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Abstract
E-readers are a new and upcoming phenomenon. A lot of the production costs for paper books are in the printing, binding, transportation and store space. E-books can be made at a fraction of these costs. Using little to no paper and reducing air pollution caused by transportation, e-books offer an environmentally-friendly alternative to paper books and deserve stimulation in the market. 

E-book novels are currently sold on Bol.com for prices about €15 and educational books for about €50, which is still very expensive compared to a paper book. So one significant question that rises in the media is: Can effective advertising help to lower the price of e-books? In this thesis only full page advertising in e-books was tested. This is the most simple and basic way of advertisement in e-books and with the results, the main attitude towards advertisement in e-books will be shown. 

The possibilities for advertisement in e-books are tested through online surveys. In this way the response of the readers to the advertisements are tested. The method used in this survey is (con)joint analysis. In this way it determines how people value different features of e-books. The features that are tested in this survey are: Presence of advertisement pages, Fit of the advertisement, Price and the Type of book.

After a logistic regression analysis can be concluded that there is a significant effect that if the option contains advertisement, the logit to choose that option will decrease by 2.051. The odds of choosing the option will decrease when advertisements are present. This means people do not see advertisement as added value in the way that was used in this survey; page spread advertisement about clothing brands, bookstores or travel agencies. This might be explained by the fact people are not (or at least not yet) used to advertisement in novels and travel guides, in paper or electronic form. It might be within time that people grow increasingly accustomed to advertisement in this type of media.

On the other hand, it should not be forgotten that people already see advertisements everywhere in their lives and they might get a bit advertisement-tired (Sun, 2008). Finally, the idea of a clean ad-free book is tempting because people do see advertisement as clutter. As with a lot of products, people favor the version without logo’s and labels. So it is within reasonable expectations that people prefer a non-advertised e-book when they can choose without looking at the price.

There also is a significant effect that if the option contains advertisement with a good fit the logit to choose that option will increase by 0.679. The odd of choosing the option increases when the advertisements have a good fit. So even though the overall attitude towards advertisement is negative, when they are confronted with it, readers prefer it to be about a subject similar to the e-book they are reading at the moment. This might indicate that people do think there is some informative character in the advertisements. Another reason a reader likes fitted advertisements more than non fitted advertisements, or dislike it less, might be that they think a fitted ad is less distracting because the advertisement is in the same ‘mindset’ as the medium. 

The results show that with every higher price difference between the options the logit to choose option with the higher price decreases by 7.963. So there is indeed a negative attitude towards the option with the higher price. The odd of choosing the option is zero when the price of that option is higher than the price of the other option. People tend to be extremely price sensitive when it comes to choosing an e-book. It can be concluded that this feature overrules all other features of the e-book that are presented in this survey. They seem to accept the negative feature of the advertisement because of the positive price difference. 
When looking at the differences between the two types of e-books the aversion to advertisement is stronger with novels (-1.3) than for travel guides (-0.722). This result can be explained by the difference in reading methods of the two e-books. It is common to read a novel from beginning to end in a linear way, but for a travel guide this does not have to be the case. Because of this the advertisements will sometimes be less noticeable because the chance of hitting on a page with advertisement is much smaller than when reading an e-book in a linear way. 

The positive attitude towards well fitted advertisement is stronger for travel guides (0.838) than it is for novels (0.268). This result can be explained by the fact that the advertisement with a good fit is seen as informative because it relates to the subject of the medium. The characteristics of a travel guide are also informative and novels are more recreational. 

The effect of price is so strong it is not strongly affected by the type of e-book either. This research shows that people do not look at the total amount spent on a type of book in one year, but at every item separately. As a novel and a travel guide are similar in price, it may be obvious there also is a similar price effect on both of these types of e-books. 

The overall conclusion that can be drawn from this research is that people always choose the cheapest option and are only willing to choose the non-ad version if both options have the same price. So there is an aversion to advertisement, but it is not big enough to overrule the attractiveness of a lower price. 
1. Introduction
1.1 Research motivation
In the Netherlands we have always thought of reading as an important skill in our lives. Children learn to read in the first years of their lives and after that stay encouraged to read a lot of books. 

E-readers are a new and upcoming phenomenon. After 550 years of the old paper book there is an uprising of a new digital way of reading. A lot of the production costs for paper books are in the printing, binding, transportation and store space. E-books can be made at a fraction of these costs. Using little to no paper and reducing air pollution caused by transportation, e-books offer an environmentally-friendly alternative to paper books and deserve stimulation in the market. 

Using electronic books and buying a device on which to read them is fairly new to customers. Still, last year Amazon.com sold more e-books than paper novels (NRCboeken, 2010) and in the Netherlands, 100,000 e-books were sold in the first four months of 2010. This indicates that the market is starting to prepare for an increasing electronic decade of reading. 

E-book novels are currently sold on Bol.com for prices about €15 and educational books for about €50, which is still very expensive compared to a paper book. So one significant question that rises in the media is: Can effective advertising help to lower the price of e-books? (Ereaders.nl, 2009). This could include sponsoring, advertising, product placement or information links in e-books. Small advertisements can be put on the bottom of some or all pages, in the front or back of a book and can be related or unrelated to the content. In an extreme form there can be product placement in story lines, for instance the main character could drive a BMW instead of just a car, or hyperlinks to official informative websites. 

Large areas of the advertising opportunities e-books will provide are not addressed in this research. Because of the limited time frame, only full page advertising in e-books will be tested. This is the most simple and basic way of advertisement in e-books and with the results, the main attitude towards advertisement in e-books will be shown. 

1.2 Relevance

This thesis is relevant on a theoretical, as well as a practical level. Both will be explained below.

Theoretical relevance

E-books are a fairly new innovation and although they are a lot like paper books, there are also many differences. Their electronic features allow the reader to interact in an endless amount of ways. The concept of e-books has not yet been used in many studies. This research will provide an answer to whether full-page advertisement will work to decrease the price of e-books and therefore increase the sales. Advertisement is just one of the many possibilities to reduce the costs of e-books; there is much more that can be researched in the future. Some of these possibilities will be discussed in the recommendations. 
Practical relevance

Interactive

An e-book is the ideal product for interactive features. A reader can become a more active consumer by adding these features to a book. By promoting the sales of e-readers and e-books, the market for interactive reading gains potential. 

Low costs

But more importantly, advertising can drastically decrease the cost of an e-book (Ereaders.nl, 2009). The writer and publisher can profit from these advertisements, which will be seen by thousands of people, so the retail price will drop significantly. In that way, the cost of reading a book would become very low, as there would not be a real price issue anymore. Only the price of time is still relevant. 

Higher sales of lesser-known books

Also less well-known novels will be sold at a higher volume. Nowadays a book of an unknown writer can still cost over €20, which is a relatively large amount to spend on something of unknown quality. When prices drop to a lower level, the risk of spending a lot of money on a bad book is reduced too. This could make the difference in the end result of the decision making process: to buy or not buy the unknown book (Blackwell, 2006). 

Higher sales for e-readers

Another effect of the higher attractiveness of e-books can be seen in the sales of e-reader devices.  As the price of the software continues to become very low, the total amount of money that has to be spent on an e-reader and the usage of it will be much more acceptable (Bakker, 2010). 

Society

It would be good for the general knowledge of society for people to start reading more. Nowadays adults are spending less time reading books than they were 30 years ago, and children also do not read as much anymore. It is important that people keep reading books, especially literature, because it stimulates the brain in several ways (Bakker, 2010).  

Environment

The rising usage of e-books and e-readers is also a good step in protecting the environment. No paper, ink, (fewer) machines and less transportation is needed to produce, store and sell a book. With the rising threat of global warming and deforestation, it becomes more important to start thinking of our ecological footprint. 

1.3 Methodological justification

This research consists of three main phases. 
1.3.1 Literature study

In the first phase the available existing data were studied. As little research has been written about e-books, the focus was mainly on academic articles about paper books, advertising on the Internet and sponsoring. Also a lot of online new items about e-readers and e-books were used. Depending on the hypotheses the choice was made which area of the literature was useful. 

1.3.2 Survey 

The next phase was to distribute a survey via the online tool ‘www.thesistools.nl’. The survey consisted of a number of choice sets. The respondents were of the researcher’s own personal network. As the survey was in Dutch there were only Dutch speaking people involved in this survey. 

1.3.3 Data analysis
The last phase was data analysis. The different hypotheses were tested through a binary logistic regression using SPSS (or PASW). The first three hypotheses were tested at the same time in one run of the logistic regression analysis. There also has been done a Wald test with Eviews to test the similarity of the variables of the two options. The hypotheses 4a, 4b and 4c were tested with new variables that are the product of the standardized moderator variable and the standardized independent variables. 

1.4 Guideline

A brief guideline of the chapters of this thesis is described below.
	1. Introduction
	In this chapter the motivation for research will be briefly explained. Also the relevance and the methodology used can be found here. 



	2. Theoretical framework


	The theory prior to the study is shown here.  First the term ‘Acceptance’ is explained. Then an overview of the digitalization of the publishers’ job, e-books, e-readers, the reading behavior and advertisement in literature and online media will follow. 



	3. Research questions and hypotheses
	The main research question and the individual hypotheses arising from this main question will be properly explained here. Also a conceptual map of the hypotheses is made available. 



	4. Methodology
	In this chapter the methodology used is explained in detail. The research setup, data collection and data analysis will be discussed. 



	5. Data and results
	The gained dataset is discussed in this chapter. The results will be separately analysed for every hypothesis.   



	6. Conclusion and discussion


	The conclusions that can be drawn from the previous results can be read here. This will be the answering of the main question: Will readers prefer free e-books with ads or ad-free e-books?



	7. Limitations and recommendations
	The limitations of the research are briefly viewed. Also the recommendations for further research, which arise from these limitations, are described here.


2. Theoretical framework

2.1 Acceptance


2.1.1 Dictionary

In this thesis, the concept of acceptance will be emphasized. In the World English Dictionary acceptance is defined as:

1. The act of taking or receiving something offered. 

2. favorable reception; approval; favor. 

3. the act of assenting or believing: acceptance of a theory. 
4. the fact or state of being accepted or acceptable. 

In this thesis acceptance is the willingness to buy the product and preferring it over the other option given. 
2.1.2 Attitude

Another way to look at acceptance is by looking at it as a positive attitude towards the product chosen. An attitude is a cognitive process involving positive or negative feelings or emotions that predisposes a person to behave in a particular way toward the object. An attitude towards an object always involves a stirred-up state, a positive or negative feeling or motivational component. It is an interrelated system of cognition, feelings, and action tendencies (Donkers, 2011). Attitudes derive from a consumer’s evaluation that a given product provides the benefits necessary to help satisfy a particular need. These evaluations are multidimensional; consumers judge each product on a set of dimensions or attributes weighted by their relative importance (Kotler, 2006; Mullins, 2010).
2.2 Digitalization of the publishers job

Since the invention of the personal computer a book always had some sort of digitalization in the production process. The writer could type the story on a computer instead of a typewriter, making it easier for him to restore mistakes or change the storyline or names. Nowadays, most of the production of paper books is done digitally. The book only becomes a physical object when the end result is being pressed and sold. 

Due to the digitalization of the book press a new type of book production is possible. The production of smaller runs becomes relatively more profitable. This is called Short Run Digital Printing (SRDP). Printing on Demand (POD) even goes a step further; only so many books are printed as are ordered. This made it possible for every novice writer to print their book in a limited edition (Henke, 2001). 

But a more drastic change is that due this technology every book is available forever. A digital version of the book is kept and when a request is made, the book will be produced. In this way the digitalization of the reading business is not a threat to the paper book, but an invention to extend his lifecycle till eternity. (Gomez 2008, Thompson 2005). This phenomenon is a typical model of the ‘long tail’ that Andersson (2006) points out for the Internet economy. The majority of the sales aren’t realized by selling a limited number of products, in book terms the bestsellers, but by the sales of a broad assortment over an infinite period of time. 

