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Executive Summary

The developments in the field of media, technology and business models are going faster and ensure that the publisher can choose from a wide range of publish possibilities.
As well private as in practice the consumer changes its search-, read- and buying motive. Companies within but also outside the publish world anticipate with new concepts, new business models and new technologies.  E-books are at the moment well published by traditional bookstores, Centraal Boekhuis and of course e-companies.

In the first part of my thesis we will look at the breakthrough of e-books in general as well as in The Netherlands and the role of the publisher. E-books are already very popular in the US and are gaining popularity in The Netherlands. Bol.com launched an e-reader in cooperation with Sony. Within two weeks 1500 e-readers were sold an 2000 e-books, half a year later 63.000 e-books were sold an 14.000 e-readers. This is a very fast augmentation and shows that the Dutch market is accessible. By the advent of 
e-books the role of the publisher becomes less important. They are no longer responsible for the distribution and imprint of books. As we take these tasks out there’s not much less.
In the second part I will show the dynamics on the e-book market such as the changing focus and e-books vs printed books. In this part I will show that the Dutch market is late with e-books due to lack of development and technology. Simply there was no offer of an e-reader in the Netherlands which makes it hard to sell e-books. Furthermore I will show that printed books still have a stronger position on the Dutch market compared to e-books. For this I have used a SWOT. If we compare the sales of digital books compared to printed/ paper books, we can conclude that there is yet nothing to fear. Yearly book stores sell over 50 million ‘regular’ books versus 60.000 e-books which are sold last year. 
In the third part I will show what the Dutch publisher should do to be successful with e-books and internet use of people. They should leave their classic publish model behind and should focus on income model per segment. For instance pay per download. To show the online purchases and internet use of people, I have used CBS and Eurostat. It can be concluded that the group in the age of 20-25 is the biggest group which uses internet a lot and does the most purchases online.

To see the bargaining power of suppliers and customers and the threat of new products and substitute products of e-books I have used the 5 forces model of Porter. Also it shows the competitive rivalry within the industry. There is a lot of competition in this market, many bookstores and e-bookstores. There is not a true substitute products for e-readers or e-books it is both relatively new. Due to a lot of competition the power of the customer is bigger. They can choose of many different stores to go to. 
The power of the supplier is  less powerful due to the established book price.

In the last chapter there are different case studies to compare which way is the best to sell a book. E-bookstores or traditional bookstores. It shows that traditional bookstores should follow the latest developments in e-book and e-readers and that they should offer other products as CD’s, DVD’s and a restaurant. The traditional bookstores have personal contact. On the other hand e-stores can offer a wide range of products and get more income from niche markets. They can distinguish themselves in service such as returned goods.

To conclude for this moment traditional bookstores are still a very strong pioneer in the market but the up come of e-books could cause them a lot of trouble.
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1.
Introduction

With the rise of internet more e-companies arise and more goods are purchased online. The latest development in e-world are the e-books and e-readers. The customer needs to buy an e-reader and download e-books from the web. E-books are overall cheaper than traditional due to an on-established book price. In this thesis I would like to highlight all the positive and negative effect of the advent of e-books.

By writing this thesis, I will try to find an answer to the following question:
Upcoming e-books and traditional books: What are the challenges, threats and effects on the Dutch market?

In order to come to a solid conclusion, the following sub questions will be answered at some point in this research:
· What is an e-book exactly?

· What is the role of the Dutch publisher?
what are the negative effects of e-books
what are the positive effects of e-books?

· Should they transform to a new business model?

· How many online purchases and internet use?

· Five forces model of porter( Bargaining power of suppliers? Bargaining power of customers? Threat of substitute products? Threat of new products? Competitive rivalry within the industry?

· What is the best way to sell a book? ( Case studies
For this thesis I have used secondary research and quality research. I have used Internet and books to come to my final conclusions.
2.
E-Books
Who wants to say something sensible about e-books will be immediately confronted with a lot of basic questions. To start with: How do you write ‘eBooks’?  Like this: e-Books? Or like this: E-books? For my thesis I will use e-books.

The second and more important  question is: ‘What are we talking about when we talk about e-books? 
Are we talking about content?  OCLC Pica delivers through NetLibrary digitalized books which the user can read on its PC or Laptop. Is that what they mean by e-books? 
The Library Congress announces with support from Google  to establish a World Digital Library in which people wants to digitalize all sorts of important information concerning different cultures. Are these also e-books? Is every electronic document an e-book? Also an electronic article from a magazine? Or a PDF file saved as a brochure? 
Or do we mean by e-books, the devices we use for consulting electric information? 

There is a Danish saying which says:  ‘It might be hard to give a definition of an elephant, but when you see one it is easy to recognize’. For e-books I have decided to define it as follows:


- An e-book is a book in an electric shape and can be read on an electric device- 

Language aesthetic not one of the most beautiful ways to describe the word, but it does clear up a couple of things:
· The content. The content is indeed a –book- and not an electronic magazine or a digitalized leaflet.
· “An eBook is an electronic version of a traditional print book that can be read by using a personal computer or by using an eBook reader. (An eBook reader can be a software application for use on a computer, such as Microsoft's free Reader application, or a book-sized computer that is used solely as a reading device.)”(searchmobilecomputing,2000)
2.1
The breakthrough of e-books
The developments in the field of media, technology and business models are going faster and ensure that the publisher can choose from a wide range of publish possibilities.
As well private as in practice the consumer changes it’s search-, read- and buying motive. Companies within but also outside the publish world anticipate with new concepts, new business models and new technologies.
In the book ‘uitgever aan het woord 2009’ is ascertained that there are drivers for the growth of e-books. Among other things, there is the augment of ambition among Dutch publishers to offer e-books, due to the continuing growth of Amazon’s Kindle Store with the introduction of the Kindle 2, the enormous progress in the field of the e-reader technology and the announcement of ‘Centraal Boekhuis’ to support publishers and web shops by offering e-books in The Netherlands. 
2.1.1
E-books on the Dutch market?

