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the copyrights therein. Copyright © BookNet Canada. All rights reserved.

2. PDF FILES: REPRODUCTION AND DISTRIBUTION. A purchaser of the Electronic Publication who accepts and agrees to the conditions
specified in these Terms of Use (“Authorized Purchaser”) may post a copy of the Electronic Publication on his or her company’s secured
intranet server and/or distribute the Electronic Publication in physical or digital form to their immediate employees and any wholly owned
subsidiaries if a multiuse license agreement has been purchased. Acceptance of the Electronic Publication constitutes the Authorized
Purchaser’s agreement with these terms.

3. PROHIBITION OF SUBLICENSE OR ASSIGNMENT. Except as permitted in 2 above, neither the Terms of Use nor the Electronic
Publication nor any part thereof may be sublicensed, assigned, transferred, or given away by the Authorized Purchaser without the
prior written consent of BNC. Any attempt to sublicense, assign or transfer any of the rights, interests, duties, or obligations under this
license constitutes a material breach of this Agreement justifying termination.

4, ALTERATION; NOTICES. The Authorized Purchaser may not modify, adapt, transform, translate, or create any derivative work based on
any material included in the Electronic Publication, or otherwise use any such materials in a manner that would infringe the copyrights
therein. Each Electronic Publication will include a Copyright Notice. The Copyright Notice and any other notices or disclaimers may not be
removed, obscured, or modified in any way.

5. REQUIRED NOTICES. The Authorized Purchaser many not assert or represent to any third party that he or she has any ownership
rights in, or the right to sell, transfer, or lend the Electronic Publication.

6. USER WARRANTIES. Each Authorized Purchaser warrants that it will use reasonable efforts to ensure the security and integrity of
each Electronic Publication, and will notify BookNet Canada promptly of any unauthorized use of the Electronic Publication of which they
become aware. Any abuse of these Terms of Use may be pursued to the fullest extent permitted under applicable laws, treaties, and
conventions.

7. INDEMNIFICATION. THE AUTHORIZED PURCHASER AGREES TO INDEMNIFY BNC AND ITS DIRECTORS, OFFICERS, EMPLOYEES,
AFFILIATES, AND AGENTS, AND SHALL HOLD EACH OF THEM HARMLESS AGAINST ANY CLAIMS, LOSSES, OR DAMAGES ASSERTED BY
ANY ENTITY, INCLUDING COURT COSTS AND REASONABLE ATTORNEYS’ FEES, ARISING OUT OF OR IN CONNECTION WITH THE USE, OR
ATTEMPTED USE, OF THE ELECTRONIC PUBLICATION.

8. LIMITATION OF LIABILITY. BNC SHALL NOT BE LIABLE FOR DIRECT, INDIRECT, INCIDENTAL, SPECIAL, OR CONSEQUENTIAL DAMAGES
OF ANY TYPE ARISING OUT OF OR IN CONNECTION WITH THIS AGREEMENT OR THE ELECTRONIC PUBLICATION. The Authorized
Purchaser acknowledges that BNC has agreed to make the Electronic Publication available in reliance on the exclusions and limitations
of liability and disclaimers of warranty set forth above and that the same form an essential basis of the bargain between the parties.

9. GOVERNING LAW AND GENERAL PROVISIONS. The laws of the Government of Canada shall govern these Terms of Use. If any part
of any provision of these Terms of Use shall be invalid or unenforceable, such part shall be deemed to be restated to reflect, as nearly
as possible, the original intentions of both of the parties in accordance with applicable law, and the remainder of the Terms of Use
shall remain in full force and effect. These Terms of Use are the complete and exclusive statement of the agreement between you as
the Authorized Purchaser and BNC with respect to the Electronic Publication, and supersedes any proposal or prior agreement, oral or
written, and any other communications between you and BNC relating to the subject matter of these Terms of Use. They may not be
changed, modified or otherwise altered without the prior written consent of BNC.