2.3 E-books
2.3.1 From paper books to e-books
Hard time

For people it has been proved to be difficult to let the paper book go. Since the invention of the printing press 550 years ago, the technology behind the production of a book hardly changed. We have been living with the paper book in the same form for a very long time and we are very emotionally attached to the look, feel and smell of it. The switch from paper books to e-books can not be compared with the switch of for instance the vinyl record to the compact disc (CD) because this type of technique has not been a part of our lives for nearly as long a long time. So it was not as hard for people to see the improvement in the music experience the CD would bring us. The new technology of the compact disc was embraced very quickly. But people cannot and do not want to see the improvements the e-book can have on their reading experience (yet) because of the nostalgic feelings they have for the paper book. 

Not many Dutch readers have already used an electronic device to read a book. Almost 70% of the Dutch society has never read a literary text on a screen before. A large group of 42% also does not intend to do so in the future. About 28% would like to read novels, short stories and poems digitally in the future (Marketingonline, 2010). 

Different research papers have shown that people, regardless of their age or sex, prefer the paper book to the digital book for reading immersive literature (Hillesund, 2010, Lui & Huang, 2008, Liu, 2006, Hemon, Hopper, Leach, Saunders & Zhang, 2006). This is mainly because people like to read in quiet without any distractions of other tasks that are provided by the electronic devices (Moore, 2009).

Opening up

But Bakker (2010) found that people who try the e-reader for a period of time are fairly positive about the device and rate the flexibility, the reading position and the reading location as the same as the paper book. In fact, they do not experience a real difference in the use. This might be because of the e-Ink screen. This is a technique that is only being used in e-readers that makes the screen read like a real paper page without making the eyes hurt or become tired. Normal computer- and laptop screens use led light, which is very bright and tiring to read from. The only negative point the research mentions is the awkward way of putting notes in the margin. This has always been very easy with a pencil in a paper book, but in the e-book a new way of making notes has to be learned and made comfortable for the reader. 

Price difference
The price difference between a paper book and an e-book is negligible. The price of an e-book is about 80% of the price of a paper book. This relatively high price, because there are less production costs, is mainly because the high VAT payment in the Netherlands of 19% for e-books instead of 6% for paper books. Also the savings by reducing paper use, using presses, storage and transportation do not outweigh the lasting costs of royalties, guidance of the writer and marketing and promotion. Also, the new investments in the new platforms of producing and selling e-books are a big new cost. 

But consumers see the high price of e-books as the greatest obstacle to buying one. In a research by Bakker (2010) 62% says they would be willing to buy more e-books if the price were lower.

Publishers

Publishers do not embrace the new digitalization phenomenon of e-readers and e-books. This might be due the drastic changes that have to be made in the business model (Gomez, 2008). On the other side they understand that the main product is the content, not the book itself, so it can be offered in several ways. The most e-books are educational books and professional books. The publishers of consumer books are still at the very beginning of the digital revolution (Thompson 2005). 

Thompson also questions the possibilities of making study books, monographs and fiction and non-fiction novels into digitalized literature. They do not have the features of ‘bittiness’ that is ideal in the digital world. ‘Narratives tend to be extended pieces of text which have a progressive, cumulative character; they require time and patience to read and they have to be returned to again and again if the reader wants to follow the story to the end – rarely will a novel be finished at one sitting.’ 

Sales

In the first four months of 2010, 100,000 e-books were sold in the Netherlands. This might sound like a big number, but over 49 million paper books were sold these months (GFK Retail & Technology, 2010). The e-book business is still in the early adopters phase of the lifecycle, so the odds are that the sales of e-books will increase in the coming years. 

But the paper book will not likely disappear from our lives. History teaches us that the acceptance of new possibilities takes certain inertia and that the old form continues to coexist next to the new form (De Haan, 2010). The two types of books will just get different types of use. 

Threat of copying

The greatest fear of the electronic literature is that consumer will make millions of illegal copies and the sale of original e-books will stagnate. This is already the case with music, movies, games and other kinds of software. The Internet is loaded with search engines that help you find so-called torrents to download these illegal copies of the digital product. 

2.3.2 Phases of the e-book lifecycle
The introduction of the e-book has three phases, according to Thomson (2005). In the first phase the printed book was being digitalized and people thought the paper book would disappear just like the cassette and vinyl record. 

The second phase was around the millennium when it was clear the high expectations had not been met. In part this was due to the Internet bubble and the extreme fall of the stock prices of ICT-companies. But also the revenues of e-books sales were disappointing. At that time, the high investment plans of the earlier years were cut back extremely. The lifecycle of the e-book seemed to have already ended. 

In the third phase, a new step forward was made in digital reading. With thoughtful decisions towards a new era, they no longer believed that the revenues of the e-books would replace those of the printed literature. 

‘The key challenge faced by publishing firms who wish to experiment in this domain today is how to protect their existing print-based revenue streams while at the same time exploring ways in which digital technologies can be used to enhance existing revenue streams and create new ones, whether by enabling them to produce and deliver print-based products more efficiently or by enabling them to make their content available in alternative formats’ (Thompson, 2005). 

The digitalization of general books (fiction and non-fiction) was put aside and the focus of the digital literature became mainly scientific texts in magazines, raw research data and encyclopedia. 
Nowadays we are, after the three phases of Thompson, in the forth phase where the software of e-books has got their own hardware component, the e-reader or tablet. This makes the success of a digital revolution of literature much more plausible. 

2.4 E-readers

2.4.1 The traditional e-reader

An e-reader is a portable electronic device that is designed primarily for the purpose of reading digital books and magazines. To give the e-reader a better readability than a normal computer screen e-book developers use a special kind of electronic paper screen to display the content with the e-Ink technology. This type of screen does not cause the eyes to get tired from reading and it can be used in bright sunlight. Because of the simplicity of the device, the battery life will be much longer than of a typical laptop. 

From 2005 until 2010 a lot of new devices were launched for digital reading, but the most commonly used e-readers are the Amazon Kindle and the Sony eBook Reader. In the first four months of 2010, 23,000 e-readers were sold in the Netherlands. 

Advantages of the e-reader compared to a paper book are that you can store thousands of books on the e-reader. In this way it has been made possible to carry around many books without the heavy load of paper books in a bag. You can also easily change the font type or size, making it an ideal product for people with poor eyesight. 
 2.4.2 The more functional tablet
Another portable device to read literature is the tablet. The most well-known tablets are the Ipad and the Samsung Galaxy Tab. A tablet computer typically has a faster screen than an e-reader, making it capable of higher refresh rates which make them more suitable for interaction. It also has many more features that make the tablet more attractive compared to an e-reader, which can only display books and magazines. The main disadvantage of the tablets that are now on the market is the screen, which does not have the special e-Ink screen technology. But the first tablets with e-ink screen will probably enter the market, perhaps even as early as this year.  Another disadvantage is the distraction of Internet and applications. Readers are not used to these distractions when reading a book at the moment so the brain is not yet capable of ignoring it automatically. 
2.5 National reading behavior

In the Netherlands we have always thought of reading as an important skill in our lives. Children learn to read in the first years of their lives and after that stay encouraged to read a lot of books. There is some empirical research about the functions of literary reading but the results are not clear or final (Schram, 2005). But despite the lack of statistical proof, we have strong beliefs about literary reading. These beliefs include that it gives the reader a good literary-esthetic experience, stimulates the imagination, reflects the reader’s own personality, teaches the ability to empathize with other people, stimulates the ability to give social criticism, teaches readers to look at situations from another perspective, triggers the ability to see deeper hidden connections in the real world and teaches the ability to speak out an instantaneous emotion or impression (Soetaert, 2005, Schram 2005, Schram 1999).

So, it can be concluded that our society thinks of reading as one of the most important activities. But is the medium used to do this equally important? 

Demographic differences 

There are some significant differences between men and women in their reading behavior. Women tend to read more than men. With women reading about 1.7 hours a week the men stay far behind with 0.9 hours a week. But men spend their time on the computer; with 5.2 hours a week this is a lot more than the female use of the computer at 2.4 hours a week (SCP, 2010). 

Young people take a lead in the adaptation of new technology but the elderly are the most intensive readers. In 2005 people at the age of 12-19 years read 1.5 hours a week, 20-34 years read 1.8 hours a week, 35-49 years read 2.9 hours a week, 50-64 years read 5.4 hours a week and 65+ years read 7.6 hours a week) (De Haan, 2010; SCP, 2005).

Predictions

It is still difficult to predict how the general attitude will be towards digital reading material.  In the e-reader the new upcoming media technology conflicts with the traditional literary reading.  It is not known whether the attraction of the new technology will convince young people to read a book as the reading behavior of young people rapidly deteriorates. 

Also the fear for technology that elderly feel can become an obstacle in the adaptation process of the e-book. Elderly spend by far the most hours on reading books, but will they ever do that on a digital device they do not understand? It is uncertain if they are willing to learn to use the device, especially when the paper books continue to coexist in a broad range.  

2.6 Advertisement in literature

2.6.1 Magazines
The most common place for advertisement in literature would be in magazines. In almost every magazine a couple of pages are dedicated to advertisement. In this way the magazine with a lot of pages, prints in color and a good quality paper can be in stores for a fairly low price.
2.6.2 Attitude towards advertisement
Most assumptions about the attitude of people towards advertising is that they dislike it in every form (Anderson ,2005, Anderson and Coate, 2005, Ambrus and Reisinger, 2005, Choi, 2006, Crampes et al., 2004, Gabszewics et al., 2004, Kind et al., 2003, Kohlschein, 2004, Kremhelmer and Zenger, 2004, Peitz and Valetti, 2008, Nilssen and Sørgard, 2003, Reisinger, 2004). This might be due the intrusive tactics advertisers use when competing for consumer’s attention. The aggressive form can be very annoying to the audiences (Sandage & Leckenby, 1980; Rettie, Robinson & Jenner, 2001; Zhang 2000). 
Some exceptions are from Hackner and Hyberg (2000), who assume that readers like advertising in printed media, and Sonnac (2009), who considers two types of feedback from advertising: aversion and advertising appreciation. 

A study done by Kaiser and Song (2009) shows that people aren’t as one-sided about advertisement as they once were. With the quarterly data on magazine circulation in Germany (the second largest print media market in the world) (FIPP, 2004), they found little evidence that readers dislike advertising. Readers in most magazine segments actually tend to appreciate advertising. Consumers of TV- and women's magazines appreciate advertising most, followed by consumers of car-, business- and political magazines. Consumers of adult magazines are indifferent in their attitude towards advertisements. They also found that consumers appreciate the advertisement more when it is highly informative. 
2.7 Advertisment in online media

2.7.1 visibility
The most internet advertisement takes place in small advertisements called banners and popups. As popups aren’t in any way similar to the advertisement in e-books, this paragraph will only discuss the advertisement on websites through banners. 

The development of the Internet, in both a technical sense and in user time, is resulting in great growth of online advertising. Because of the structure of the Internet – readers do not pass by pages; you only see them when you intend to see them – it can be a lot harder to reach new people with advertising than with the traditional way in printed media, television and billboards. So, the competition for attention is more intense in this type of media. 
2.7.2 Interactivity

But on the other hand, the Internet also offers some unique opportunities. The Internet-based ads can provide higher interactivity than many of the ads carried in traditional media. Also an online ad can be customized easily to better suit a consumer’s needs (Wang, 2002).

In interactive media a four-dimensional structure of the interactivity can be made: (1) active control  when you, for instance, click on a hyperlink, (2) two-way communication when it is made possible to communicate between sources and consumers (most traditional media provide only one-way communication from a source to consumers), (3) freedom of choice when it is made possible to enable or disable the advertisement shown and (4) felt synchronicity when barriers of physical, spatial, and temporal distance are enabled, as in traditional interpersonal communication (Lui, 2001). 