At the end of August 2009 Centraal Boekhuis launched her proposition eBoekhuis, which supports publishers and web shops in offering e-books. As digital distributor, eBoekhuis takes care of the conversion to e-book format, the protection of middles Digital Rights Management, the storage in a database, the downloads to the consumer and the registration of the sold items (Uitgeeftrends,2009). Based on the registration of the sold items, the selling statistics will be presented to publishers and web shops. eBoekhuis also takes care of the invoices and cashing.
At the launch of the service, the initial file exists of 3000 Dutch titles. These were presented by three web shops: Bol.com, Selexyz.nl and Vanstockum.nl. These titles derive from several publishers, including: PCM, WPR and NDC. Later on more web shops followed such as Bruna.nl and Studon.nl. (Centraal Boekhius, 2010)
Especially the launch of the e-book web shop Bol.com in combination with the Sony 

e-reader has drawn a lot of media attention. Within two weeks Bol.com reported 1500 

e-readers and 2000 e-books sold (Uitgeeftrends, 2009). Within half a year this figure has grown to 14.000 e-readers and 63.000 e-books (Uitgeeftrends,2009). An average, costumers buy after purchasing an e-reader, 4.5 digital books. Four out of five books are Dutch. 
It is expected that in 2010 the file continues growing and a divers offer of web shops arises, in which e-books will be offered. E.g. niche web shops (such as managementboek.nl) and publishers with their own webshop( such as Kluwer).
Besides these market initiatives, a lot of important steps are made in the field of technology. The Dutch publishers have chosen for a standard e-book format: Adobe EPUB (PCMweb, 2009). Furthermore, several Dutch technology players have launched new products. Irex Technologies introduced at the end of September 2009 in cooperation with Barnes& Noble, Verizon and Best Buy her latest e-reader, the Digital Reader 800 series. (Irex technologies is a Dutch company)(teleread,2009)
2.1.2
Dutch Publisher 
In the light of all these developments it is not remarkable that the Dutch publisher calls the e-books the most important trend for the next coming years. 
Though it is disabuse to diagnose that only a small amount of Dutch publishers has been able to achieve the sales of e-books. Two years ago 54 % of the publishers gave notice that they would like to offer e-books in 2010. (uitgeveraanwoord, 2010)
A huge part of the function of the Publisher vanishes due to the ascension of the digital books etc. They are no longer responsible for the distribution and imprint of books. As we take these tasks out there’s not much less. Only pr- activities and unsellable manuscripts

and redaction guidance. Nowadays every writer knows how to get attention in the media and does not necessarily need it’s publisher for that.

There might be a time that bestseller authors offer their e-books through their own channels or straight through the books stores. In this process they will leave the publisher out. (NRC, 2009)
Although some sources try to claim the decline of publishers, publishers themselves are less sceptic. They see themselves still as dominating profitable actors within the media chain. In 2009 they see as most profitable actors:

1 
Publishers

2
Search machines

3 
Digital distributors

In 2011 this will be:

1 
Search machines

2 
Publishers 

3 
Digital distributors

(Uitgeeftrends,2009)
Furthermore they expect a breakthrough of information services for mobile telephone.
50% of the publishers wants to offer information services for mobile telephone by 2011.
Also they want to use a wide range of online business models. E.g. pay-per- download, pay- per-services and pay-per-lead.(uitgeeftrends, 2009)

2.2
Dynamics on the E-book market 

2.2.1
Changing Focus 
Already back in 2007 e-books were very popular in the U.S but due to the arrival of the Sony reader which is based on electric paper. At the end of 2007 also Amazon introduced their e-reader, the so called ‘Kindle’. The question is: ‘why are e-books 3 years later still not popular or very common in The Netherlands?’

This has simply to do with technology and developments. There are already many companies of which their books are readable on computers, mobile phones and reading programs such as Iliad and Bebook. (NOS,2009)
As mentioned above  the U.S. is already 3 years in the possession of the Sony e-reader and almost every book is diverted into an e-book. Sony Reader, who works together with Google, offers approximately 2000 Dutch books. The Amazon Kindle is in Europe limited in his offers, due to the fact that American publishers do not want offer their books in other language areas, this has to do with copyright reasons. Besides, you cannot even read Dutch work with it, neither already available books from Google or other e-book providers. (Boekenwereld, 2010)
The Dutch providers of digital books have predicted that the year 2010 will be ‘the’ year of the e-books. For instance books store Selexyz expects 3x times more sales of e-books as now. Also bol.com expects to sell ‘ten thousand’ more e-books as before.
If we compare the sales of digital books compared to printed/ paper books, we can conclude that there is yet nothing to fear. Yearly book stores sell over 50 million ‘regular’ books versus 60.000 e-books which are sold last year*.(NOS, 2009)
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Moreover it divers per publish segment. For instance the education and science publisher 
is less enthusiastic about e-books than for instance magazine and daily newspapers.

*In 2009 the SMB came with a rapport based on a total turnover in the bookmarket through internet and shops of 642 million euro. This shows an turnover increase of 0.2% compared to last year. 
2.3
E-books versus printed books

Digital reading is ascending. Is there a true revolution in the book world or is it another hype? On the one hand people say: ‘probably another hype, it will go over’. E-reading is something completely different than reading a printed book. You should be able to hold books, feel them, smell them and see the beautiful artistic cover of a book.
On the other hand, others try to claim that e-reading is ‘the’ new trend. In the future we will do everything digital. A book is for reading and why not digital?
A nice cover, the smell, a book binding: a book is more than just text. A lot of people are attached to their books and love to see the bookshelves filled with hundreds of books.
Reading of a printed book gives a feeling which cannot be easily replaced by a digital book. A printed book is not easy to beat, the demand is always there. Traditional books will probably life forever, perhaps in smaller amounts though.
Conversely, the printed encyclopaedia which was a must back in the days is nowadays only for sale on second hand markets. This is one of the printed books which is already replaced by digital products.  
Strenghts and weaknesses e-books

	Strengths
	Weaknesses

	S1
	Light weight


	W1
	Paper has higher quality than the screens

	S2
	No trees required for manufacturing.
	W2
	Needs special devices (laptop, Kindle etc)

	S3
	Immediate information by downloading.
	W3
	More expensive, due to purchase device and on top of that purchasing of.