If you have questions about public disclosure of this report, please contact media@booknetcanada.ca.
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Introduction

For several years, BookNet Canada has been producing
consumer studies by asking book-buying Canadians about the
attitudes and behaviours surrounding their purchases. In this
study, we want to dive a little deeper and focus just on the path
to purchase in three parts: how people become aware of the
books they buy; what factors influence their decisions; and

how they complete their purchases—from awareness to decision
to action.

Our 784 respondents reported a total of 2,170 purchases—an average of
2.8 purchases per book buyer, per month—giving us a wide pool of consumer data
with which to investigate the following questions:

In Awareness, we look at how buyers find out about the books they purchase: is it
online, through a physical store, or from a friend?

In Decision, we look at how people decide to make a purchase: what made them
decide to buy the book, and was the purchase planned or an impulse buy?

After that we come to Action: where was the book purchased, and why did they
choose to purchase from that outlet?
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Methodology

All respondents were aged eighteen or older and had purchased a minimum of
one book, regardless of format, in the prior month. The panel was representative
and included women and men along with adequate representation from all regions
across Canada.

Surveys were circulated in March and July 2015, representing book purchases
that took place in February and June, respectively. Respondents were asked to
report on all books they purchased in the prior month.

Focus was placed on having a statistically valid panel. The panel included the
recruitment of approximately 800 book buyers who completed surveys about their
book-purchasing behaviour.

Select representatives from a larger panel qualified to receive a fielding of the
survey because they indicated they had purchased or downloaded a book in the
prior month. Those who met the criteria were asked to complete the online survey.
Respondents were given an incentive for completing the survey.

BookNet Canada partnered with Nielsen Book for data collection and processing.

SAMPLING DETAILS

For each fielding of the survey, the margin of error is 5% at a 95% confidence
internal. For these questions, we received a minimum of 400 responses per month
for a total of approximately 800 responses encompassing ~2,200 purchases.
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Awareness

By a wide margin, the top three ways readers became aware of the book they
purchased was by browsing online or in a physical store (19.3%), through other
books they read by the same author or as part of a series (18.4%), or through a
recommendation or review (13.4%).

This question was framed as a multi-answer so each respondent was able to
choose more than one option if they saw the book in more than one place. It is
interesting to consider this when thinking about the rule of three, which is the
marketing concept that suggests a consumer must see an item three times before
they will seek it out for research or purchase. Recently it has been suggested that
with the overflow of marketing channels on the internet and particularly social
media, the rule of three has become the rule of seven.

HOW BUYERS BECAME AWARE OF THEIR BOOK PURCHASES
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The methods of discovery that directly pertain to a book’s metadata are

25% particularly interesting. For example, 25% of people who bought a fiction book
of Fiction buyers did so because they had read other books by the same author or because it was
part of a series, making data points like series information vital to searchability.
However, this is less important for non-fiction, where only 10.3% of book buyers
did so. For juvenile books, 16% of buyers purchased books by authors they were
already familiar with.

previously read the
author or series

It's important for publishers to provide full, complete, and up-to-date metadata
to aid in discoverability. In particular, paying attention to data such as series
information, previews, book prizes, and reviews can be useful to discovery.

Two of the most popular ways readers become aware of new books—i.e., browsing
(19.3%) and word of mouth (13.4%)—rely on the readers themselves. This
makes it difficult to develop targeted marketing strategies, but there are things
publishers can do to boost discoverability, starting with making sure that books
are visible and easy to find.