2.7.3 Banner blindness

Because of the intense competition salient, sometimes even aggressive, types of advertisement are used to draw the attention on the Internet. However, because of low click-through rates, banners’ effectiveness have been questioned, it looks like the banners are often missed. As the users actively or automatically control the amount of attention they want to give to the banner. People are aware of the presence of banners when they go online, so they attentively suppress their attention towards them. For frequent users of the Internet this behavior can become automatic. This phenomenon is called ‘banner blindness’ (Sun, 2008).
2.8 ‘Clean’ ad-free products
The idea of clean ad-free products is tempting because people do see advertisement as clutter. With a lot of products, people favor the version without logo’s and labels. For example, mobile phones are preferred to be without an operator logo. The consumer is willing to pay more for the version without the logo or takes drastic customizing measures to remove or cover the operator logo (Blom, 2003). This should not be confused with the logo of the mobile phone brand. These logo’s are seen as identification of the product and lead to a positive attitude towards them (Keller, 2008). 
3. Research question and Hypotheses

3.1 Research question

As already discussed earlier in this thesis e-book novels are currently sold at a price between €10 and €15. This is about 80% of the price of a paper book. The price consists of production costs, a high VAT payment in the Netherlands of 19% for e-books instead of 6% for paper books, and an amount for the writer. As a writer has to live off the writing and selling of his books this amount has to be fairly large to make it profitable at the end. 

Consumers see the high price of e-books as the biggest obstacle to buying one. In a research by Bakker (2010) 62% says they would be willing to buy more e-books if the price were lower. The interactive character of an e-reader and e-books make it possible to think of new ways to make money. One way to unburden the consumer but still make the same profit is through advertising. This is already done in magazines. Is this also possible to do in e-books? 

The fact is that prices will be cut when advertisement is used (Ereaders.nl, 2009). But because it is a new concept for this type of literature, readers might experience this as annoying. It is not known whether readers are more price aware or ‘experience aware’. In other words we do not know whether people find the price difference more or less important than the positive or negative attitude they get towards the advertisements. 
This leads to the main research question:  

Will readers prefer free e-books over ad-free e-books?

3.2 Hypotheses

When considering the use of advertisement in e-books, the first thing that comes to mind is the attitude of the consumer towards this. This attitude towards advertisement has been studied in many papers over the years. One of the first studies on this subject took place by the Gallup Organization (1959) in a study of public attitudes toward advertising performed for Redbook. Gallup found that a majority of their respondents (1600 adults) generally liked advertising and that most of these respondents liked it because they thought of it as informative. Bauer and Greyser (1968) also found a majority of their sample liked advertisement; the people thought of it as essential. But since the 1970’s the attitude has changed. Harris and Associates Inc. (1976) found that a majority of the people thought of advertisement as annoying and misleading. Although some advertisements have a certain entertainment factor (Alwitt and Prabhaker 1992) this is mostly limited to TV commercials. 

In a different study by Kaiser and Song (2009), we see that people like magazines with advertisements less than magazines without advertisements. This is shown in the attitude towards the advertisements and in the price elasticity combined with the willingness to buy the product. But the degree of dislike is not the same among all types of magazines. People who read TV- and women’s magazines are much less annoyed by the advertisements than readers of political- and adult magazines. 

H1: The presence of advertisement has a negative effect on the acceptance of the book
The vast majority of advertising reaches individuals when they are not shopping for the product or service being advertised, so most messages are simply not relevant to consumer concerns at the time of exposure (Ducoffe 1996). This could lead to a negative attitude towards the advertisements or the medium. So when made use of advertisement in a medium that is not used for shopping – like a catalog – it is important to at least match the consumer’s interest at that point. This means a good fit of the advertisement with the medium is important. This could also be the case with advertisements in e-books. 

H2:  The degree of similarity (fit) of the advertisement and the subject of the book has a positive effect on the acceptance of the book
We like to think that people are more likely to buy a product when it has a lower price. But the price-quality relationship can also become asymmetrical. If the price of a product becomes too low it becomes hard for consumers to believe it is of a good quality. Every consumer has a lower and upper price limit for the purchase of a certain product (Monroe, 1973). It is not known whether the prices that are asked for e-books at the moment are at the lower limit of the consumer’s price thresholds.  Do they value the e-book of equal quality if the price is lower? It is expected that people do not have a lower price limit for an e-book as people also love to buy second hand paper books for a couple of cents. But it is not known whether people see e-books as another kind of book or as another kind of software. With luxury products it can be seen that if the price drops too low, people think the product is of lower quality.
H3:  Price discounts have a positive effect on the acceptance of the book
Not all books are the same. As already mentioned the acceptance of advertisement differs between the media it is printed in (Kaiser and Song, 2009). There might also be differences in the acceptance between the different types of e-books. To see if this can be the case, the previous hypotheses will be tested again for novels and traveling guides. Two completely different types of books; novels are recreational, while travel guides are more educational. Babin (1994) wrote about a similar subject of shopping value where he represented a dichotomy of a utilitarian value, where the behavior has been described as task-related and rational (Batra and Athola 1991; Engel et al. 1993; Sherry 1990) and on the other side a hedonic value, which is more subjective and personal and results more from fun and playfulness than from task competition (Holbrook and Hirshman 1982). 

Another point of difference between a novel and a travel guide is the way to read them. A novel is normally read in a linear or sequential way, from the first page to the last (Bakker, 2010). The reader takes time to read a novel, laying on the couch or sitting in the garden. The reader does not want to be distracted by anything, as the story might get very exciting. Traveling guides, on the other hand, are read in a more unstructured way. One chapter at the time, led by the table of contents, but not in a chronological way. People read them in a scanning way; quickly take their eyes over the pages to find the information they need at that time. 

Because of these differences in usage, the attitude toward advertisement in these two media types might also differ. It could be that advertisement in novels is more noticeable because you flip every page. An advertisement in a travel guide might stay unseen more easily because you skip from the table of content to the page number needed. This leads to the next hypothesis: 

H4a: The acceptance of the number of ads is greater for travel guides than for novels

The same can be the case with the similarity of the advertisements. An advertisement with a good fit can be seen as informative. Because of the characteristics of a travel guide, an educational type of book, it might be likely that the fit would be more important in these types of e-books than in novels. As novels often do not have a real subject that lends itself to advertisement, the ads in these types of media might depend more on the personal interests of the reader. 

H4b: The degree of similarity (fit) of the advertisement is more important in the acceptance process for travel guides than for novels
In H3 the attitude towards price discounts in general is already mentioned. But on average people buy more novels than travel guides annually (Stichting Marktonderzoek Boekenvak, 2010). This might lead to different price elasticity for these two types of e-books. As there was no information found about the (differences in) price elasticity of these two types of book in paper version the following hypothesis is only supported by the argument of accumulated expenditures. Price might be more important for novels than for travel guides as in total it cuts more into the annual budget of the consumer. 

H4c: Price discounts are more important in the acceptance process for novels than for travel guides
3.3 Conceptual map

To give a brief overview of the hypotheses tested in this thesis they are shown in the conceptual map below.
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Figure 1: Conceptual map

4. Methodology

The research setup of this thesis consists of a couple phases, namely the data collection and the data analysis. 
4.1 Data collection

The possibilities for advertisement in e-books are tested through online surveys. In this way the response of the readers to the advertisements are tested. The method used in this survey is (con)joint analysis. In this way it determines how people value different features of e-books. 
4.1.1 Attributes tested
To make the research feasible in the available time frame, only a couple of attributes were tested
. 

Type of book

This study tested two types of books; a novel and a travel guide. The books had to be as different as possible from each other, but in the same price range. Also, it was important that most people have prior experience with these types of books, so they could relate to their own preferences in the survey. Novels are recreational books that almost everyone has read at least one time in their life. A lot of people like to read novels in their free time; it is one of the most practiced hobbies in Western society (Anderson, 1988). The prices for a paper novel are between €15 and €20 and an electronic novel can be purchased for a price around €10 and €15. The other type of e-book that has been tested is a travel guide. This is a more educational type of book that most of the time is only purchased when there is increased interest in the country or city, due to, for example, a planned holiday. The prices of paper travel guides are on average €15. Electronic versions are still in a beginners phase and not sold in a large variety yet. 
Presence of advertisement pages

In the survey there are books without any advertisement and books with ten advertisement spreads. In the books with advertisement the advertisement pages are placed after every chapter of the book. This means there is no advertisement on the written pages of the e-book. Every chapter is followed by a full-page advertisement, which on its turn is followed by the next chapter. As the flipping of the pages on an e-reader goes with a click of a button it is impossible to skip the advertisement page, but it does not take much time to click again to the next chapter, allowing the reader to not really look at the actual advertisement page. 
Fit of the advertisement

To test if the subject of the advertisement makes a difference for the choosing behavior of the customer, there are advertisements in novels about book stores or about clothing brands. And in the travel guide, there are advertisements about traveling agencies and trips or about clothing brands. The idea behind this is that the advertisements about book stores and traveling agencies and trips are more fitted to the subject of the book than the advertisements about clothing brands. The advertisement of a clothing brand is a commonly known type of advertisement. It is often used in magazines and people are used to it and tend to like these nicely designed spreads very much.

Price

Three hypothetical price levels of e-books are tested; €2.50, €7.50 and €12.50. A price of €0 was not used because a completely free book might be a utopian goal. On the other hand, it completely takes away the fact of spending money on a product so the effort of accepting the book would become too low. 

To test the hypotheses more briefly, a dummy variable of the price of option A minus the price of option B was made. In this way, 5 new levels were created: -10, -5, 0, 5 and 10. To make it possible to compare the size of the effect of price with the effects of the ads and the fit, these levels were replaced with values between 0 and 1 (-10 = 0, -5 = 0.25, 0 = 0.5, 5 = 0.75, 10 = 1). These values are called the price range. 
4.1.2 The survey
In total there are 18 different options that were tested in the questionnaire (a brief overview of the options can be found in the appendix). For both types of books the different options were compared with each other, so novel options are only compared with other novel options, and travel guide options were only compared with other travel guide options. As it would not be useful to compare two books that differ in price but are exactly the same for all the attributes, assuming that people will always choose the lowest price, the survey does not compare between prices only. There can be 27 comparisons made for every type of book, making 54 questions in total for the two types of books
.
As 54 questions is a large amount to ask one person, it could be a relevant risk that people wouldn’t fill in the whole survey but stop somewhere in the middle. As the order of the questions is fixed, this would lead to a lack of available data for the last questions of the questionnaire. To make sure that every choice set gathered enough data to analyse there are two questionnaires with both 27 of the 54 choice options. These 27 questions are about both novels and travel guides, and are asked in a mingled order. The survey started with a brief explanation of the e-book and how the advertisements would occur in the e-book. At the end are four questions about age, sex, level of education and reading behavior. The data of these last questions is not included in the hypotheses but is only to provide information to explain potential outliers in the results
. The questionnaire was made with an online tool at thesistools.nl and spread through the Internet by email and online forums
. 

A book is a very country-specific product due to the language it is written in. In this research the focus is on Dutch literature and because of that, Dutch readers. The advertisements in the e-books were also language specific to make sure all readers could understand the advertisements. Exceptions can be made for English advertisements, as the English language is fairly common in the Netherlands. Because of the lingual restrictions the survey was only provided for Dutch speaking people, and to make sure everyone could understand the survey properly, the survey was also written in Dutch.  
4.2 Data analysis

4.2.1 Programs
One of the programs used in this research was the online survey tool Thesistools.nl. At this website the surveys were constructed and with a link distributed to the respondents. 

The data that became available from these surveys was put in a Microsoft Excel sheet (an overview of this dataset can be found in the appendix). This dataset was transported into SPSS (or PAWS) to analyse. Finally, Eviews is used for additional test information. 
4.2.2 Methods

As the survey was set up as a conjoint analysis and the dependent variable is a dichotomous variable that can only have the value 0 for not accepting or 1 for accepting, a binary logistical regression was used
.
The equation for a logistic regression is:  
ln(odds) = a + b1X1 + b2X2 + … + bkXk  







    (1)
Where the outcome variable is the natural logarithm of the odds, a is the constant, Xi, (i = 1,2,…,k) are the explanatory variables or covariates and b1, b2,…bk are the logistic regression coefficients (Field, 2005). 

Because the logistic regression coefficient is equal to the natural logarithm of the Odds Ratio, also EXP(B) = eB could be used; by that elimination, the natural logarithm and the Odds Ratio remains. EXP(B) is an indicator of the change in odds resulting from a unit change in the predictor. As such, it is similar to the b-coefficient but easier to understand. The odds of an event occurring are defined as the probability of an event occurring divided by the probability of that event not occurring (Field, 2005).  
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4.2.3 Literature

The comparable data in secondary literature, that is already used to substantiate the hypotheses, also helped with the interpretation of the results. 