	S4
	Can carry a lot of books at the same time.
	W4
	Unreliable life span

	S5
	They take less space compared to traditional books.
	W5
	Piracy 

	S6
	Fonts can be resized, which makes it easier to read for people with disabilities.
	W6
	Not convenient to read.

	S7
	No packing and shipping expenses due to purchase on the internet.
	W7 
	Causes radiation and stress which is bad for our health

	S8
	Projects for any country in the world can be developed and marketed directly.
	W8
	e-reader could get empty, than there is nothing to read.


Strenghts and weaknesses of traditional books.

	Strengths
	Weaknesses

	S1
	Higher reading quality, due to black ink on white paper.
	W1
	Shipping and packing costs of ordered books.

	S2
	Cheaper
	W2
	Become easily old

	S3
	Not an easy target for piracy
	W3
	Are heavy carry

	S4
	Not only a book also an art form. (design front )
	W4
	Take a lot of storage place

	S5
	Experience of going to a bookstore.
	W5
	Not available in all font sizes

	S6
	Shorter use of power producing books than reading an e-book.
	W6
	Searching for books takes longer in a bookstore than on the internet

	S7
	Can be printed on recycled paper
	W7
	Not necessarily always in stock


3.
Transformation to a new business model

A business model is a way in which organisations earn their money and let the organization survive.

Business models consists of the following aspects:

1. Costumer and Market: the peer group who buys services and contents.
2. Products, services and distribution channel: offered content en services which are sold through a specific channel.
3. Contacts: the contacts of a media organization with suppliers, partners and complementary services and costumers.

4. Capability to distinguish yourself: unique selling points in which a media organization can distinguish itself from competitors.
5. Income model: the sources of income.

Every aspect needs to be in perfect harmony with each other. A good business model can only be assured when there are enough potential customers. A costumer is willing to pay when he experiences that a company offers him/her added value.

The applied income models differ per segment. Common publishers overall apply the so called pay-per-download model for their digital propositions. Pay- per- download:  The mobile subscriber selects the content or service he/she wants, and is billed only for the product requested. The content is often presented in print with separate order codes for each download, or through a browse-and-buy WAP site on the phone. There is no further billing of the mobile subscriber until more content is requested.(mmglobal,2008)
It is quite obvious that they use this model due to that fact that they mainly offer books and transform to publishers of e-books.
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About publishers, they should leave their classic publish model behind and try to think outside the box. Other words, they should transform into a new business model in which we can not only find product redevelopment but also a lot of innovation.
Physical market at the moment (KBb, 2009
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 Possible future of the digital market (KBb, 2009

3.1
Online consumer purchases
Persons who bought or ordered goods or services (i.e. food, groceries, household goods, films, music, books, magazines, newspapers, clothes, sports goods, computer software or hardware, electronic equipment, shares, financial services, insurances, travel or holiday accommodation, tickets, lotteries or betting and other) over the Internet during the last year.(Eurostat,2010)
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Table 1
As you can see in the map above, The Netherlands belongs to one of the countires with one of the most internet purchases. This could offer perspective for e-books since the are only available on the web.

Table 2
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(eurostat, 2009)

In the table above it shows that there has been a yearly increase of ordered goods purchased on the internet. This shows that the internet is gaining more popularity as well as confidence of the buyer. More and more people are likely to purchase a good on the internet. In the table below we can see which purchases are mostly bought in the internet.
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Table 3
In 2008, 7.5 Million Dutch people in the age of 16-74 shopped through internet. The Netherlands belongs together with the US and Denmark to the top internet shoppers. The number of Dutch People who shops on the internet has increased in the last five years from 36 to 56 percent. The most online purchases concern holidays and books. (CBS, 2008) As we can also see in the table, there is an increase of 15% of online purchases of books within 2005-2009.
If we compare the first three important online purchases we can conclude that literature was always on the second place. In 2009 they became third in the list. Still there was a increase of purchases. This basically means that the market share of internet purchases has decreased but the turnover increased. Which is of course positive. 
Table 4
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The table above shows us that the most potential customers for e-shopping are people in the age of 25-44. You could also see this as the target group for e-books. Overall are men more frequent e-shoppers than women, probably because they do not like to go shopping. Higher educated people are more likely to purchase something on internet that lower educated people. 
This table gives us a closer look on which could be the most important target group for e-books( men in the age of 25-44 who are higher educated.

3.2 Customer Analysis


Identity of the customer/ target group of traditional books.
The target group of traditional books is very wide. The website of Selexyz says that the target group of bookstores is in the age of 0-80. This has to do with the diversity of offer. The offer books for children, science, music, basically every theme. This is the main difference with e-books. Another difference is that the customer likes to look around. Usually they visit a bookstore and have a cup of coffee or look for more books. 
Identity of the customer/ target group of e-books.
The customer of e-books is a different customer than the customer of traditional books. As mentioned above the main  target group for e-books are men in the age of 25-44 and higher educated. This is a smaller amount of people due to the freshness of this product. The target group of e-books is still very limited. This has to do with the fact that not every segment is to enthusiastic about this new development( think about the educational branch) and the offer of e-books in the Netherlands is approximately 1/3 of all the offered books in the traditional book stores.


	E-book buyers 
	Traditional book buyers

	Age 25-44
	Age 0-80

	Higher educated
	Education not a real criteria, children visit traditional bookstores as well. 

	Has less time, wants to buy it fast and wants it delivered at home
	Has more time and is more likely to spend a day in a bookstore. E.g. Paagman.

	Direct search
	Wander around


How to gain more popularity or attract more buyers:
Table 4 shows us our most important target group: men, 25-44, higher educated. This is also obvious because these people had to develop with the developments due to jobs or studies etc. Though e-book and e-reader sellers should not only focus on this segment. As we can also see  the group of 45-64 is  very important, though these people are from another generation and not always very eager to learn new stuff. (especially in the age of 55-64). 
An important obstacle is the purchase of e-readers, it is expensive and it could be difficult to use. The e-book and e-reader sellers should take this fear away. Also they should stimulate and try to concur for instance one market. E.g. the business market.
When the mobile phone came out the first customers where business related. Think about the smartphone. Especially developed for business, but nowadays it is complete normal that you get an blackberry or iphone with a contract of Vodafone. They have enlarged their target group. 
They e-books sellers are dependent of e-reader sellers. They should work together and try to focus on one target group, the early adapters and the business market. The rest will follow.
Though we have to wait in which segments e-books will gain popularity. At the moment e-books and e-readers are more or less a gadget, for as mentioned above early adapters. When e-books and e-readers reach the bigger early- late majority there is no way back. It won’t be long before it reach these people due to developments and innovations which will reduce the price. 
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In figure 6 we can see the growth of e-reader Devices and Content for  US market. This is quite similar to the Dutch market but perhaps the time line is a little bit longer for the Dutch market. We have the early adapters from 2009-2011, more frequent book buyer from 2011-2013 and 2013- beyond e-readers will reach a wider market of students and business consumers. In this period all beginning errors for the Dutch market need to be defined and resolved.