Paying attention to how different subjects are discovered can also benefit
publishers as they try to help readers find their books. With juvenile books, for
example, most purchases are found because the buyer was already familiar with
the author (16.3%) or because they had read the title before (16.0%). This seems
to indicate that focusing marketing efforts on familiar books and authors, through
comparative titles or author-focused marketing, will be beneficial.
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HOW READERS BECOME AWARE OF BOOKS - READER-DRIVEN
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As for modes of discovery where the publisher can exert more control, the
graph on page 8 indicates that fiction books are often discovered on bestseller
lists (5.8%) or in a preview at the back of another book (5.0%). A book prize
nomination or win, however, is more effective for a juvenile book than it is

for a fiction title (3.9% compared to 2.4%, respectively). While reviews/
recommendations are most commonly found through in-person interactions, a
significant percentage of them come from online sources, such as bookseller
websites (15.6%), book review websites (4.4%), blogs (4.2%), and other online

community websites (3.3%), suggesting that publishers should continue to push
their books out to reviewers, whether professional or amateur. On the list of things
that publishers can do to help with discoverability, securing book reviews remains
the most effective way with an average of 13.3% over all subjects.

PREPARED BY BOOKNET CANADA STAFF © BOOKNET CANADA 2016



How Canadians
Buy Books 2015 September 2016

HOW READERS BECOME AWARE OF BOOKS - PUBLISHER-DRIVEN

i
)
X

'S
N
X

N
)
| |

On bestseller list

5.0%

Preview at back of other book 2.2%

3.4%

H Fiction
B Non-Fiction

B Juvenile

I"'
IS
N x

Book prize 7%

3.9%

I"

N
- X
©
x

I

0

x

Advert/trailer

0% 1% 2% 3% 4% 5% 6% 7%

How did you become aware of this book?
(N=2,690)

The chart on page 9 outlines where recommendations and reviews generally come
from. The majority of recommendations are in-person (35.7%) but there are quite
a few places online where people go to find book reviews and recommendations,
such as social media, review sites, blogs, and online magazines/newspapers.
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WHERE READERS FIND RECOMMENDATIONS AND REVIEWS
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Read another N 42.5%
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When book buyers reported that they found the book while browsing “in a shop/
online/elsewhere,” we asked for details on where they were browsing. The number
of people who browse for books online compared to in-person is almost equal:
47.9% of respondents found books in person and 50% were browsing online.

The majority of the in-person browsing occurs in a physical store (45%), with
the other in-person options (library, school, and workplace) amounting to only
2.9% combined.
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When it comes to online browsing, responses are spread over a number of
categories with bookseller websites at 19.1%, review websites such as Goodreads
at 4.3%, and author websites/social media at 3.2%.

WHERE READERS BROWSE/SEARCH FOR BOOKS
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Bookseller website/via ereader _ 19.1%
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Other - 21%
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Where were you browsing/searching when you became aware of this book?
(N=564)
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WHERE BUYERS BROWSE/SEARCH FOR BOOKS - BY SUBJECT
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We asked book buyers where they have seen or heard books advertised in the prior
month. Seeing books in a physical store was highest (12.3%) and online views via
retailers ranked very high, either on a retailer website (8.3%) or from a retailer’s
email (7.1%).
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EFFECTIVENESS OF ADVERTISING
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PREPARED BY BOOKNET CANADA STAFF © BOOKNET CANADA 2016 13



How Canadians
Buy Books 2015 September 2016

If we take a look at where a recommendation came from and compare that to
where the actual sale occurred, we can see some distinct differences between
in-person and online purchases. In-person recommendations predominantly result
to result in purchases in purchases made in a physical store (47% compared to 25% made online).
from a physical store Whereas online sources of recommendations, such as social media, websites, and
blogs, tend to result in online purchases.

In-person
recommendations tend

SOURCE OF BOOK RECOMMENDATION

e O 20.9%

Bookseller website e ————  20.5%

Teacher/course list . 2.0%

Newspaper/magazine IEE—— g,
(print/digital) E——6.0%

Social media  p— 8 4%

Staffin shop w5 0o
Review website [ 3.0%
(e.g. Goodreads) NN 5.2%

Online forum/blog  E——. 5 6%

TV program | | Z.i?%% M Physical Store

HOnline
Radio program gy 3.2%

Author website/ m 1.0%
Social media = 1.6%

Special interest website/ 1 0.5%
Online Community —5.2%

Social media-celebrity/ 1 0.5%
Official Page W 2.4%

Video-sharing website 1 0.5%
(e.g. YouTube) . 1.6

Staffin library I.
Publisher website  pugg

Other -_Z'DZ‘.O%

0% 10% 20% 30% 40% 50% 60%

Where did the recommendation/review come from?
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The next two graphs look at things in a bit more detail, breaking out purchasers’

sources of recommendations/reviews by in-person (first graph) or online (second
graph) against the channels where those purchases were made.