5. Data and results

The first results of the logistic regression analysis are stated below
. 

Table 1 
	
	
	
	95%  CI for EXP(B)

	
	B
	Wald
	Sig
	Lower
	Exp(B)
	Upper

	Included
	
	
	
	
	
	

	Constant
	4.438
	250.482
	0.000
	
	84.614
	

	adsA
	-1.509
	79.483
	0.000
	0.159
	0.221
	0.308

	fitA
	0.478
	25.729
	0.000
	1.341
	1.613
	1.940

	adsB
	1.499
	77.776
	0.000
	3.207
	4.475
	6.244

	fitB
	-0.363
	16.794
	0.000
	0.584
	0.695
	0.827

	Pricerange
	-8.576
	456.711
	0.000
	0.000
	0.000
	0.000


Note R2 = 0.467 (Cox & Snell), 0.628 (Nagelkerke), -2 Log likelihood = 1437.076a
a. Estimation terminated at iteration number 6 because parameter estimates changed by less than 0.001.
First findings

In table 1 there is a Nagelkerke R-Square of 0.628, which means the model explains 62.8% of the variance. Also, there are high Wald statistic results for all variables, which have a chi-square distribution and the results tell whether the b-coefficient for that predictor is significantly different from zero (Field, 2005). This results in 0.000 significance levels for all variables including the constant. These are good outcomes to test the hypotheses. 

Combine variables

First the possibility of combined variables is tested. By doing a Wald test in Eviews we test whether adsA = - adsB and fitA = - fitB, which means that if these null hypotheses are supported the variables ‘adsA’ and ‘adsB’ and ‘fitA’ and ‘ fitB’ can be computed into universal variables called ‘ads’ and ‘fit’
. 

Table 2
	                                                                       Null Hypothesis: AdsA = - AdsB

	
	Value
	df
	Probability

	Test Statistic
	
	
	

	t-statistic
	-0.038025
	 1965
	 0.9697

	F-statistic
	 0.001446
	(1, 1965)
	 0.9697

	Chi-square
	 0.001446
	 1
	 0.9697

	

	Normalized Restriction (= 0)
	Value
	Std. Err.

	AdsA + Ads B
	-0.010428
	 0.274239


Table 3
	                                                                       Null Hypothesis: FitA = - FitB

	
	Value
	df
	Probability

	Test Statistic
	
	
	

	t-statistic
	 0.743798
	 1965
	 0.4571

	F-statistic
	 0.553235
	(1, 1965)
	 0.4571

	Chi-square
	 0.553235
	 1
	 0.4570

	                                                                      

	Normalized Restriction (= 0)
	Value
	Std. Err.

	FitA + FitB
	 0.114658
	 0.154152


In table 2 the null hypothesis of adsA = - adsB is supported with a probability of 0.97, which is very high. The calculation of ‘adsA’ minus ‘adsB’ is almost zero (-0.01) with a standard error of 0.27. The value of -0.01 is only a fraction of one standard error away from zero.

Also in table 3 the null hypothesis of fitA = - fitB is supported with a probability of 0.46, which is still high enough. The calculation of ‘fitA’ minus ‘fitB’ is close to zero (0.11) with a standard error of 0.15. Also this value if 0.11 is still less than one standard error away from zero. 

It can be concluded that it is legitimate to use universal variables ‘ads’ and ‘fit’. These are the old variables ‘adsA’ and ‘fitA’. 

Second run of logistic regression with ‘new’ variables

Table 4
	
	
	
	95%  CI for EXP(B)

	
	B
	Wald
	Sig
	Lower
	Exp(B)
	Upper

	Included
	
	
	
	
	
	

	Constant
	5.528
	466.348
	0.000
	
	251.571
	

	Ads
	-2.051
	175.287
	0.000
	0.095
	0.129
	0.174

	Fit
	0.679
	67.078
	0.000
	1.676
	1.972
	2.320

	Pricerange
	-7.963
	467.781
	0.000
	0.000
	0.000
	0.001


Note R2 = .438 (Cox & Snell), .590 (Nagelkerke), -2 Log likelihood = 1538.627a
a. Estimation terminated at iteration number 6 because parameter estimates changed by less than .001.
In table 4 there is a Nagelkerke R-Square of 0.59, so the model explains a little less of the variance than the previous model, but still a large part. The Wald statistic results for all variables are even higher; this results in 0.000 significance levels for all variables, including the constant
. The constant of 5.528 indicated that for a person who scores zero on all other variables, he is likely to choose option A with a b-coefficient of 5.528 and an Exp(B) of 251.571. This can be explained by the fact the options A and B of the survey aren’t evenly divided. 

Table 5
	Descriptive Statistics

	
	N
	Sum
	Statistic Mean 

	Included
	
	
	

	Ads A
	1971
	1205
	0.61

	Ads B
	1971
	1460
	0.74

	Fit A
	1971
	107
	0.05

	Fit B
	1971
	-70
	-0.04

	Price A
	1971
	14037.5
	7.122

	Price B
	1971
	15527.5
	7.878


In table 5 the sum and the mean of the variables in the different options are shown.  The average price of all the options A are lower than the average price of all the options B. The same is with the presence of advertisements; this is on average more at the options B than in the options A. At last the fit is on average better at the options A than on the options B
. 
H1: The presence of advertisement has a negative effect on the acceptance of the book
In table 4 the b-coefficient of Ads (-2.051) shows a significant effect that if the option contains advertisement, the logit to choose that option will decrease by 2.051. When  looking at the EXP-value of 0.129, the odds of choosing the option will decrease when advertisements are present. This supports the hypothesis.

It can be concluded that people tend to choose the option without advertisements if this is a possibility. This means people do not see advertisement as added value in the way that was used in this survey; page spread advertisement about clothing brands, bookstores or travel agencies.

H2:  The degree of similarity (fit) of the advertisement and the subject of the book has a positive effect on the acceptance of the book
In table 4 the b-coefficient of Fit (0.679) shows a significant effect that if the option contains advertisement with a good fit the logit to choose that option will increase by 0.679. When looking at the EXP-value of 1.972, the odd of choosing the option increases when the advertisements have a good fit. This supports the hypothesis.

The degree of similarity between the advertisement and the subject of the book seems to have a small effect on the acceptance of the book. When there is a good fit of the advertisement people tend to choose that option over the option with advertisements that have nothing in common with the subject of the book. 

H3:  Price discounts have a positive effect on the acceptance of the book
To test this hypothesis a dummy variable is created that shows the sum of the price of option A minus the price of option B fitted in a range from 0 to 1. A b-coefficient of -7.963 (in table 4) indicates that with every higher value of this dummy variable (this means that option A gets a higher price difference compared to option B) the logit to choose option A decreases by 7.963. So there is indeed a negative attitude towards the option with the higher price. When looking at the EXP-value of 0.000, the odd of choosing the option is zero when the price of that option is higher than the price of the other option. Hypothesis 3 is supported by these outcomes.

People tend to be extremely price sensitive when it comes to choosing an e-book. As seen in the values of the b-coefficient and EXP(B), it can be concluded that this feature overrules all other features of the e-book that are presented in this survey. When the price of one option is higher than the other option, no matter what the other features are, they will always choose the option with the lowest price. They seem to accept the negative feature of the advertisement because of the positive price difference. 
H4: The effect of the type of e-book
To test the moderator effect of the type of e-book in the final three hypotheses three new variables were created by multiplying the standardized variables ‘Ads’, ‘Fit’ and ‘Price range’ with the standardized moderator variable ‘Type’. When used the old variables there can be multicollinearity. These three new variables are named ‘Ads*Type’, ‘Fit*Type’ and ‘Price*Type’. All variables were put together in a new logistic regression analysis, resulting in the following outcome
.

Table 6
	
	
	
	95%  CI for EXP(B)

	
	B
	Wald
	Sig
	Lower
	Exp(B)
	Upper

	Included
	
	
	
	
	
	

	Constant
	0.643
	89.037
	0.000
	
	1.902
	

	Z-Ads
	-1.011
	165.404
	0.000
	0.312
	0.364
	0.424

	Z-Fit
	0.553
	69.239
	0.000
	1.526
	1.738
	1.980

	Z-Pricerange
	-2.338
	452.558
	0.000
	0.078
	0.097
	0.120

	Z-Type
	-0.027
	0.153
	0.695
	0.852
	0.974
	1.113

	Ads*Type
	-0.289
	13.483
	0.000
	0.642
	0.749
	0.874

	Fit*Type
	-0.285
	18.330
	0.000
	0.660
	0.752
	0.857

	Price*Type
	-0.208
	3.598
	0.058
	0.654
	0.812
	1.007


Note R2 = .452 (Cox & Snell), .609 (Nagelkerke), -2 Log likelihood = 1489.709a 
a. Estimation terminated at iteration number 6 because parameter estimates changed by less than .001.
First findings

In table 6 there is a Nagelkerke R-Square of 0.609, which means the model explains 60.9% of the variance. Also there are high Wald statistic results for most variables, which result in 0.000 significance levels for those variables including the constant. The variables with a low Wald statistic and insignificant results are the standardized variable of the type of the E-book and the product variable of price and type. 

H4a: The acceptance OF the number of ads is GREATER for travel guides than for novels

By filling in the results of table 6 into equation (3), the regression coefficients can be found of ads when the type of book is given.
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With X1X2 as the interaction term of the product variable. 

Novels

For novels, who have the code 1 (for X2) the equation is:
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Or computed in a shorter way by: bads+novel = bZ-ads + bAds*Type = -1.011 -0.289 = -1.3
Travel guides

For travel guides, who have the code -1 (for X2) the equation is:
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Or computed in a shorter way by: bads+travel = bZ-ads - bAds*Type = 1.011 +0.289 = -0.722

Combining
When looking at the outcomes next to each other, there is a regression coefficient of -1.3 for the effect of type on the acceptance of e-books with ads for novels and -0.722 for travel guides; it can therefore be concluded that the aversion to advertisement is stronger with novels than for travel guides. This supports the hypothesis.

H4b: The degree of similarity (fit) of the advertisement is more important in the acceptance process for travel guides than for novels
Again by filling the results of table 5 into the equation (3), the regression coefficients of fit when the type of book can be given. 
Novels

For novels, who have the code 1 (for X2) the equation is:
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Or computed in a shorter way by: bfit+novel = bZ-fit + bFit*Type = 0.553 – 0.285 = 0.268
Travel guides
For travel guides, who have the code -1 (for X2) the equation is:
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Or computed in a shorter way by: bfit+travel = bZ-fit – bFit*Type = 0.553 + 0.285 = 0.838
Combining
When looking at the outcomes next to each other, there is a regression coefficient of 0.268 for the effect of type on the acceptance of e-books with well fitted ads for novels and 0.838 for travel guides. It can be concluded that the positive attitude towards well fitted advertisement is stronger for travel guides than it is for novels. This supports the hypothesis.
H4c: Price discounts are more important in the acceptance process for novels than for travel guides
The logistic regression analysis did not show significant results (a 0.058 significance level) for the combined effect of price and the type of book. For that reason the hypothesis has to be rejected, as no significant difference in the price sensitivity of the two types of e-books can be seen. 
6. Conclusion and discussion
From this research a couple of things can be concluded:

Aversion to advertisements

Along with most studies that have been done in this area, this research found a strong aversion to advertisement in e-books. People find it annoying or distracting. In some media, like in women’s magazines, people can see advertisement as a positive additional value, but this does not appear to be the case within e-books. This might be explained by the fact people are not (or at least not yet) used to advertisement in novels and travel guides, in paper or electronic form. As most people have a natural aversion to change, this negative attitude toward advertisement comes naturally. It might be within time that people grow increasingly accustomed to advertisement in this type of media. Currently people are used to reading their literature in quiet and do not want to be distracted by advertisements. 

On the other hand, it should not be forgotten that people already see advertisements everywhere in their lives and they might get a bit advertisement-tired (Sun, 2008). The accumulation of marketing impulses could become too much, or people think they will be too much, as this is a hypothetical survey where people have to imagine how they would feel about certain things. In real life they might be less annoyed than they think, as banner blindness already occurs in Internet media (Sun, 2008). 