4.
5 Forces Model of Porter
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4.1
Bargaining power of suppliers
The power of the suppliers is limited in The Netherlands due to the fact that the price is settled between the importer and publisher. They establish the price together and pass this on to the ‘Commissariaat voor de Media’ who will check the prices of all the bookstores in The Netherlands. Everybody has to apply the same rates.(CDVM,2005) 
BUT, this is only for traditional books, what about e-books?
At the moment e-books do not have an established price and are eventually easier to purchase cheaper on the internet than it is in the bookstores. At the moment a debate is going on whether the price should be established or not. First of all it is necessary that minister Plasterk should give a definition of e-books. In the publisher world an e-book is only an e-book when it has an ISDN number. For this reason the ‘eBoekhuis’ wants every e-book to get an ISDN number before they are distributed to the different e-book platforms. Though the maintenance will be complicated when people try to get around ‘eBoekhuis’ and try to sell their books through other channels where they do not have the obligation of an ISDN number. For instance smashworlds.com. 
The bookstore branch is a advocate for an established price of e-books as well as the Dutch Publisher Connection (Nederlands UItgeversbond). 
On the one hand an e-book without an established price could be the end of pluralism within the offered books. Only the ‘best-sellers’ can survive due to large runs. On the other hand an established book-price could be the end of all the interesting business models which are possible on the e-market. (uitgeveraanhetwoord, 2010)
A lot of questions raises when we talk about e-books; What kind of tax? Established price or not? Will it beat the traditional books? Etc.  

For now we can conclude that at the moment the power of the e-book suppliers is powerful. They can establish their own prices and the platforms where you can buy e-books are still limited.
Circumstances in which suppliers can be powerful:

· Products of suppliers are differentiated or switching costs are incorporated.

· The group of suppliers is dominated by certain companies.
These circumstances are subject to change, but are mostly out of control of the company. For instances suppliers can by means of backwards integration improve their situation. Porter, M. (1980), Competitive Strategy, New York: The Free Press, blz 27-28

4.2
Bargaining power of buyers
As we can see in the last paragraph of this chapter, we can conclude that there is a lot of rivalry within the industry. Due to this rivalry the power of the customer grows. A lot of offer from different competitor means a lot of choice for the customer. For e-books it is difficult to distinguish themselves from bookstores or even better internet bookstores who also offer online services. In all cases you can simply buy a book and that is exactly what the customer wants. In this case the power of the customers is relatively big due to the wide range of choice.”In a truly competitive market , no one buyer can set the prices. Instead they are set by demand and supply curve. The supply curve is the relationship between price and supplied quantity. The higher the price, the higher the quantity, more supplier will be interested in offering products for a higher price. 
The demand curve is the relationship between price and demand quantity. The lower the price the higher the demand. Buyers are willing to buy more at a lower price. Prices are set by supply and demand and the market reaches the Pareto-optimal point where the highest possible number of buyers are satisfied at a price that still allow for the supplier to be profitable”. (Photopla,2005)
4.3
Threat of new products
At the moment, e-books itself is a relatively new product and does not really have to be afraid of new products. There is a bigger threat from already existing products such as the traditional books which can be bought on internet or in a bookstore. Perhaps a threat could be visual products in the future. E-readers on the other hand could face some threats of substitute products. Firts we only had e-readers, but now we face products which have the ability to read books, but also listen music, read mail, watch videos and play games. China is already working on cheaper models which will make it difficult for market leaders Amazon and Apple.
4.4
Threat of substitute products
On the e-market there is not an exact same thing as an e-book. Though there are products with the same characteristics. If you look at an e-book it is just a digitalized book. But this content can also be bought in a different shape, namely a traditional book.

4.5
Competitive rivalry within the industry
The book sector has a lot of competitors within their industry. All over the country there are bookstores such as Selexyz, Donner and Vos & van der Leer. Not only these bookstores form a competitive rival, also department stores such as Bijenkorf and V&D play a role in the Book industry. Overall these department stores dedicate a complete floor to books and cd’s and many times combine this with a restaurant.
The department stores and book stores form the biggest rivals within the industry. But also kiosks, second hand book stores, supermarkets and wholesalers such as makro form a threat. 
These rivals are all ‘touchable’, you can go there and buy something. Nowadays we do not only have these sorts of rivals but also internet plays a huge role. E-books is an upcoming market. An e-book is an e-text that forms the digital media equivalent of a conventional printed book. As we all know internet is more popular than ever and easy to use. You do not have to go to a store to buy a book, you can just download it through internet and read it on your computer.
If you do not want to read it on your computer but you do not feel like going outside either, you can just buy the book online and get it delivered at your house.
In the Netherlands we also have the so called ‘Boekenclub’ (Book Sales Club). A book club can be described as an commercial organization which offer books, CD’s and DVD’s for a discount price. The discount is an advantage, but you have to be a member and you are obliged to buy at least one book a month from a limited list. For this reason I do not really see this as a rival within the industry.  

The intensity of the  competition is the result of a couple of structural factors  which are connected to each other:

· Many competitors

· Slow growth of the industry

· High fixed costs or storage costs

· Lack of differentiation or transition costs


To summarize; main competitors: department stores, book stores, internet in general.