SOURCES OF IN-PERSON RECOMMENDATIONS/REVIEWS - BY CHANNEL
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SOURCES OF ONLINE RECOMMENDATIONS/REVIEWS - BY CHANNEL
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The majority of advertisements for books are found online—the internet, it seems,
is inundated with ads—while stores, offline venues, and ‘in person’ dominate
when it comes to trusted recommendations. That being said, there is still a
significant group of people who find advertisements for books offline (34.2%).
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WHERE BOOK ADVERTISEMENTS ARE FOUND
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As more and more book discovery moves online, it is important to note how,

and where, book buyers are spending their time online. When asked what social
networks they use, respondents were able to select multiple answers, resulting in
a very strong showing of the top seven social networks, with small numbers for the
rest of the options.
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PARTICIPATION IN SOCIAL NETWORKS
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Decision

Once a buyer has decided to make a purchase, the time comes to evaluate

the various alternatives available in the market and the many factors that can
influence a final decision. A buyer will try to make the best choice based on

their needs, tastes, and budget, while taking into consideration factors like the
value of a recommendation or review—for example, a bestseller list, award, or
recommendation from a respected friend may be all that is needed to make a
decision—or additional considerations like price, perceived quality, and interest in
the subject matter.

The type and quality of metadata, such as cover image and description, may also
play an important role in the buyer’s decision. The availability of the data points
listed below, including series information, description, reviews, and excerpts,

are all important bits of information that can factor into a buyer’s decision, if, of
course, they appeal to the buyer.

A few notable shifts from 2013 to 2015:

e The number of book buyers indicating they made their purchase because they
were interested in a series rose from 7% to 12%.
a reason for making e Buyers who noted the book description as a reason for making their purchase
a purchase rose from rose from 3% to 10%.
(o) (o) e The influence of the front cover on a purchase increased from 2.6% to 5.5%.
3 A’ to 1 O A’ e Bestseller lists played a more important role in 2015, increasing from 1.8%
t0 4.6%.

Book description as
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PRIMARY REASON FOR PURCHASE
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When we break out the factors that influence the decision to buy by format, we
find some variances in importance. For example, buying a book because of the low
price or special offer is much more common for ebooks. Buyers who are seeking
out more books in the same series tend to purchase paperbacks more frequently.

PRIMARY REASON FOR PURCHASE - BY FORMAT
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What made you decide to buy this book?
(N=1,511)

When it comes to the decision to buy, another important element is whether
or not the purchase was planned: did the buyer plan to go to the store and buy
that particular book? Did they plan on buying “a” book? Or was it a completely
impulsive purchase?

It's widely believed that purchasing is becoming more intentional!, especially

3 1 % with the increasing prevalence of online shopping. The graphs below support this
and tell us that the majority of purchases (31%) are completely planned (i.e., the
buyer planned on buying that book at that specific time).

of purchases are

completely planned

Respondents were presented with the following options:

e “| had planned ahead to buy this specific book at that specific time.”
(Planned Buy, Specific Time)

e “| had planned to buy this specific book, but not necessarily at that specific
time.” (Planned Buy)

e “| was planning to buy a book at that specific time, but had not planned to
buy this specific book.” (Specific Time)

e “| was not planning to buy a book at that specific time; it was an impulse

purchase.” (Impulse)

1 http://www.wsj.com/articles/the-end-of-the-impulse-shopper-1416872108
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PLANNED VS. IMPULSE PURCHASE