Finally, the idea of a clean ad-free book is tempting because people do see advertisement as clutter. As with a lot of products, people favor the version without logo’s and labels. For example, they prefer mobile phones without a provider logo. An e-book is not seen the same way as a pair of designer shoes, where one may be proud to show off the name of the designer. So it is within reasonable expectations that people prefer a non-advertised e-book when they can choose without looking at the price.

Fit is good

This research found a small effect of the fit of the advertisement on the acceptance of the book. So even though the overall attitude towards advertisement is negative, when they are confronted with it, readers prefer it to be about a subject similar to the e-book they are reading at the moment. This might indicate that people do think there is some informative character in the advertisements. As it can be assumed that the reader is interested in the subject he is reading about, it might be of informational value to know what kind of products or deals there are on the market within that area of interest. 

Another reason a reader likes fitted advertisements more than non fitted advertisements, or dislike it less, might be that they think a fitted ad is less distracting because the advertisement is in the same ‘mindset’ as the medium. As already mentioned, readers do not like to be distracted from their reading by advertisements. Fitted advertisements seem to take them less out of their comfort zone when it comes to reading an e-book and hitting on a page with an advertisement. 
But still, the options of ‘no advertisement at all’ or a ‘lower price’ are more attractive attributes in the decision making process. People do not tend to make a real distinction between the different types of advertisements. They see advertising as a negative thing (as stated in hypothesis 1) and they do not really look at what kind of advertisement it is. 

As the positive effect of fitted ads is small, they should only be considered over non-fitted ads in e-books when they do not negatively affect the profits. The main reason for the advertisements was, from the beginning, the extra profit that they would provide, not the added value for the customer. As seen in hypothesis 1 people tend to prefer advertisement-free e-books so they do not see the ads as an addition with positive value. When the decision to bother the reader with advertisement in their e-books is already made, the most profitable kind of advertisement should be considered first. When the difference in profit is fairly substantial, it might be gainful to choose the extra profit over the reader’s satisfaction. 
Price is the main driver

As expected, price is the main driver in the choosing behavior. People want to pay as little as possible for an e-book. The effect is very strong with a possibility of 0% of choosing the more expensive version. The extreme price sensitivity of the research group has to be seen in the context of the other attributes that were tested. Advertisement and the fit of the advertisement do not have a positive added value, so it is obvious people will always choose for the lowest price as there has proven to be no other positive attribute in this survey. 

It looks like there is no minimum price for e-books, as can be the case with some luxury products. People do not tend to doubt the quality of the e-book when the price is very low (in this case €2.50). This also was not in the expectations, as people love to buy second hand books for a couple of cents. These results indicate that people see an e-book as another form of book, not as a form of luxury product. With luxury products it can be seen that if the price drops too low, people think the product is of lower quality. 

Small differences between the two types of books

In earlier studies (Kaiser and Song, 2009), differences were found in the acceptance of advertisement between the types of printed media. The advertisements in women’s magazines had a much higher acceptance rate than in political magazines. This was explained by the type of readers but also because of the different reading methods. The conclusion was that people find advertisement much more annoying in literature that is read in linear form. When people skip through the chapters they find the advertisements less disturbing. 

Ads are more disturbing in novels

This research found a difference in the acceptance of advertisement in novels and in travel guides. The negative effect of advertisement is larger in novels than it is in travel guides. This result can be explained by the fact that was quoted earlier: people want to read their books in quiet, without any distractions. It is common to read a novel from beginning to end in a linear way, but for a travel guide this does not have to be the case. As readers usually flip through the chapters of a travel guide, this will also be the case with the electronic version. Because of this reading method the advertisements will sometimes be less noticeable because the chance of hitting on a page with advertisement is much smaller than when reading a e-book in a linear way. 

Fitted advertisement is appreciated more in travel guides

As tested in hypothesis 2, people tend to choose the e-book with a fitted advertisement over the e-book with a non fitted advertisement. This effect was shown to be stronger for travel guides than for novels. This result can be explained by the fact that was quoted earlier: the advertisement with a good fit is seen as informative because it relates to the subject of the medium. The characteristics of a travel guide are also informative and novels are more recreational. The fit has proven to be more important in informative type of e-books as it is consistent with the overall vibe. 

Also for novels it is hard to link a marketing activity to the subject as it is mostly about fictional subjects with a low retail link as relationships and emotions. So a well fitted advertisement in a novel is perhaps unachievable. 
At last the fact that when a person is reading a novel he or she is not in any way shopping for another book. But the fitted advertisements in this survey were about book stores. Readers of travel guides are most of the time planning a trip or already on a trip. In both situations additional things to do or buy are interesting and can complement the travel guide. 
Price sensitivity is universal

The price sensitivity has already been shown to be the largest driver of the decision making process of choosing an e-book. The effect is so strong it is not strongly affected by differences in the product. It wasn’t strongly affected by the presence of advertisement in hypothesis 3, as there was a possibility of 0.000 of choosing the e-book with the higher price even when it has no advertisements, and it wasn’t strongly affected by the type of e-book either. This was not expected, as the quantity of novels a person buys in a year can differ a lot from the amount of travel guides they purchase. This research shows that people do not look at the total amount spent on a type of book in one year, but at every item separately. As a novel and a travel guide are similar in price, it may be obvious there also is a similar price effect on both of these types of e-books. 

Overall conclusion

The overall conclusion that can be drawn from this research is that people always choose the cheapest option and are only willing to choose the non-ad version if both options have the same price. So there is an aversion to advertisement, but it is not big enough to overrule the attractiveness of a lower price. 

At this point, we will come back to the main question asked in the beginning of this thesis: Will readers prefer free e-books over ad-free e-books? That question can be answered with yes. 

8. Limitations and recommendations
8.1 LImitations

Although this research was carefully prepared and reached its aims, there were some unavoidable limitations and shortcomings:

Amount of data

First of all, the data collection was conducted over a period of three weeks. These three weeks were not enough to collect massive amounts of data. Because of this no conclusions can be drawn on a larger scale. 

Representivity of the sample

An attempt was made to make the sample as representative as possible with both male and female respondents and a variety of ages. But the dataset is very one-sided when looking at education level. Because the survey was distributed among family, friends and study partners of the researcher, the average education level is university level, which is not the case when looked at, for example the reading population of the Netherlands. 

Limited variables

To keep the research feasible in the time given for this thesis, only a couple of variables were tested. This might be not enough variables to draw substantial conclusions on.  

Hypothetical case survey

The results of this research are quite biased. This could be because people did not understand the concept of advertisement in e-books or could not really relate to it. The survey started with a brief explanation of the e-book and how the advertisements would occur in the e-book. But it is still a fairly vague concept and people might not really know what their attitude towards it will be when they actually read a book with advertisements. Price is something everyone can relate to, so maybe that is one of the reasons the price effect is so strong in this research. 

8.2 Recommendations 

With these limitations a couple of recommendations for further research can be mentioned. 

Research with test groups and real e-books with real advertisementS

When research is done with a real test group who uses an e-reader for a particular time, the attitude towards the advertisements is more real and the results of this research will become more reliable than the results of this hypothetical/imaginary survey. 

Research of other types of advertisement in e-books

As already mentioned in the very beginning, there are many potential ways to put advertisements in e-books. The main argument for putting advertisements in e-books is the profit they will yield. But it would be good to know what place of the advertisement is best for the consumer.  Maybe readers would find it less annoying if all the advertisements are in the front or back, when there are more half page advertisements or hyperlinks in the story. With this last option also the opinions of writers have to be taken into consideration: would they approve advertisers in their stories?

Profits of advertisement in printed media & Break even point

I’ve tried to find out what amount of advertisement had to be in an e-book to make it profitable and make the consumer price drop. But because an e-book differs a lot from a typical magazine, and it is a new phenomenon to put advertisement in e-books, I couldn’t find relevant information about this aspect. It would however be interesting to know the real profits of advertisement in e-books and the break even point. 
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1.1 Choice options
	Type                                      # ads                                    Fit                                          Price

	novel
	no ads
	
	2,50 euro

	novel
	no ads
	
	7,50 euro

	novel
	no ads
	
	12,50 euro

	novel
	10 ads
	fitted ad
	2,50 euro

	novel
	10 ads
	fitted ad
	7,50 euro

	novel
	10 ads
	fitted ad
	12,50 euro

	novel 
	10 ads
	non fitted ad
	2,50 euro

	novel 
	10 ads
	non fitted ad
	7,50 euro

	novel 
	10 ads
	non fitted ad
	12,50 euro

	
	
	
	

	travel guide
	no ads
	
	2,50 euro

	travel guide
	no ads
	
	7,50 euro

	travel guide
	no ads
	
	12,50 euro

	travel guide
	10 ads
	fitted ad
	2,50 euro

	travel guide
	10 ads
	fitted ad
	7,50 euro

	travel guide
	10 ads
	fitted ad
	12,50 euro

	travel guide
	10 ads
	non fitted ad
	2,50 euro

	travel guide
	10 ads
	non fitted ad
	7,50 euro

	travel guide
	10 ads
	non fitted ad
	12,50 euro


1.2 Combining options 
[image: image18.png]50
Noads 2
7,50
1250
fred 4
10 ads
Nonfitted
ad
250
Noads
7,50
1250
Fitted ad
10 ads
Nonfitted
ad





ABC compared with DEF GHI

→ 3*6=18 comparison questions

DEF compared with GHI

→ 3*3=9 comparison questions

GHI is covered




total of 27 questions 

1.3 Questions
Left row versus right row is one question asked

	travel
	no ads
	
	2,50 euro
	
	
	travel
	10 ads
	fitted ad
	2,50 euro

	travel
	no ads
	
	2,50 euro
	
	
	travel
	10 ads
	fitted ad
	7,50 euro

	travel
	no ads
	
	2,50 euro
	
	
	travel
	10 ads
	fitted ad
	12,50 euro

	travel
	no ads
	
	2,50 euro
	
	
	travel 
	10 ads
	non fitted ad
	2,50 euro

	travel
	no ads
	
	2,50 euro
	
	
	travel 
	10 ads
	non fitted ad
	7,50 euro

	travel
	no ads
	
	2,50 euro
	
	
	travel 
	10 ads
	non fitted ad
	12,50 euro

	
	
	
	
	
	
	
	
	
	

	travel
	no ads
	
	7,50 euro
	
	
	travel
	10 ads
	fitted ad
	2,50 euro

	travel
	no ads
	
	7,50 euro
	
	
	travel
	10 ads
	fitted ad
	7,50 euro

	travel
	no ads
	
	7,50 euro
	
	
	travel
	10 ads
	fitted ad
	12,50 euro

	travel
	no ads
	
	7,50 euro
	
	
	travel 
	10 ads
	non fitted ad
	2,50 euro

	travel
	no ads
	
	7,50 euro
	
	
	travel 
	10 ads
	non fitted ad
	7,50 euro

	travel
	no ads
	
	7,50 euro
	
	
	travel 
	10 ads
	non fitted ad
	12,50 euro

	
	
	
	
	
	
	
	
	
	

	travel
	no ads
	
	12,50 euro
	
	
	travel
	10 ads
	fitted ad
	2,50 euro

	travel
	no ads
	
	12,50 euro
	
	
	travel
	10 ads
	fitted ad
	7,50 euro

	travel
	no ads
	
	12,50 euro
	
	
	travel
	10 ads
	fitted ad
	12,50 euro

	travel
	no ads
	
	12,50 euro
	
	
	travel 
	10 ads
	non fitted ad
	2,50 euro

	travel
	no ads
	
	12,50 euro
	
	
	travel 
	10 ads
	non fitted ad
	7,50 euro

	travel
	no ads
	
	12,50 euro
	
	
	travel 
	10 ads
	non fitted ad
	12,50 euro

	
	
	
	
	
	
	
	
	
	

	travel
	10 ads
	fitted ad
	2,50 euro
	
	
	travel 
	10 ads
	non fitted ad
	2,50 euro

	travel
	10 ads
	fitted ad
	2,50 euro
	
	
	travel 
	10 ads
	non fitted ad
	7,50 euro

	travel
	10 ads
	fitted ad
	2,50 euro
	
	
	travel 
	10 ads
	non fitted ad
	12,50 euro

	
	
	
	
	
	
	
	