5.
The implementation of (E)-books: case studies.
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Amazone.com
“Amazon.com opened its virtual doors on the World Wide Web in July 1995 and offers Earth’s Biggest Selection. They seek to be Earth’s most customer-centric company for three primary customer sets: consumers, sellers, and developers. In addition, they generate revenue through co-branded credit card agreements and other marketing and promotional services, such as online advertising.” (Annual report Amazon, 2009) The company is founded by Jeff Bezos in 1994 and as mentioned above opened in 1995. The company counts approximately 24300 employees. Their management consists of the following people: Jeff Bezos, Co-Founder, Chairman & CEO, Tom Szkutak, SVP & CFO, 
Jeffrey Blackburn, SVP, Business Development, Sebastian J. Gunningham, SVP, Merchant Services, Andrew Jassy, SVP, Web Services, Steven Kessel, SVP, Worldwide Digital Media. (venturebeatprofiles,2008)

Customers
“Amazon serves customers through their retail websites, and focus on selection, price, and convenience. They have designed their websites to enable millions of unique products to be sold by them and by third parties across dozens of product categories. They also manufacture and sell the Kindle e-reader. They strive to offer their customers the lowest prices possible through low everyday product pricing and free shipping offers, including Amazon Prime, and to improve their operating efficiencies so that they can continue to lower prices for their customers. They also provide easy-to-use functionality, fast and reliable fulfilment, and timely customer service. Amazon fulfils customer orders in a number of ways, including through the U.S. and international fulfilment centres and warehouses that they operate, through co-sourced and outsourced arrangements in certain countries, and through digital delivery. They operate customer service centres globally, which are supplemented by co-sourced arrangements”. (Annual report Amazon, 2009)
Amazon does not only have consumers they also offer services for sellers and developers. Characteristic for the business model of Amazon is that it allows everyone to become a web seller. Amazon’s logo can be found on approximately 10.000 websites. Everybody who owns/ has a website can become a member of the so called ‘associates program’. When somebody visits a website and clicks on the logo of Amazon and does a purchase on the website of Amazon, the partner gets a commission of approximately of 10%. This program generates approximately 40% of Amazon’s annual turnover.
Due to their wide range of products, Amazon has a lot of competitors within their industry. To begin with, they have a big competitor in physical world retailers, manufacturers and sites or producers of the same products. Another important competitor in their industry are other online e-commerce and mobile e-commerce sites.

Moreover they also compete with indirect competitors such as media companies, web search engines and web portals. Companies that provide e-commerce services and infrastructure web services. And the last one companies that design manufacture, market or sell digital media services.(Annual report Amazon, 2009) Main competitors are Wal-Mart, eBay and Barnes & Noble.

Earlier I was talking about a wide range of products, I will now make a short list of the product categories which are sold on Amazon.

· Movies, Music & Games

· Digital Downloads

· Kindle

· Computers & Office

· Electronics

· Home & Garden

· Grocery, Health & Beauty

· Toys, Kids & Baby

· Clothing, Shoes & Jewelry

· Sports & Outdoors

· Tools, Auto & Industrial

To come back to the subject books, they sell the following categories:

· 2010 Calendars

· Arts & Photography

· Audiobooks

· Biographies & Memoirs

· Business & Investing

· Children's Books

· Christian Books

· Comics & Graphic Novels

· Computers & Internet

· Cooking, Food & Wine

· Crafts & Hobbies

· Entertainment

· Gay & Lesbian

· Health, Mind & Body

· History

· Home & Garden

· Literature & Fiction

· Mystery & Thrillers

· Nonfiction

· Outdoors & Nature

· Parenting & Families

· Politics

· Professional & Technical

· Puzzles & Games

· Reference

· Religion & Spirituality

· Romance

· Science

· Science Fiction & Fantasy

· Self-Help

· Sports

· Teens

· Travel

Furthermore has Amazon developed the Kindle, an e-reader. For this device they offer another 393,058 e-books within Europe. Amazon does not have a physical store so the customer has to order online which means that Amazon needs a good distribution system within Europe, US, India, Asia & Pacific, Australia, Canada, Africa, Middle East, Latin America & Caribbean. 
Amazon’s distribution-system is equipped to carry out millions of  orders, for this Amazon has lots of distribution centers in all different continents. Mostly next to an airport to send out orders within the country.
	Strengths
	Weaknesses

	S1
	Great service and costumer orientation.
	W1
	Not a physical store, so no personal contact.

	S2
	Wide range of products (also used books)
	W2
	Shipping costs has to be paid by Amazon itself

	S3
	Huge Global brand
	W3
	Constantly adding of new products could cause damage to brand.

	S4
	Enhance customer orientation
	W4
	Waiting for product due to delivery time

	S5
	Ease customization products, services
	W5
	Hardware problems could shut entire system down.

	S6
	Safe and convenient payment services
	W6
	Lot of competitors

	S7
	Quick access for supplying goods.
	W7 
	Hard to distinguish themselves from other e- companies

	S8
	
	W8
	Hard to follow order

	S9
	
	W9
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5.2
Bol.com
Bol.com is the biggest media store of the Netherlands, with exactly the same service as a physical store. They offer over 2 million articles for internet prices, which overall means that it is cheaper. Bol.com was taken over by Cyrte investments in 2009 but continued under the name bol.com. The traditional bol.com, online retailer specialized in books and entertainment products was founded in 1999 as part of Bertelsmann Online.
Their values stand for passion, responsibility, ambition and pride. The company nowadays counts approximately 250 employees. Their management consists of Johan de Wit Director, Daniel Ropers Managing Director, Michel Schaeffer Director, Hubertus Vermeulen Director, Frank Botman Commissioner, Tom Heidman Chairman, Marcel Dekker Senior Manger Finance and Support and Jurriaan van Rooijen IT Director.