Planned Buy, Specific Time

Planned Buy

Specific Time

Impulse

Other 3.5%

Q
n\ﬂ l

5% 10% 15% 20%

Which one of the following best describes your decision to buy this book at that specific time?
(N=3,345)

17.7% 13.8% 8.3% 6.9%

Online

9.3% 6.6% 7.2% 5.0%

Chain
28% 1.8% 1.8% 25%

------- --Bookstore------------

1.3% 1.7%
----- ST

2.4% 3.1%

08% 1.8% 2.5% 2.7%
Discount

Which of the following best describes your decision to buy this book at that specific time?
(N=1,844)

21.6%

20.2%

31.0%

23.8%

25% 30% 35%

@ Planned Buy, Specific Time
@ Planned Buy

® Specific Time

® Impulse

Which of the
following best
describes your

decision to
buy this book
__atthat
specific time?
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PLANNED VS.

Planned Buy, Specific Time

Planned Buy

Specific Time

Impulse

Other
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29.5%

34.0%

29.6%

40.3%

24.0%
26.3%

20.1%
22.4%

25.2%

14.6%

N
g
I3
x

1

©
>
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17.9%

22.0%
243%

14.9%

3.4%

3.1%

IS
=)
xR

3.0%

10% 15% 20% 25% 30% 35% 40%

Which one of the following best describes your decision to buy this book at that specific time?

(N=2,170)

45%

M Paperback
® Hardcover
B Ebook

B Audiobook
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More than half of the books purchased were done so for pleasure (54%), with
purchases for work or study accounting for only 2.6% each.

REASON FOR BOOK PURCHASE

Reod for peasure . I : s

/relaxation

Reference NN o.2%
Self-help/improvement _ 8.4%
Read while commuting _ 2.0%

/travelling

Read/use while on holiday _ 6.6%
Read/use to plana holiday - 2.6%
School/college/study - 2.6%

work [ 26%

Reading group/book group
(for yourself) . 1.3%

Read/use with a child [l 11%

Reading group/storytelling

4
Session for child I 0.4%

other [l 16%
Notsure [ 17%

0% 10% 20% 30% 40% 50% 60%

What do you plan to use this book for?
(N=2,238)
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While format doesn’t often play a big part in how a buyer plans to use their book,
audiobooks are the one exception. While the majority are still bought for pleasure,
14% of audiobook purchases were for self-improvement, compared to 9% for
hardcover. Audiobooks also ranked relatively high when it comes to purchases
made for work at 7%, compared to the next highest format, ebooks, at 3.7%.

REASON FOR BOOK PURCHASE - BY FORMAT

Read for pleasure/relaxation —2 58.5%

Reference s

Self-help/improvement  Ss™s o
14.3%

Read while commuting/travelling i 11.0%

Read/use to plan a holiday 3.3% M paperback

® Hardcover

] N E| k
School/college/study =12é§4% -

0.0% ® Audiobook

Read/use while on holiday T 8.2%

Work 3.8%

Read with a child "o 5%
Reading group/book group g 0%%
0% 10% 20% 30% 40% 50% 60% 70%

What do you plan to use this book for?
(N=2,238)
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Action

So your buyer has found your book and made the decision to buy—now comes the
time to act. The biggest questions when it comes to action are:

e Did they purchase the book online or in a physical outlet?

e Where, specifically, did they complete the purchase? This includes where they
found the book in a physical store.

e Why did they decide to buy the book there?

Where did you buy this book?
(N=951)
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When it comes time to actually buy a book, there is a surprisingly small divide
between online and in-person shopping: 40.6% compared to 48.7%, respectively.

Shopping directly from an e-reader or a built-in ebookstore (not on a website) is
small compared to online and in-store, but it’s still present at 5.3%. Interestingly,
when online and e-reader/ebookstore purchases are combined (45.9%), they are
almost equal to those made in physical outlets.

