding events within massive on-line 
gaming worlds, historical literal work, personal preferences, events in the 
consumer's own social and geographic group belongings can all be automatically 
woven into a data lake of such primitives representing high-level entities and their 
complex patterns of associations. This could substitute the human author entirely 
and directly feed the AI-based authoring tool mentioned above. The consumer could 
then continue the "story" by switching freely between cultural modalities, such as 
prose, poem, music, art, movie, interactive gaming, etc.  
 
One of many potential use cases could be reading a book adapted to my taste for 
elaborate and old-school prose during breakfast, continue the story with slightly 
faster, event-driven, story-telling while commuting, diffusing into adaptive musical 
themes from my emo-profile, represented by an approximation of my of suggestive 
emotional mapping-tensor, fed by the story's deeper logic and implications while I 
work, letting my computer background image reflect the high-lights of my morning 
reading. Typically, I want to be reminded of the moments I found most emotional 
(according to my bio-sensor watch and the eye-tracking analysis) earlier in the 
morning. Once home again, I am tired and want to crash in the sofa watching the 
next parts of the story as a movie, at least for a while. Then I want to continue the 
story as a multiplayer-gaming augmented reality experience, because I told a friend 
about the story that was created for me, and he wanted to participate. Tucking in at 
night, a harmonic voice gives me a nice poem based on the day's story-line and my 
own accomplishments and failures, adapted to my sense of humor as measured 
from my response to previous jokes and poems. In the end we agreed to a story-line 
contact level of 20% for some time. I mean, I have never involved him before in my 
personal dreamscape content lake, but we seem to have substantial overlap in 
humor and taste, so, yes, 10% is good for now - pretty much being the standard for 
the first dreamscape date. 
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