Bol.com is one of the most successful web shops within The Netherlands. Due to that they will be soon opening a physical store in Amsterdam. The marketing of Bol.com is extremely good. Bol.com as well as Amazon show that next to books and DVD’s also games and consumer electronics sell pretty good. One of the strongest points of Bol.com is the extraordinary delivery speed. Order before 12 in the morning and you will receive the product the same day. Bol.com tries to constantly develop their grow strategy. In 2005 they copied the used books strategy of Amazon as well as an associate program. As being a partner of bol.com you can easily sell every single article from their assortment on your website. 
Bol.com takes care of the marketing, processing, shipping and billing orders. When you sell something from Bol.com as a partner you will get commission.
“Bol.com serves customers through their retail website, and focus on selection, price, and convenience. They have designed their website to enable millions of unique products to be sold by them and by third parties across dozens of product categories.. They strive to offer their customers the lowest prices possible through low everyday product pricing and free shipping offers, and to improve their operating efficiencies so that they can continue to lower prices for their customers. They also provide easy-to-use functionality, fast and reliable fulfilment, and timely customer service”. (Annual report Amazon, 2009)
Due to their wide range of products, Bol.com has a lot of competitors within their industry. To begin with, they have a big competitor in physical world retailers, manufacturers and sites or producers of the same products. Another important competitor in their industry are other online e-commerce and mobile e-commerce sites. Moreover they also compete with indirect competitors such as media companies. Companies that provide e-commerce services and infrastructure web services. And the last one companies that design manufacture, market or sell digital media services.
Products of Bol.com in general:
· Dutch Books

· English books

· Music

· DVD’s
· Toys

· Games

· Computer

· Electronics

· Telephony

· Used books

Bol.com offers within the book sector 345.019 traditional Dutch books and 3255 digital Dutch Books. Also they offer 2,549,770 English books and 129,883 digital books last year. Bol.com also offers digital books due to their cooperation with Sony of last year. Sony has developed their e-reader which is available at bol.com. It comes in 2 variants: E-reader touch and e-reader pocket.

	Strengths
	Weaknesses

	S1
	Great service and costumer orientation.
	W1
	Not a physical store, so no personal contact.

	S2
	Wide range of products (also used books)
	W2
	Shipping costs has to be paid by Bol.com itself

	S3
	Very known brand within the Netherlands
	W3
	Constantly adding of new products could cause damage to brand.

	S4
	Enhance customer orientation
	W4
	Waiting for product due to delivery time

	S5
	Ease customization products, services
	W5
	Hardware problems could shut entire system down.

	S6
	Safe and convenient payment services
	W6
	Lot competitors

	S7
	Quick access for supplying goods.
	W7 
	Hard to distinguish themselves from other e- companies

	S8
	
	W8
	Website only in Dutch

	S9
	
	W9
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5.3
Selexyz 

Selexyz is part of BGN (Boekhandels Groep Nederland) and is one of the leaders in selling books. Selexyz was founded in 1992 as group publisher Wolters Kluwer, 

‘Wolters Kluwer business unit's Division Bookstores’, privatized.

The owners are NPM Capital (65%) an investment company and of course Wolter Kluwer.(companyinfo,2010)
The BGN has won the price for best retail store several times. The stores of Selexyz get high rates on annual turnover, assortment , marketing, sidelines and vision of the future. The shops are a pleasure to visit and also offer the customer other values in the sphere of perception of culture.  

The organization structure of BGN looks basically like this: On central level BGN organizes businesses which will be a benefit for the whole group. Example, purchasing and marketing, automation, personnel management, subscription management, financing, reporting and control.

These businesses are concentrated either on the head office or central departments. The head office of BGN is established in Houten. The central computer facilities, BGN ICT, are established in Deventer.
The direction exists of CEO Matthijs van der Lely, Commercial Director Arjen Luykx, Financial Director Menno van den Brand and the Director of Digital Strategy Angelique Wouters. (companyinfo,2010)

The mission of BGN is:

• A bookstore in every city in The Netherlands

• Offer a superior selection, service and product knowledge. 

• Provide customers with advice and information. 

• Try to induce  and surprise the customer. Visitors should feel enriched each time they visit a store.  
Selexyz consists of approximately 41 bookstores. We can divide this into 2 parts, 15 consumer stores and 26 student stores. 
The 15 consumer stores of Selexyz can mainly be found in big cities such as Amsterdam, Rotterdam and The Hague. They offer a wide and deep range of common books, professional books and training books. In most of the stores they also offer magazines and newspapers. In some of them you can even eat, in Amsterdam there is a Bagel and Beans on the top floor, so you can have lunch while  reading a just bought book or newspaper.
Selexyz’ stores exists of a lot of different genres. They offer:

· Literature

· Child and young adults

· Art and Culture

· Leisure

· Management and Economics

· Informatics

· Sciences

· Body & Spirit

· Regional Books

· Politics (selexyz,2010)

Also Selexyz is very active with organizing events and actions in the stores. Throughout the year lectures are given and  book presentations and signings are organized.  Furthermore they organize days especially for the kids.

The 26 students stores are concentrated around Universities and academic hospitals. 

They provide students with textbooks, readers and all sorts of school materials such as notebooks, pencils and diaries.

Besides the students, Selexyz keeps close contact with lecturers and tutors to keep their assortment up to date.

Not only students are an important target group. Selexyz is specialized in produce and manage orders of books, subscriptions and magazines for organizations, enterprises and institutions. Selexyz provides their business customers with a lot of special services. Example: on- line managing of subscriptions and orders, management information and advice of specialized booksellers.

Finally they have a strong growing web shop. The web shop works together with the other stores, they offer the same actions and discounts. They deliver at home which is an advantage for people who do not have a lot of time or elderly people who cannot walk very well for instance. Though the sales of the website have a minimal percentage of the total sales and the strategy of the chain seems to mainly focus on the classic retail. 

On the other hand they see the opportunities of selling books through the internet. Everybody can download free textbooks and readers. On these free products they advertise for themselves which has to lead to more visits to shops. Basically you can say that they use their web shop to support their ‘real’ stores.

Strengths and weaknesses

	Strengths
	Weaknesses

	S1
	Great service and costumer orientation.
	W1
	Not possible to compete on the price of the books. Only possible on food.