HOW THE BOOK WAS PURCHASED

Ina shop or
other outlet 48.7%
visited in-person
e _ o

On reading device
via app or built-in
ebookstore/appstore
(not via website)

«
w
xR

In school or workplace 1.7%

Mail or phone order 13%

Other I 2.5%

0% 10% 20% 30% 40% 50% 60%

How did you buy this book?
(N=2,169)
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In terms of subject, the difference between online and in-person shopping is

not significant. Fiction and non-fiction books are mostly bought in a physical
store, with fiction at 49.2% and non-fiction at 45.3%. The breakdown for online
shopping is almost the same: 40.1% for fiction and 44.5% for non-fiction. There
is a bit more of a difference with juvenile, with 55.5% buying in person and
32.6% online.

HOW THE BOOK WAS PURCHASED - BY SUBJECT

49.2%
Ina shop or other

outlet visited in-person 45.3%

55.5%

40.1%

Via website 44.5%

T 2.6%
Onreading device _ 6.7%

via app or built-in
ebookstore/appstore - 3.8%
(not via website) - 4.1% H Fiction

B Non-Fiction

I 1.0% ¥ Juvenile
In school or workplace . 1.4%

Mail or phone order - 2.3%

| XD
other [l 2.8%
0 2s%

0% 10% 20% 30% 40% 50% 60%

How did you buy this book?
(N=2,170)
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When looking at where people shopped by top-level subject, it's important to
consider the type of books that are predominantly available at each retail outlet
Anecdotally, it's more common for discount stores to carry fiction, which would
result in a greater amount of fiction sales through that channel. That being said
it's interesting to see that fiction far outsells non-fiction in mobile sales.

WHERE BOOK WAS PURCHASED - BY SUBJECT

Website * | 15.6%
chain I 0.2%
Bookstore NN 3.5%
General NN 3.1% '

I 4.5%  Fiction
Discount [N 1.7%

. -
e 1.2% Non-Fiction

B Juvenile

Ebook/audio —

download site**

Mobile M 1.0%

club I 0.7%

Grocery M 0.4%

0% 2% 4% 6% 8% 10% 12% 14% 16% 18% 20%

Where did you buy this book? (N=2,168)
*Website: e.g. Indigo or Amazon
**Ebook/Audio Download Site: e.g. Kobo or iTunes
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Though planned purchases are on the rise, there is still a fairly high number of
purchases reported as impulse buys (20%), many of which are influenced by how
a book buyer finds a book. Display, whether in a physical store or online, plays a
huge part in discoverability. In physical stores, finding a book on the shelf is still
the most common occurrence. Rising in popularity, though, are “front-of-store”
locations such as promotional tables, displays, front windows, and bargain bins.

HOW THE BOOK WAS DISPLAYED - PHYSICAL OUTLET

On a shelf

Ona promotional table _ 12.9%
In the bargain bin/ b3%
clearance table
In the front window - 5.8%

53.5%

Ona spinning rack .
Ina cardboard display . 3.1%

Atthe check-out counter I 1.4%

Other - e

0% 10% 20% 30% 40% 50% 60%

How was the book displayed in the store when you first saw it?
(2015 N=1,056)
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.Mgin Shelf @ Searched for It _H ow was_ the bOOk
s Jmmyem o displayed in the store
when you first saw it?

19.8% 19.0%
11.0%
9.8%
ool 4.8% 4.9%

3.9% 41%  39%
3.1% S S
A 0.9% ;, 0.9% 1.0% 1.0%1.0% 0501/.1%

ted AAA g
Online Chain Bookstore General Discount

How was the book displayed in the store when you first saw it?
(N=1,552)
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When looking at physical books purchased online, the majority were found through
searches. For ebooks, we see that serendipitous efforts, such as browsing by
subject or author, were more common.