	
	

	travel
	10 ads
	fitted ad
	7,50 euro
	
	
	travel 
	10 ads
	non fitted ad
	2,50 euro

	travel
	10 ads
	fitted ad
	7,50 euro
	
	
	travel 
	10 ads
	non fitted ad
	7,50 euro

	travel
	10 ads
	fitted ad
	7,50 euro
	
	
	travel 
	10 ads
	non fitted ad
	12,50 euro

	
	
	
	
	
	
	
	
	
	

	travel 
	10 ads
	fitted ad
	12,50 euro
	
	
	travel 
	10 ads
	non fitted ad
	2,50 euro

	travel 
	10 ads
	fitted ad
	12,50 euro
	
	
	travel 
	10 ads
	non fitted ad
	7,50 euro

	travel 
	10 ads
	fitted ad
	12,50 euro
	
	
	travel 
	10 ads
	non fitted ad
	12,50 euro


	novel
	no ads
	
	2,50 euro
	
	
	novel
	10 ads
	fitted ad
	2,50 euro

	novel
	no ads
	
	2,50 euro
	
	
	novel
	10 ads
	fitted ad
	7,50 euro

	novel
	no ads
	
	2,50 euro
	
	
	novel
	10 ads
	fitted ad
	12,50 euro

	novel
	no ads
	
	2,50 euro
	
	
	novel 
	10 ads
	non fitted ad
	2,50 euro

	novel
	no ads
	
	2,50 euro
	
	
	novel 
	10 ads
	non fitted ad
	7,50 euro

	novel
	no ads
	
	2,50 euro
	
	
	novel 
	10 ads
	non fitted ad
	12,50 euro

	
	
	
	
	
	
	
	
	
	

	novel
	no ads
	
	7,50 euro
	
	
	novel
	10 ads
	fitted ad
	2,50 euro

	novel
	no ads
	
	7,50 euro
	
	
	novel
	10 ads
	fitted ad
	7,50 euro

	novel
	no ads
	
	7,50 euro
	
	
	novel
	10 ads
	fitted ad
	12,50 euro

	novel
	no ads
	
	7,50 euro
	
	
	novel 
	10 ads
	non fitted ad
	2,50 euro

	novel
	no ads
	
	7,50 euro
	
	
	novel 
	10 ads
	non fitted ad
	7,50 euro

	novel
	no ads
	
	7,50 euro
	
	
	novel 
	10 ads
	non fitted ad
	12,50 euro

	
	
	
	
	
	
	
	
	
	

	novel
	no ads
	
	12,50 euro
	
	
	novel
	10 ads
	fitted ad
	2,50 euro

	novel
	no ads
	
	12,50 euro
	
	
	novel
	10 ads
	fitted ad
	7,50 euro

	novel
	no ads
	
	12,50 euro
	
	
	novel
	10 ads
	fitted ad
	12,50 euro

	novel
	no ads
	
	12,50 euro
	
	
	novel 
	10 ads
	non fitted ad
	2,50 euro

	novel
	no ads
	
	12,50 euro
	
	
	novel 
	10 ads
	non fitted ad
	7,50 euro

	novel
	no ads
	
	12,50 euro
	
	
	novel 
	10 ads
	non fitted ad
	12,50 euro

	
	
	
	
	
	
	
	
	
	

	novel
	10 ads
	fitted ad
	2,50 euro
	
	
	novel 
	10 ads
	non fitted ad
	2,50 euro

	novel
	10 ads
	fitted ad
	2,50 euro
	
	
	novel 
	10 ads
	non fitted ad
	7,50 euro

	novel
	10 ads
	fitted ad
	2,50 euro
	
	
	novel 
	10 ads
	non fitted ad
	12,50 euro

	
	
	
	
	
	
	
	
	
	

	novel
	10 ads
	fitted ad
	7,50 euro
	
	
	novel 
	10 ads
	non fitted ad
	2,50 euro

	novel
	10 ads
	fitted ad
	7,50 euro
	
	
	novel 
	10 ads
	non fitted ad
	7,50 euro

	novel
	10 ads
	fitted ad
	7,50 euro
	
	
	novel 
	10 ads
	non fitted ad
	12,50 euro

	
	
	
	
	
	
	
	
	
	

	novel 
	10 ads
	fitted ad
	12,50 euro
	
	
	novel 
	10 ads
	non fitted ad
	2,50 euro

	novel 
	10 ads
	fitted ad
	12,50 euro
	
	
	novel 
	10 ads
	non fitted ad
	7,50 euro

	novel 
	10 ads
	fitted ad
	12,50 euro
	
	
	novel 
	10 ads
	non fitted ad
	12,50 euro


1.4 Example of question in thesistools.nl
[image: image19.png]Which alternative do you prefer?
A: Anovel with 10 advertisement pages about book stores for €5,

B: Anovel without any advertisement for €1





1.5 Questionnaire A (white)
1. Naar welk alternatief gaat uw voorkeur uit?
A: Een roman zonder advertenties voor €12,50
B: Een roman met 10 pagina grote advertenties over boekwinkels verspreid over het boek voor € 2,50 * 


  2. Naar welk alternatief gaat uw voorkeur uit?
A: Een roman met 10 pagina grote advertenties over boekwinkels verspreid over het boek voor € 2,50
B: Een roman met 10 pagina grote advertenties over kledingmerken verspreid over het boek voor € 7,50 * 

  3. Naar welk alternatief gaat uw voorkeur uit?
A: Een reisgids zonder advertenties voor €7,50
B: Een reisgids met 10 pagina grote advertenties over kledingmerken verspreid over het boek voor €12,50 * 


  4. Naar welk alternatief gaat uw voorkeur uit?
A: Een roman met 10 pagina grote advertenties over boekwinkels verspreid over het boek voor € 12,50
B: Een roman zonder advertenties voor €7,50 * 


  5. Naar welk alternatief gaat uw voorkeur uit?
A: Een reisgids met 10 pagina grote advertenties over reisbureaus en reizen verspreid over het boek voor €12,50
B: Een reisgids met 10 pagina grote advertenties over kledingmerken verspreid over het boek voor €2,50 * 

  6. Naar welk alternatief gaat uw voorkeur uit?
A: Een roman met 10 pagina grote advertenties over boekwinkels verspreid over het boek voor € 12,50
B: Een roman zonder advertenties voor €2,50 * 


  7. Naar welk alternatief gaat uw voorkeur uit?
A: Een reisgids met 10 pagina grote advertenties over kledingmerken verspreid over het boek voor €2,50
B: Een reisgids zonder advertenties voor €7,50 * 


  8. Naar welk alternatief gaat uw voorkeur uit?
A: Een roman met 10 pagina grote advertenties over boekwinkels verspreid over het boek voor € 12,50
B: Een roman met 10 pagina grote advertenties over kledingmerken verspreid over het boek voor € 7,50 * 

  9. Naar welk alternatief gaat uw voorkeur uit?
A: Een reisgids met 10 pagina grote advertenties over kledingmerken verspreid over het boek voor €2,50
B: Een reisgids zonder advertenties voor €2,50 * 


  10. Naar welk alternatief gaat uw voorkeur uit?
A: Een roman zonder advertenties voor € 12,50
B: Een roman met 10 pagina grote advertenties over kledingmerken verspreid over het boek voor € 7,50 * 

  11. Naar welk alternatief gaat uw voorkeur uit?
A: Een reisgids met 10 pagina grote advertenties over kledingmerken verspreid over het boek voor €2,50
B: Een reisgids zonder advertenties voor €12,50 * 


  12. Naar welk alternatief gaat uw voorkeur uit?
A: Een reisgids met 10 pagina grote advertenties over kledingmerken verspreid over het boek voor €12,50
B: Een reisgids met 10 pagina grote advertenties over reisbureaus en reizen verspreid over het boek voor €2,50 * 

  13. Naar welk alternatief gaat uw voorkeur uit?
A: Een roman zonder advertenties voor €2,50
B: Een roman met 10 pagina grote advertenties over boekwinkels verspreid over het boek voor €2,50 * 

 
 14. Naar welk alternatief gaat uw voorkeur uit?
A: Een reisgids met 10 pagina grote advertenties over reisbureaus en reizen verspreid over het boek voor €7,50
B: Een reisgids zonder advertenties voor €12,50 * 


  15. Naar welk alternatief gaat uw voorkeur uit?
A: Een reisgids met 10 pagina grote advertenties over reisbureaus en reizen verspreid over het boek voor €7,50
B: Een reisgids met 10 pagina grote advertenties over kledingmerken verspreid over het boek voor €2,50 * 

  16. Naar welk alternatief gaat uw voorkeur uit?
A: Een roman zonder advertenties voor €7,50
B: Een roman met 10 pagina grote advertenties over boekwinkels verspreid over het boek voor €2,50 * 


  17. Naar welk alternatief gaat uw voorkeur uit?
A: Een reisgids met 10 pagina grote advertenties over kledingmerken verspreid over het boek voor €12,50
B: Een reisgids met 10 pagina grote advertenties over reisbureaus en reizen verspreid over het boek voor €12,50 * 


  18. Naar welk alternatief gaat uw voorkeur uit?
A: Een roman zonder advertenties voor €2,50
B: Een roman met 10 pagina grote advertenties over kledingmerken verspreid over het boek voor €7,50 * 

  19. Naar welk alternatief gaat uw voorkeur uit?
A: Een reisgids zonder advertenties voor €12,50
B: Een reisgids met 10 pagina grote advertenties over kledingmerken verspreid over het boek voor €12,50 * 


  20. Naar welk alternatief gaat uw voorkeur uit?
A: Een roman zonder advertenties voor €7,50
B: Een roman met 10 pagina grote advertenties over kledingmerken verspreid over het boek voor €7,50 * 

  21. Naar welk alternatief gaat uw voorkeur uit?
A: Een reisgids zonder advertenties voor €2,50
B: Een reisgids met 10 pagina grote advertenties over kledingmerken verspreid over het boek voor €12,50 * 


  22. Naar welk alternatief gaat uw voorkeur uit?
A: Een roman met 10 pagina grote advertenties over kledingmerken verspreid over het boek voor € 7,50
B: Een roman met 10 pagina grote advertenties over boekwinkels verspreid over het boek voor € 7,50 * 


  23. Naar welk alternatief gaat uw voorkeur uit?
A: Een reisgids met 10 pagina grote advertenties over reisbureaus en reizen verspreid over het boek voor €2,50
B: Een reisgids met 10 pagina grote advertenties over kledingmerken verspreid over het boek voor €2,50 * 

  24. Naar welk alternatief gaat uw voorkeur uit?
A: Een roman met 10 pagina grote advertenties over boekwinkels verspreid over het boek voor €12,50
B: Een roman zonder advertenties voor €12,50 * 


  25. Naar welk alternatief gaat uw voorkeur uit?
A: Een reisgids zonder advertenties voor €2,50
B: Een reisgids met 10 pagina grote advertenties over reisbureaus en reizen verspreid over het boek voor €7,50 * 

  26. Naar welk alternatief gaat uw voorkeur uit?
A: Een roman met 10 pagina grote advertenties over boekwinkels verspreid over het boek voor € 7,50
B: Een roman met 10 pagina grote advertenties over kledingmerken verspreid over het boek voor € 12,50 * 


  27. Naar welk alternatief gaat uw voorkeur uit?
A: Een reisgids zonder advertenties voor €7,50
B: Een reisgids met 10 pagina grote advertenties over reisbureaus en reizen verspreid over het boek voor €7,50 * 

  28. Wat is uw geslacht? 

Man/vrouw

 
  29. Wat is uw leeftijd? 
 

  30. Wat is uw hoogste opleidingsniveau? 

	Mavo/Havo/VWO (atheneum, tweetalig & gymnasium)/MBO /HBO/WO



   31. Hoe vaak leest u per jaar een boek (zowel romans als andere literatuur)? * 

	Minder dan 1 boek/1 boek /2 tot 5 boeken/5 tot 10 boeken/Meer dan 10 boeken 




1.6 Questionnaire B (grey)
  1. Naar welk alternatief gaat uw voorkeur uit?
A: Een roman zonder advertenties voor €12,50
B: Een roman met 10 pagina grote advertenties over boekwinkels verspreid over het boek voor € 7,50 