	S2
	They have a good reputation 
	W2
	No own parking spaces

	S3
	Great locations in each city
	W3
	

	S4
	Easy to reach by public transportation
	W4
	

	S5
	Combination food and reading in some stores
	W5
	

	S6
	Lots of sidelines
	W6
	

	S7
	The experience of being in the store without even buying a book
	W7 
	

	S8
	
	W8
	

	S9
	
	W9
	


5.4
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Paagman Den Haag B.V. (Paagman) was founded on the first of November 1951 by Gerard Paagman. It soon became one of the biggest and most known bookstore of The Hague. After a couple of years he and his brother opened several other bookstores within The Hague. But later on none of these are still connected to the main store at the Frederik Hendriklaan.
When G. Paagman’s son finished school he opened his own office supplies store and became, just as his father, very successful. He offered office supplies, - furniture and -  automation. During the ‘90s he decided to merge the two and so it became Paagman as it is nowadays.(Paagman,2010)
When Fabian(Managing Director) and Nadine Paagman started to work in the company, the store is more modern and up to date than ever. Nowadays they do not only sell books and office supplies anymore, they also offer a wide range of CD’s and DVD’s. By having Van Leest Paagman in it, they can easily provide their customers with their requested wishes regarding CD’s and DVD’s. (Van Leest is a musicstore)
Not only do they have books, office furniture/supplies, CD’s and DVD’s but also a restaurant, the Kicking Horse Café,  for 150 people, where you can have breakfast, lunch, dinner or just a cup of coffee while reading a book or use your laptop on their wireless internet. (Paagman,2010)
Paagman has tried to create the same atmosphere on their online-shop as there is in their physical store. They have created an extremely user-friendly online shop, again the experience is one of the most important aspects. 
Next to the possibility of purchasing (text) books and office supplies online, the webshop also supports Paagman TV and it has a shop-in-shop of Van Leest. Furthermore, does the website offers a great diversity of information including events within Paagman and The Hague. Also WebArchitects, an e-commerce company, has established an integration between Google Maps and Paagman for the right directions, TNT for the logistic service and MultiSafePay for the online payments. 

Paagman is a really big bookstore with a lot of different themes. I will now make a short list with all the themes they offers.

· Giftbooks

· Food and Drinks

· Informatics

· E-readers
· English Titels

· French Titels

· Child and Young adults

· Art

· Literature and Excitement 

· Management & Economics
· Medical

· Human and Society

· Multimedia
· Nature

· Plint
· Regional

· Travel 

· Comics 

· Textbooks

· Magazines

· Leisure

· Science

· Dictionaries

Students are also an important target group of Paagman. They sell and let books to students. Everybody can buy textbooks at Paagman, but for schools from The Hague they have s special program. They can provide every student with their specific textbooks and other needs for their study. Paagman realizes that the ‘core business’ of school is to teach and they respond to the needs of the students and schools themselves. 

The rental of textbooks is an important part of the study program of Paagman. Based on agreements with schools they decide which students are eligible for renting textbooks.

They also offer in cooperation with StudieBudgetplan.nl a possibility to pay all sorts of costs related to school in terms.(Paagman,2010)
The diversity of the company is enormous. They have physical shops and an internet shop. They have a restaurant with wireless internet, but also a coffee corner outside where you can buy sandwiches, coffee and sweets for take away. They have a worldwide delivery of ordered books on the internet and a catering company where you can order lunch, it will be delivered within 45 minutes. Furthermore you can order not only books online also office equipment, delivery is free. 
Last but not least they offer a wide range of e-books, over 4000 e-books do they have online. Not to mention that they are the only store in the Netherlands who sells e-readers. Paagman offers 3 different types of e-readers and on their site there is a complete instruction about e-books and e-readers. 

	Strengths
	Weaknesses

	S1
	Combination books, office equipment, CD’s and DVD’s etc.
	W1
	Website only in Dutch while delivery is worldwide.

	S2
	Great service and costumer orientation.
	W2
	Not possible to compete on the price of the books. Only possible on food.

	S3
	They sell e-books and e-readers
	W3
	Dress code for employees

	S4
	Great location within that area
	W4
	No brand awareness outside The Hague

	S5
	Easy to reach by public transportation
	W5
	

	S6
	Combination food and reading
	W6
	

	S7
	Lots of workshops for kids
	W7 
	

	S8
	Great website, also possibility of ordering online.
	W8
	

	S10
	The experience of being in the store without even buying a book
	
	


6.Confrontatiematrix

6.1 Opportunities and threats e-book stores and traditional stores.

Amazon, Bol.com

	Opportunities
	Threats

	O1
	Possibility to offer  a wide range of the products on their website
	T1
	Increasing transportation costs

	O2
	Pareto principal, 80/20 does not count for internet bookstores-( long tail
	T2
	Easy to compete, e.g. easy to start a website compared to a whole physical store.

	03
	Possibility to advertise on website, could lead to more turnover
	T3
	Piracy

	O4
	Easy to position on foreign countries
	T4
	Shift from reading to visual content

	O5
	6% VAT in the future
	T5
	Writer might not need these distribution channels in the future, due to social media etc.

	O6
	Respond to environment
	T6
	

	O7
	
	T7
	


Paagman and Selexyz
	Opportunities
	Threats

	O1
	respond to the experience economy
	T1
	The up rise of digital reading 

	O2
	Offer e-readers and e-books themselves
	T2
	More competitors on internet

	03
	Success in foreign countries
	T3
	Increasing sales through internet

	O4
	Choice of target group, assortment and clear operating concept are essential.
	T4
	Distribution through new channels, such as supermarkets gas stations etc increases.

	O5
	Complement of assortment
	T5
	Duo productions, combined sales, combined marketing

	O6
	Side activities such as restaurant and workshops, offer other products or services etc.
	T6
	Competitors from foreign countries, no established price, so offer is cheaper.

	O7
	
	T7
	


6.1.1 Recommendation Amazon and Bol.com

The strongest points are:
1. Wide range of products
2. Ease customization products and services
3. Brand awareness
The main weaknesses are:

1. Lot of competitors
2. Hard to distinguish themselves from other e-companies

The biggest threats are:

1. Easy to compete
2. Innovating market

The most promising opportunities are:

1. Possibility to offer a wide range of the products on their website
2. Pareto principal, 80/20 does not count for internet bookstores
3. Easy to position on foreign countries

Recommendations: 
As being an internet store it can be hard or easy. Amazon and Bol.com are both really profitable companies. Though they face a lot of competitors with the same or substitute products, which makes it hard to distinguish themselves. Amazon and Bol.com both have a so called associate program which is really new. This is one point in what they distinguish themselves. 
The main problem for an internet web shop is that everybody can nowadays start its own internet company and sell the same goods. There are almost no boundaries in e-business. For this reason it is good to offer a wide range of products and try be innovative and keep developing. It is easy to customize products and services on the internet to your target group, this a real strong point for both companies. 
The Pareto Principal also know as 80/20, means that only 20% of your assortment takes care of 80% of the turnover. That is what we see in traditional bookstores, by selling bestsellers. But not on the internet, due to income of niche markets we can see a shift from 80/20 to long trail turnover which is far more than 20%.

