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In marketing, it is an established fact that brand recognition
plays a critical role in determining consumers' intention to purchase
publications. This research aims to study what are the major factors
affecting brand recognition among different publications. Also, the
quantitative methods of one-way ANOVA and regression analysis are
used to investigate the possible difference in brand recognition between
hardcopies and e-books. Findings of the research include: there is no
significant difference in the major factors affecting brand recognition
among publications; high brand awareness and brand loyalty would
contribute to the purchasing intention for publications. Moreover, the
quality of brand awareness would contribute significantly to reduce
the level of perceived risks regarding publications prices. This in turn
would increase consumers purchasing intention for both hardcopies and

e-books.
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|. Introduction

With the development of information technology, the global publishing
industry has rapidly adopted digital publishing and publishing on Taiwan has
been no exception to the rule. While neither Amazon nor Borders operate
extensively on Taiwan, there are chain booksellers such as Eslite, and the
reading public on the island are voracious readers in many languages.
However, bundled or branded e-book readers tied to bookstores are not
prevalent on Taiwan. Reading styles and consumer preferences are changing
with respect to e-books. Book publishers not only sell their products in
traditional brick and mortar bookstores, but also provide on-line stores as
well. Methods of both purchasing and selling are shifting. To investigate
the relationships between brand recognition and purchase intention for
both printed book publishing and e-publishing is indeed crucial. The aim of
this study is to understand brand influence for printed book publishing on
consumer’s perceived risk and purchase intention for both printed books and
e-books on Taiwan. Print publisher brand management will be analyzed in
detail. Finally, suggestions for managing publishing brands from the consumer
perspective are provided.
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[I. Methodology

This study investigates the following research questions:
1. What are the elements of a successful brand in the print publishing
market? Do any differences exist between brand elements?
2. How strong is consumer recognition for print publishing brands?
3. Does consumer print brand recognition affect brand print purchasing
intentions?
4. Does consumer print brand recognitions affect their brand e-book
purchasing intentions?
The framework of this study is illustrated in Figure 1, and the hypotheses
are listed as follows:
H1: Print brand elements significantly affect consumer recognition;
H2: Print brand recognition significantly affects perceived risk for print
purchasing;
H3: Print brand recognition significantly affects brand print purchasing
intentions;
H4: Perceived risk for print purchasing significantly affects purchasing
intention;

HS5: Print brand recognition significantly affects perceived risk for purchasing

e-books;
Perceived risk of
purchasing printed H4
H2 books
Intention of
purchasing printed
H1 Consumers’ H3 books
Printed book recognition of
brand element printed book
brand
H
Intention of
purchasing e-books
H5
Perceived risk of
purchasing H7
e-books

Figure 1. The Framework of This Study
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H6: Print brand recognition significantly affects brand e-book purchasing
intention;

H7: The perceived risk for purchasing e-books significantly affects purchasing
intention.

In this study, publishing brands are deemed to be composed of five
elements: authors, editors, title/series, publishers and distributors, in
accordance with the publishing industry structure on. The concepts of brand
equity (Aaker, 1991) and customer-based brand equity (Keller, 1993) are
used to develop the brand recognition framework adopted herein. Consumer
recognition of publishing brand elements was measured by a questionnaire.
The variance among consumer recognition of brand elements was measured
with analysis of variance (one-way ANOVA), and the influence of consumer
recognition on perceived risk and purchase intention were determined through
regression analysis.

Three hundred and eighty-six people who had purchased print books
and had utilized e-books over the latest year were sampled through a
major university Bulletin Board System (BBS), Plurk, Facebook and on-
line polling platforms during April to May, 2010. A five point Likert scale
questionnaire with five parts was administered to ascertain: personal biodata,
book-purchasing experience and preferences, brand recognition, perceived
risk, and finally, purchase intentions. In the questionnaire, respondents were
asked to write the name of the first brand that came to mind, with the author,
editor, title/series, publisher or distributor and identify a brand element.
The respondent then, according to their selected brand element, answered
publishing brand recognition, perceived risk and purchase intention questions,

sequentially.

[1l. Results & Discussion

Among the three hundred and eighty-six samples, the majority (82.7%)
were aged between 19 and 34. Approximately half of respondents (49%) had
purchased printed books in the latest month. In their e-book experiences,
the major equipment used to read e-books was a desktop PC (50.3%) is
the followed by a laptop (33.4%). When purchasing print books, the major

motivation was to read for interests (23.6%), and for obtaining information
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(19.2%). As for purchase channel of the printed books, physical channels
(64.9%), such as bookstores and supermarkets, were more prevalent than the
virtual or on-line channels (34.4%). Some 33.9% of respondents purchases
print books as a result of advertising and promotions. Pricing discounts for
the specific topics was what most attracted them. Retailers provided the
most purchasing information, with information from conventional physical
bookstores (27.8%) prevailing more than on-line shopping (19.8%).

Printbrand elements first recalled to mind were collected in this
investigation. The “author” was the most (38.9%) predominant brand element,
followed by “distribution” (30.6%), “publisher” (22.0%), “title/series” (7.3%),
“others” (0.8%) and “editor” (0.5%). In the item “other,” all respondents’
answers included “translator.” Thus, the “translator” of a work is considered
important among respondents.

One-way ANOVA was used to analyze the effect of printed book brand
elements on consumer recognition. As shown in Table 1, these brand elements
had no statistically significant impact on brand recognition. Therefore, H1 does
not appear to be supported in this construct.

The results for the influence of consumer recognition of print brand on
perceived risk and purchase intention are shown in Figure 2 and Figure 3.

In Figure 2, brand awareness/association, brand loyalty, and financial risk
may directly affect print purchase intention. Perceived quality may influence
purchase intention through financial risk.

In Figure 3, financial risk and physical risk may directly affect consumer
intention for purchasing e-books. Consumer recognition does not directly
affect purchase intention. However, perceived quality may influence e-book
purchase intention through financial risk.

To sum up, the results show that print brand recognition are not
significantly different among the brand elements including author, editor, title/
series, publisher and distributor. The influences of consumer brand recognition
on perceived risk and purchase intention for print books and e-books include:

1. The greater the print brand recognition and brand loyalty, the greater

the purchasing intention for both printed books and e-books among
customers.

2. Price is the most important factor which affects consumer intentions

for purchasing print and e-books.
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3. Price and usage safety are the major concerns for purchasing an e-book
(reader).

4. If the print brand represents quality in a customer’s mind, it decreases
perceived financial risk and thus increases purchase intention for both
printed and e-books

V. Conclusions

According to the analysis of brand recognition, brand awareness and
brand loyalty with respect to purchasing intention, more efficacious print brand
management directly enhances purchasing intention. However, in e-publishing,
consumer print brand recognition does not seem to improve acceptance of
e-book products. This might indicate that e-book publishing is not mature and
as active as the print market.

Three suggestions for the print and e-book brand management include:

1. Enhance customer awareness and knowledge about e-book offerings.

2. Develop responsive pricing strategies with respect to product quality.

3. Both physical and virtual marketing channels should be used to unleash

the vast potential for e-books.
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