HOW THE BOOK WAS NOTICED - ONLINE OUTLET

Having searched for

i particular Dok S 6.4%

BrOWSING bOoks N S.0%
y author I 2.3%

L
subject area I 2.1% i

RO O O e 3 70,
you might like’ section e 1.2% "

Sale/offers/daily 3.3%
deal section  0.8% ) B Paperback
B Ebook
Having searched for

another book e 1.2%

¥ Hardcover

Bestsellers/charts I 2 2%

section —1.3%
I 0.7%
Advert o ™) 196

the site S 11%

Gift/'wishlist’ —
section g 0,60

Other N 4.5%

0% 2% 4% 6% 8% 10% 12% 14%

Where did you first see the book on the website/ebookstore/appstore?
(N=991)
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The most popular reasons for choosing a particular place to buy a book are the
convenience of the physical location (9.3%) and the ease of buying it there
(9.2%). Price becomes a factor after those conveniences, with good prices or
cheaper offers accounting for 7.0% of responses. After that the next four are
close: liking the selection at 5.9%; good service at 5.7%, having books that are
generally in-stock at 5.5%; and availability of this particular book at 5.2%.

WHY BOOK BUYERS MADE THEIR PURCHASE AT THAT STORE

Convenient place toshop I 0.3%
Easy way to buy books

Has good prices

Offers good selection of books | N N 5.5%

Good service

Generally books are in stock

A particular book was available
Was shopping there for other items
Enjoy shopping there

Delivers books cheaply

Happened to see the book displayed there
Book was a good price

Site/store is easy to navigate

Gift card

Habit

Have a loyalty card/membership
Able to look inside book

Wants to support the shop
Provides good book recommendations
Specialises in this type of book

Had to buy from this store

Ability to preorder book
Email/newsletter from them
Attended book signing

Other

I %

I, 5 5%

I, 5 2%

5.1%

I s.0%

I 27%
4.4%

I a.a%

I 4.4%

I 3.5%

I 5%

I 3

I 2%

I

I 5%

I 1%

. 1%

I 1%

N 0%

B o04%

I 1 2%

0% 1% 2% 3% 4% 5% 6% 7% 8% 9%

Why did you use this particular shop/website/organization to buy this book, rather than buying it somewhere else?

(N=6,367)

10%
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Did you buy the book at full price?
(N=1,880)
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In 2015, people were less willing to pay full price for a book they wanted
compared to 2012 and 2013, with the number of people who paid full price for
their book dropping from 71.9% in 2013 to 56.5% in 2015. Sales or discount
prices are becoming increasingly important to consumers—the number has
jumped from 21.6% in 2013 to 32.4% in 2015, which surpasses the 2012
number as well.

WHAT BUYERS PAID

H2012 W2013 ®2015

80%

71.9%

70%

67.7%

60%

56.5%

50%

40%

32.4%

30%

23.5%
21.6%

6.0% 6.8%
43%
3.4% . . 3.1% 2.8%

Paid full price Discounted price Other special offer Used a coupon

20%

10%

Did you buy the book at full price or did you buy it at a special price or on offer?
(2015 N=2,221)
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For fiction books, only 43.4% of purchases were full price while 35.4% were
discounted or on sale. Non-fiction and juvenile purchases fared a bit better with a
similar breakdown: approximately 60% full price and 23-25% discounted/on sale.

WHAT BUYERS PAID - BY SUBJECT

. s3.4%
paid ful prce | co.5%
_ 62.7%

I 5%
Book was discounted/ _ 25.0%
on sale
I 23.9%

Bought using pre-paid credit/ - 2.8%

part of a subscription
1.6%
Wex ®Fiction

B Non-Fiction

- 5.5% ® juvenile

Other special price/
offer - 2.8%

Used a coupon - 6.8%

Bought as part of
a multibuy deal . 2.1%

Q
X

10% 20% 30% 40% 50% 60% 70%

Did you buy the book at full price or did you buy it at a special price or on offer?
(2015 N=2,221)
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Appendix A:
Channel Sales by Subject