  2. Naar welk alternatief gaat uw voorkeur uit?
A: Een reisgids met 10 pagina grote advertenties over kledingmerken verspreid over het boek voor €7,50
B: Een reisgids zonder advertenties voor €2,50 * 

  3. Naar welk alternatief gaat uw voorkeur uit?
A: Een roman met 10 pagina grote advertenties over kledingmerken verspreid over het boek voor € 2,50
B: Een roman met 10 pagina grote advertenties over boekwinkels verspreid over het boek voor € 7,50 * 

  4. Naar welk alternatief gaat uw voorkeur uit?
A: Een reisgids zonder advertenties voor €12,50
B: Een reisgids met 10 pagina grote advertenties over reisbureaus en reizen verspreid over het boek voor €2,50  
  5. Naar welk alternatief gaat uw voorkeur uit?
A: Een roman met 10 pagina grote advertenties over kledingmerken verspreid over het boek voor €2,50
B: Een roman zonder advertenties voor €2,50 * 

  6. Naar welk alternatief gaat uw voorkeur uit?
A: Een reisgids met 10 pagina grote advertenties over kledingmerken verspreid over het boek voor €7,50
B: Een reisgids met 10 pagina grote advertenties over reisbureaus en reizen verspreid over het boek voor €2,50  

  7. Naar welk alternatief gaat uw voorkeur uit?
A: Een reisgids zonder advertenties voor €7,50
B: Een reisgids met 10 pagina grote advertenties over reisbureaus en reizen verspreid over het boek voor €12,50 * 

  8. Naar welk alternatief gaat uw voorkeur uit?
A: Een roman met 10 pagina grote advertenties over kledingmerken verspreid over het boek voor €2,50
B: Een roman zonder advertenties voor €7,50 * 

  9. Naar welk alternatief gaat uw voorkeur uit?
A: Een reisgids zonder advertenties voor €2,50
B: Een reisgids met 10 pagina grote advertenties over reisbureaus en reizen verspreid over het boek voor €2,50 * 

  10. Naar welk alternatief gaat uw voorkeur uit?
A: Een roman met 10 pagina grote advertenties over boekwinkels verspreid over het boek voor €2,50
B: Een roman met 10 pagina grote advertenties over kledingmerken verspreid over het boek voor € 12,50 * 

  11. Naar welk alternatief gaat uw voorkeur uit?
A: Een reisgids met 10 pagina grote advertenties over kledingmerken verspreid over het boek voor €7,50
B: Een reisgids met 10 pagina grote advertenties over reisbureaus en reizen verspreid over het boek voor €12,50 * 

  12. Naar welk alternatief gaat uw voorkeur uit?
A: Een roman zonder advertenties voor €2,50
B: Een roman met 10 pagina grote advertenties over kledingmerken verspreid over het boek voor €12,50 * 

  13. Naar welk alternatief gaat uw voorkeur uit?
A: Een reisgids met 10 pagina grote advertenties over reisbureaus en reizen verspreid over het boek voor €12,50
B: Een reisgids zonder advertenties voor €12,50 * 

  14. Naar welk alternatief gaat uw voorkeur uit?
A: Een roman met 10 pagina grote advertenties over boekwinkels verspreid over het boek voor € 12,50
B: Een roman met 10 pagina grote advertenties over kledingmerken verspreid over het boek voor € 12,50 * 

  15. Naar welk alternatief gaat uw voorkeur uit?
A: Een reisgids zonder advertenties voor €2,50
B: Een reisgids met 10 pagina grote advertenties over reisbureaus en reizen verspreid over het boek voor €12,50 * 

  16. Naar welk alternatief gaat uw voorkeur uit?
A: Een roman zonder advertenties voor €2,50
B: Een roman met 10 pagina grote advertenties over boekwinkels verspreid over het boek voor €7,50 * 

  17. Naar welk alternatief gaat uw voorkeur uit?
A: Een roman met 10 pagina grote advertenties over kledingmerken verspreid over het boek voor €2,50
B: Een roman met 10 pagina grote advertenties over boekwinkels verspreid over het boek voor €12,50 * 

  18. Naar welk alternatief gaat uw voorkeur uit?
A: Een reisgids zonder advertenties voor €12,50
B: Een reisgids met 10 pagina grote advertenties over kledingmerken verspreid over het boek voor €7,50 * 

  19. Naar welk alternatief gaat uw voorkeur uit?
A: Een roman met 10 pagina grote advertenties over boekwinkels verspreid over het boek voor €7,50
B: Een roman zonder advertenties voor €7,50 * 

  20. Naar welk alternatief gaat uw voorkeur uit?
A: Een reisgids met 10 pagina grote advertenties over kledingmerken verspreid over het boek voor €12,50
B: Een reisgids met 10 pagina grote advertenties over reisbureaus en reizen verspreid over het boek voor €7,50 
  21. Naar welk alternatief gaat uw voorkeur uit?
A: Een roman met 10 pagina grote advertenties over kledingmerken verspreid over het boek voor €2,50
B: Een roman zonder advertenties voor €12,50 * 

  22. Naar welk alternatief gaat uw voorkeur uit?
A: Een reisgids met 10 pagina grote advertenties over reisbureaus en reizen verspreid over het boek voor €2,50
B: Een reisgids zonder advertenties voor €7,50 * 

  23. Naar welk alternatief gaat uw voorkeur uit?
A: Een roman zonder advertenties voor €12,50
B: Een roman met 10 pagina grote advertenties over kledingmerken verspreid over het boek voor € 12,50 * 

  24. Naar welk alternatief gaat uw voorkeur uit?
A: Een reisgids met 10 pagina grote advertenties over reisbureaus en reizen verspreid over het boek voor €7,50
B: Een reisgids met 10 pagina grote advertenties over kledingmerken verspreid over het boek voor €7,50 * 

  25. Naar welk alternatief gaat uw voorkeur uit?
A: Een roman zonder advertenties voor €7,50
B: Een roman met 10 pagina grote advertenties over kledingmerken verspreid over het boek voor €12,50 * 

  26. Naar welk alternatief gaat uw voorkeur uit?
A: Een reisgids met 10 pagina grote advertenties over reisbureaus en reizen verspreid over het boek voor €7,50
B: Een reisgids met 10 pagina grote advertenties over kledingmerken verspreid over het boek voor €7,50 * 

  27. Naar welk alternatief gaat uw voorkeur uit?
A: Een roman met 10 pagina grote advertenties over kledingmerken verspreid over het boek voor €2,50
B: Een roman met 10 pagina grote advertenties over boekwinkels verspreid over het boek voor €2,50 * 

28. Wat is uw geslacht? 

Man/vrouw

 
29. Wat is uw leeftijd? 
 

30. Wat is uw hoogste opleidingsniveau? 

	Mavo/Havo/VWO (atheneum, tweetalig & gymnasium)/MBO /HBO/WO



31. Hoe vaak leest u per jaar een boek (zowel romans als andere literatuur)? * 

	Minder dan 1 boek/1 boek /2 tot 5 boeken/5 tot 10 boeken/Meer dan 10 boeken 




 

Appendix 2: Data analysis
2.1 Variable overview
	
	Dependent variable
	Independent variable
	Literature

	H1
	Acceptance book 
[0 = not option A, 1 = option A]
	Ads [0 = no, 1 = yes]
	Kaiser, U.; Song, M. (2009) 

	H2
	Acceptance book 
[0 = not option A, 1 = option A]
	Similarity/Fit ad [-1 = bad fit, 0 = no ads, 1 = good fit]
	Batra, R.; Ray, M.L. (1986) 

	H3
	Acceptance book 
[0 = not option A, 1 = option A]
	Pricerange[0, 0.25, 0.5, 0.75, 1]
	Ploeg, van der, F. (2004) 

	H4a
	Acceptance book 
[0 = not option A, 1 = option A]
	Ads [0 = no, 1 = yes] + Type of book [-1 = travel guide, 1 = novel]
	

	H4b
	Acceptance book
 [0 = not option A, 1 = option A]
	Similarity/Fit ad [-1 = bad fit, 0 = no ads, 1 = good fit] + Type of book [-1 = travel guide, 1 = novel]
	

	H4c
	Acceptance book 
[0 = not option A, 1 = option A]
	Price difference 0, 0.25, 0.5, 0.75, 1]+ Type of book [-1 = travel guide, 1 = novel]
	


Table A1: Variables

2.2 Statistical methods used to answer the hypotheses

	
	Measures
	
	
	
	
	Method

	H1
	Acceptance book


	+
	Ads
	
	
	Logistic regression

	H2
	Acceptance book 
	+
	Fit
	
	
	Logistic regression

	H3
	Acceptance book


	+
	Pricerange
	
	
	Logistic regression

	H4a
	Acceptance book
	+
	Ads
	+
	Type of book
	Logistic regression, Moderator

	H4b
	Acceptance book 


	+
	Fit
	+
	Type of book
	Logistic regression, Moderator

	H4c
	Acceptance book


	+
	Pricerange
	+
	Type of book
	Logistic regression, moderator


Table A2:  Analysis
H1: The presence of advertisement has a negative effect on the acceptance of the book

H2:  The degree of similarity (fit) of the advertisement and the subject of the book has a positive effect on the acceptance of the book

H3:  Price discounts have a positive effect on the acceptance of the book

H4a: The acceptance of the number of ads is greater for travel guides than for novels

H4b: The degree of similarity (fit) of the advertisement is more important in the acceptance process for travel guides than for novels

H4c: Price discounts are more important in the acceptance process for novels than for travel guides
Appendix 3: Results
3.1 Outcomes of first SPSS run
	Omnibus Tests of Model Coefficients

	
	Chi-square
	df
	Sig.

	Step 1
	Step
	1238.779
	5
	.000

	
	Block
	1238.779
	5
	.000

	
	Model
	1238.779
	5
	.000


	Model Summary

	Step
	-2 Log likelihood
	Cox & Snell R Square
	Nagelkerke R Square

	1
	1437.076a
	.467
	.628

	a. Estimation terminated at iteration number 6 because parameter estimates changed by less than .001.


	Hosmer and Lemeshow Test

	Step
	Chi-square
	df
	Sig.

	1
	77.879
	8
	.000


	Contingency Table for Hosmer and Lemeshow Test

	
	alternative = 0
	alternative = 1
	Total

	
	Observed
	Expected
	Observed
	Expected
	

	Step 1
	1
	168
	176.934
	13
	4.066
	181

	
	2
	206
	202.450
	14
	17.550
	220

	
	3
	148
	132.609
	34
	49.391
	182

	
	4
	162
	138.307
	56
	79.693
	218

	
	5
	74
	87.168
	183
	169.832
	257

	
	6
	24
	39.702
	158
	142.298
	182

	
	7
	12
	27.003
	171
	155.997
	183

	
	8
	18
	11.115
	200
	206.885
	218

	
	9
	4
	3.250
	179
	179.750
	183

	
	10
	3
	.463
	144
	146.537
	147


	Classification Tablea

	
	Observed
	Predicted

	
	
	alternative
	Percentage Correct

	
	
	0
	1
	

	Step 1
	alternative
	0
	684
	135
	83.5

	
	
	1
	117
	1035
	89.8

	
	Overall Percentage
	
	
	87.2

	a. The cut value is .500


	Variables in the Equation

	
	B
	S.E.
	Wald
	df
	Sig.
	Exp(B)
	95% C.I.for EXP(B)

	
	
	
	
	
	
	
	Lower
	Upper

	Step 1a
	adsA
	-1.509
	.169
	79.483
	1
	.000
	.221
	.159
	.308

	
	fitA
	.478
	.094
	25.729
	1
	.000
	1.613
	1.341
	1.940

	
	adsB
	1.499
	.170
	77.776
	1
	.000
	4.475
	3.207
	6.244

	
	fitB
	-.363
	.089
	16.794
	1
	.000
	.695
	.584
	.827

	
	Pricerange
	-8.576
	.401
	456.711
	1
	.000
	.000
	.000
	.000

	
	Constant
	4.438
	.280
	250.482
	1
	.000
	84.614
	
	

	a. Variable(s) entered on step 1: adsA, fitA, adsB, fitB, Pricerange.