CHANNEL SALES BY SUBJECT - FICTION

Discount
9.4%

Bookstore
8.3%

Question: Which one of the following categories best describes this book? Cross-tabbed with Where did you buy this book?
N=904
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CHANNEL SALES BY SUBJECT — NON-FICTION

Discount
4.7%

General
8.9%

Bookstore
10.0%

Question: Which one of the following categories best describes this book? Cross-tabbed with Where did you buy this book?
N=719
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CHANNEL SALES BY SUBJECT - JUVENILE

Discount
8.5%

Bookstore
10.9%

Question: Which one of the following categories best describes this book? Cross-tabbed with Where did you buy this book?
N=281
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Appendix B:
Channel Sales by Region

35.7%
44.6%

Maritimes 16.1%

19.6%

12.5%

55.7%
38.7%

14.3%
15.3%

Central

H Online

10.6%
B Chain

™ Bookstore

59.4% B General

37.7% )
B Discount

10.1%
11.6%

Prairies

18.8%

-ty
Y 33 3%
I 2
e ssx
0% 10% 20% 30% 40% 50% 60% 70%

Question: Where did you buy this book?
N=784

PREPARED BY BOOKNET CANADA STAFF © BOOKNET CANADA 2016 41



How Canadians
Buy Books 2015 September 2016

Acknowledgements

ABOUT BOOKNET CANADA

BookNet Canada is a non-profit organization that develops technology, standards,
and education to serve the Canadian book industry. Founded in 2002 to address
systemic challenges in the industry, BookNet Canada supports publishing
companies, booksellers, wholesalers, distributors, sales agents, and libraries
across the country.

BookNet Canada’s services and research help companies promote and sell

books, streamline workflows, and analyze and adapt to a rapidly changing market.
BookNet Canada sets technology standards and educates organizations about
how to apply them, performs market research, and tracks 85% of all Canadian
English-language print book sales through BNC SalesData.

Industry-led and partially funded by the Department of Canadian Heritage,
BookNet Canada has become, as The Globe and Mail puts it, “the book industry’s
supply-chain nerve centre.”

We acknowledge the financial support of the Government of Canada through the
Canada Book Fund (CBF) for this project / Nous reconnaissons I'appui financier
du gouvernement du Canada par I'entremise du Fonds du livre du Canada (FLC)

pour ce projet
s Canada
Canadian atrimoine
I* Heritage canadien ana a
ISBN 978-1-927655-20-7

Copyright © 2016 BookNet Canada. All rights reserved. No part of this report may be reproduced,
stored in a retrieval system, or transmitted in any form or by any means, electronic, mechanical,
photocopying, recording, scanning, or otherwise, except with the express written consent of
BookNet Canada.

To learn more about BookNet Canada Research visit BNC Research and Education.

BookNet Canada

215 Spadina Ave.

Toronto, Ontario

M5T 2C7
www.booknetcanada.ca
research@booknetcanada.ca

Cover Design and Layout: MRd Michael Ralph design inc. | mrdesign.ca

PREPARED BY BOOKNET CANADA STAFF © BOOKNET CANADA 2016 42


http://www.booknetcanada.ca/bnc-research/

COMING SOON

NEW CONSUMER RESEARCH ON

AUDIOBOOKS

* How consumers discover
audiobooks

* Preferred devices for listening
* Most popular genres

* And more!

< AVAILABLE FALL 2016 ]»

TImage by Piotrek Chuchla, The Noun Project

KEEP UPWITHALLTHE LATEST BOOK INDUSTRY RESEARCH

Join our mailing list: booknetcanada.ca/newsletter-sign-up
or follow BookNet Canada online

1 ® i



http://www.booknetcanada.ca/newsletter-sign-up/?utm_source=HCBB2015&utm_medium=ad&utm_campaign=newsletter
https://twitter.com/BookNet_Canada
http://soundcloud.com/booknet-canada
https://www.facebook.com/BookNetCanada
https://www.pinterest.com/booknetcanada/
https://www.linkedin.com/company/booknet-canada/