	Correlation Matrix

	
	Constant
	adsA    
	fitA    
	adsB    
	fitB    
	Pricerange

	Step 1
	Constant
	1.000
	-.761
	.230
	-.323
	-.041
	-.701

	
	adsA    
	-.761
	1.000
	-.184
	.308
	.031
	.312

	
	fitA    
	.230
	-.184
	1.000
	-.002
	.419
	-.273

	
	adsB    
	-.323
	.308
	-.002
	1.000
	-.025
	-.316

	
	fitB    
	-.041
	.031
	.419
	-.025
	1.000
	.026

	
	Pricerange
	-.701
	.312
	-.273
	-.316
	.026
	1.000


3.2 Outcomes EViews

	Dependent Variable: ALTERNATIVE
	

	Method: ML - Binary Logit (Quadratic hill climbing)

	Date: 07/25/11   Time: 16:03
	
	

	Sample: 1 1971
	
	
	

	Included observations: 1971
	
	

	Convergence achieved after 4 iterations
	

	Covariance matrix computed using second derivatives

	
	
	
	
	

	
	
	
	
	

	Variable
	Coefficient
	Std. Error
	z-Statistic
	Prob.  

	
	
	
	
	

	
	
	
	
	

	C
	4.438100
	0.280420
	15.82664
	0.0000

	ADS_A
	-1.508952
	0.169253
	-8.915337
	0.0000

	ADS_B
	1.498524
	0.169918
	8.819093
	0.0000

	FIT_A
	0.478145
	0.094264
	5.072393
	0.0000

	FIT_B
	-0.363487
	0.088699
	-4.097998
	0.0000

	PRICERANGE
	-8.575578
	0.401275
	-21.37081
	0.0000

	
	
	
	
	

	
	
	
	
	

	McFadden R-squared
	0.462947
	    Mean dependent var
	0.584475

	S.D. dependent var
	0.492937
	    S.E. of regression
	0.328423

	Akaike info criterion
	0.735199
	    Sum squared resid
	211.9479

	Schwarz criterion
	0.752204
	    Log likelihood
	-718.5382

	Hannan-Quinn criter.
	0.741447
	    Deviance
	1437.076

	Restr. deviance
	2675.855
	    Restr. log likelihood
	-1337.928

	LR statistic
	1238.779
	    Avg. log likelihood
	-0.364555

	Prob(LR statistic)
	0.000000
	
	
	

	
	
	
	
	

	
	
	
	
	

	Obs with Dep=0
	819
	     Total obs
	1971

	Obs with Dep=1
	1152
	
	
	

	
	
	
	
	

	
	
	
	
	


	Wald Test:
	
	

	Equation: Untitled
	

	
	
	
	

	
	
	
	

	Test Statistic
	Value
	df
	Probability

	
	
	
	

	
	
	
	

	t-statistic
	-0.038025
	 1965
	 0.9697

	F-statistic
	 0.001446
	(1, 1965)
	 0.9697

	Chi-square
	 0.001446
	 1
	 0.9697

	
	
	
	

	
	
	
	

	
	
	
	

	Null Hypothesis: C(2)=-C(3)
	

	Null Hypothesis Summary:
	

	
	
	
	

	
	
	
	

	Normalized Restriction (= 0)
	Value
	Std. Err.

	
	
	
	

	
	
	
	

	C(2) + C(3)
	-0.010428
	 0.274239

	
	
	
	

	
	
	
	

	Restrictions are linear in coefficients.


	Wald Test:
	
	

	Equation: Untitled
	

	
	
	
	

	
	
	
	

	Test Statistic
	Value
	df
	Probability

	
	
	
	

	
	
	
	

	t-statistic
	 0.743798
	 1965
	 0.4571

	F-statistic
	 0.553235
	(1, 1965)
	 0.4571

	Chi-square
	 0.553235
	 1
	 0.4570

	
	
	
	

	
	
	
	

	
	
	
	

	Null Hypothesis: C(4)=-C(5)
	

	Null Hypothesis Summary:
	

	
	
	
	

	
	
	
	

	Normalized Restriction (= 0)
	Value
	Std. Err.

	
	
	
	

	
	
	
	

	C(4) + C(5)
	 0.114658
	 0.154152

	
	
	
	

	
	
	
	

	Restrictions are linear in coefficients.

	


3.3 Outcomes second run of SPSS with new variables
	SPSS omnibus Tests of Model Coefficients

	
	Chi-square
	df
	Sig.

	Step 1
	Step
	1137.228
	3
	.000

	
	Block
	1137.228
	3
	.000

	
	Model
	1137.228
	3
	.000


	Model Summary

	Step
	-2 Log likelihood
	Cox & Snell R Square
	Nagelkerke R Square

	1
	1538.627a
	.438
	.590

	a. Estimation terminated at iteration number 6 because parameter estimates changed by less than .001.

	Hosmer and Lemeshow Test

	Step
	Chi-square
	df
	Sig.

	1
	59.134
	8
	.000


	Contingency Table for Hosmer and Lemeshow Test

	
	alternative = 0
	alternative = 1
	Total

	
	Observed
	Expected
	Observed
	Expected
	

	Step 1
	1
	206
	212.773
	13
	6.227
	219

	
	2
	151
	160.011
	30
	20.989
	181

	
	3
	125
	111.004
	20
	33.996
	145

	
	4
	107
	88.962
	39
	57.038
	146

	
	5
	152
	134.187
	142
	159.813
	294

	
	6
	26
	45.341
	121
	101.659
	147

	
	7
	21
	38.287
	197
	179.713
	218

	
	8
	11
	14.919
	134
	130.081
	145

	
	9
	10
	6.317
	100
	103.683
	110

	
	10
	10
	7.199
	356
	358.801
	366


	Classification Tablea

	
	Observed
	Predicted

	
	
	alternative
	Percentage Correct

	
	
	0
	1
	

	Step 1
	alternative
	0
	589
	230
	71.9

	
	
	1
	102
	1050
	91.1

	
	Overall Percentage
	
	
	83.2

	a. The cut value is .500


	Variables in the Equation

	
	B
	S.E.
	Wald
	df
	Sig.
	Exp(B)
	95% C.I.for EXP(B)

	
	
	
	
	
	
	
	Lower
	Upper

	Step 1a
	Ads
	-2.051
	.155
	175.287
	1
	.000
	.129
	.095
	.174

	
	Fit
	.679
	.083
	67.078
	1
	.000
	1.972
	1.676
	2.320

	
	Pricerange
	-7.963
	.368
	467.781
	1
	.000
	.000
	.000
	.001

	
	Constant
	5.528
	.256
	466.348
	1
	.000
	251.571
	
	

	a. Variable(s) entered on step 1: adsA, fitA, Pricerange.


	Correlation Matrix

	
	Constant  
	Ads     
	Fit      
	Pricerange

	Step 1
	Constant  
	1.000
	-.734
	.291
	-.897

	
	Ads      
	-.734
	1.000
	-.244
	.459

	
	Fit     
	.291
	-.244
	1.000
	-.324

	
	Pricerange
	-.897
	.459
	-.324
	1.000


3.4 Outcomes comparing means

	Descriptive Statistics

	
	N
	Range
	Minimum
	Maximum
	Sum
	Mean
	Std. Deviation
	Variance
	Skewness
	Kurtosis

	
	Statistic
	Statistic
	Statistic
	Statistic
	Statistic
	Statistic
	Std. Error
	Statistic
	Statistic
	Statistic
	Std. Error
	Statistic
	Std. Error

	ads A
	
	1
	0
	1
	
	
	.011
	.488
	.238
	-.457
	.055
	-1.793
	.110

	fit A
	
	2
	-1
	1
	
	
	.018
	.780
	.609
	-.095
	.055
	-1.352
	.110

	price A
	
	10.0
	2.5
	12.5
	
	
	.0941
	4.1783
	17.459
	.143
	.055
	-1.554
	.110

	ads B
	
	1
	0
	1
	
	
	.010
	.438
	.192
	-1.100
	.055
	-.792
	.110

	fit B
	
	2
	-1
	1
	
	
	.019
	.860
	.740
	.068
	.055
	-1.646
	.110

	price B
	
	10.0
	2.5
	12.5
	
	
	.0890
	3.9504
	15.606
	-.135
	.055
	-1.387
	.110

	Valid N (listwise)
	1971
	
	
	
	
	
	
	
	
	
	
	
	


3.5 Outcomes of moderator effect on SPSS
	Omnibus Tests of Model Coefficients

	
	Chi-square
	df
	Sig.

	Step 1
	Step
	1186.146
	7
	.000

	
	Block
	1186.146
	7
	.000

	
	Model
	1186.146
	7
	.000


	Model Summary

	Step
	-2 Log likelihood
	Cox & Snell R Square
	Nagelkerke R Square

	1
	1489.709a
	.452
	.609

	a. Estimation terminated at iteration number 6 because parameter estimates changed by less than .001.


	Classification Tablea

	
	Observed
	Predicted

	
	
	Zscore(alternative)
	Percentage Correct

	
	
	-1.18570
	.84296
	

	Step 1
	Zscore(alternative)
	-1.18570
	695
	124
	84.9

	
	
	.84296
	143
	1009
	87.6

	
	Overall Percentage
	
	
	86.5

	a. The cut value is .500


	Variables in the Equation

	
	B
	S.E.
	Wald
	df
	Sig.
	Exp(B)
	95% C.I.for EXP(B)

	
	
	
	
	
	
	
	Lower
	Upper

	Step 1a
	Zads
	-1.011
	.079
	165.404
	1
	.000
	.364
	.312
	.424

	
	Zfit
	.553
	.066
	69.239
	1
	.000
	1.738
	1.526
	1.980

	
	ZPricerange
	-2.338
	.110
	452.558
	1
	.000
	.097
	.078
	.120

	
	ZType
	-.027
	.068
	.153
	1
	.695
	.974
	.852
	1.113

	
	Ads*Type
	-.289
	.079
	13.483
	1
	.000
	.749
	.642
	.874

	
	Fit*Type
	-.285
	.066
	18.330
	1
	.000
	.752
	.660
	.857

	
	Price*Type
	-.208
	.110
	3.598
	1
	.058
	.812
	.654
	1.007

	
	Constant
	.643
	.068
	89.037
	1
	.000
	1.902
	
	

	a. Variable(s) entered on step 1: ZadsA, ZfitA, ZPricerange, ZType, AdsN, FitN, PriceN.


	Correlation Matrix

	
	Constant   
	Zads      
	Zfit      
	ZPricerange
	ZType      
	Ads*Type       
	Fit*Type       
	Price*Type     

	Step 1
	Constant   
	1.000
	-.229
	.023
	-.259
	-.001
	-.028
	-.033
	-.083

	
	Zads      
	-.229
	1.000
	-.227
	.467
	-.028
	.162
	-.110
	.266

	
	Zfit      
	.023
	-.227
	1.000
	-.320
	-.033
	-.110
	.030
	-.027

	
	ZPricerange
	-.259
	.467
	-.320
	1.000
	-.083
	.266
	-.027
	.174

	
	ZType      
	-.001
	-.028
	-.033
	-.083
	1.000
	-.229
	.023
	-.259

	
	Ads*Type       
	-.028
	.162
	-.110
	.266
	-.229
	1.000
	-.227
	.466

	
	Fit*Type       
	-.033
	-.110
	.030
	-.027
	.023
	-.227
	1.000
	-.320

	
	Price*Type     
	-.083
	.266
	-.027
	.174
	-.259
	.466
	-.320
	1.000
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� A brief overview of these variables can be found in appendix 2.1


� A brief explanation of this comparison can be found in  appendix 1.1 and 1.2


� An overview of the questions and the final surveys can be found in appendix 1.3, 1,5 and 1.6


� An example question of the survey can be found in appendix 1.4


� A brief overview of the methods used for the hypotheses can be found in appendix 2.2


� An extensive overview of the SPSS results can be found in appendix 3.1


� An extensive overview of the Wald test Eviews results can be found in appendix 3.2


� An extensive overview of the SPSS results can be found in appendix 3.3


� An extensive overview of the descriptive statistics can be found in appendix 3.4


� An extensive overview of these SPSS results can be found in appendix 3.5
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