 Another recommendation especially for BOl.com, is that they should translate their website into other languages and start distributing outside The Netherlands. E.g. Belgium
To conclude: sell a lot of different products, go to foreign countries and customize products and service.

6.1.2 Recommendation traditional bookmarket Selexyz

The strongest points:
1. Good reputation
2. Combination food and reading in some stores
3. Lots of side- activities

The main weaknesses are:
1. Not possible to compete on the price of books. Only on food.

The biggest threats are:
1. The up rise of digital reading
2. More competitors on internet
3. Competitors from foreign countries, no established price so cheaper.

The most promising opportunities are:
1. Complement of assortment
2. More side activities such as restaurant, websites. Offer other products.
3. Improved website more focus on sales through internet.

Recommendations Selexyz:
Selexyz is very known bookstore within the Netherlands. They have a  lot of different stores spread all over the country. Selexyz has a website, but this does not really contribute to the annual turnover. It is more or less to lure the customers to one of their shops. Giving the latest developments on e-business, I think it would be wise to put more effort in their website and also advertise for this and not only for the store.
As mentioned earlier it is not possible to compete on books since we have to do with an established book price. This means that Selexyz needs to distinguish herself in something else. I would suggest to offer more side activities such as workshops and restaurants.
Traditional bookstores should try to get more income out of other products or services an advantage is that they have a physical store where you can actually go to. Nowadays it is all about the experience and the services, something ‘touchable’.
6.1.3 Recommendation traditional bookmarket Paagman

The strongest points:
1. Combination books, office equipment, CD’s and DVD’s etc
2. Side activities
3. Great website, also possibility of ordering online
4. Great service and customer orientation

The main weaknesses are:
1. Website only in Dutch while delivery is worldwide
2. Not very know outside The Hague

The biggest threats are:
1. The up rise of digital reading
2. Duo productions, combined marketing
3. Competitors from foreign countries, no established price, so offer is cheaper.

The most promising opportunities are:
1. Success in foreign countries
2. Side activities such as restaurant and workshops, offer other products or services etc.

The traditional bookstore Paagman is a real example of a bookstore with the latest developments. They have a wide range of products such as books, DVD’s, CD’s, office furniture and lots of other products. Besides that they also have a restaurant, catering company, take away corner, workshops, TV Paagman, e-books and e-readers and a really good website.
On their website they sell a lot of different products , they manage their website like their physical store.
Though their website is only in one language while they deliver goods all over the world. Their physical store is based in The Hague which means lots of expats. I would suggest to optimize their website by translating their website to English as well. By doing this, another possibility comes ahead, namely more international brand awareness. 
When they gain more brand awareness more people tend to go to the website or perhaps they could open another store in another town. Overall I most say that Paagman is a real complete store.

6.1.4 Recommendation in general for bookstores.

The Dutch bookstore in general did well in 2009. The turnover kept alive due to a increase of 2,5% of the price of A-books. The Fiction segment had a volume grow of 7.7% and books for children 3.5%.(Rabo,2009) In 2010 the market will probably stabilize. The book business will continue to be competitive en demands a strong and distinguished position. The choice of the target group, assortment en the right distribution channels determine the differences between the different providers. For the physical stores as mentioned above, service, personal contact and the experience are the most important criteria to attract customers. But next to these physical purchases a lot of consumers use internet to orientate and buy goods. For these reasons a multi channel strategy becomes more important.(Rabo,2009) By using a multi channel strategy the bookstores can reach their customer in many different channels. This can be a retail store or a web site or a catalogue etc. The main idea of this strategy is to make it easy for the customer to buy from the bookstores in a way that is most convenient for them.

- Invest in good web stores, managed by professional parties
- Use marketing to show  them that you are online as well.
- Use the web site to sell traditional books as well.
- Let the customers know that you have knowledge on this theme (e-readers and e-books) this makes it easier to get in touch with the customers.
- Plead for an expansion of the Wet Vaste Boekenprijs.
- Plead for a new business model with decent margins.
- Chains need to work together.

6.2 Opportunities and threats e-books and traditional books
E-books

	Opportunities
	Threats

	O1
	Cheaper, not an established book price.
	T1
	Not compatible to share easily with others. E.g. friends family

	O2
	Easy to compete on price
	T2
	Improvement in quality and delivery of competing forms of entertainment.

	03
	New market, first digital books for public.
	T3
	Physical market, bookstores etc

	O4
	Collaborations with public sector
	T4
	Press is not really fan of e-readers, negative publicity

	O5
	Sounds effect can be used illustration and also visuals instead of drawings and pictures.
	T5
	Race to the bottom in prices

	O6
	Purchase anonymous 
	T6
	

	O7
	
	T7
	



Traditional books
	Opportunities
	Threats

	O1
	Vintage 
	T1
	Upcoming e-book market

	O2
	Collectable
	T2
	

	03
	Exclusive
	T3
	

	O4
	Material touchable, better as an gift for instance
	T4
	

	O5
	Use without energy
	T5
	

	O6
	Advertisement
	T6
	

	O7
	Not compatible to share easily with others. E.g. friends family
	T7
	


6.2.1 Recommendation e-books

The strongest points are:
1. Immediate posses of the purchase by downloading
2. Light weight and cheaper
3. Download/ purchase possible anytime anyplace. 

The main weaknesses are:
1. Needs e-reader or other devices.
2. Piracy
3. Not an established book price

The biggest threats are:
1. Race to bottom in prices
2. Improvements in quality and delivery of competing forms of entertainment

The most promising opportunities are:
1. Sounds effect can be used, illustration and also visuals instead of drawings and pictures.
2. Collaborations with public sector
3. Advertisements 
4. Combined marketing, duo productions for e-readers and e-books

Recommendations
E-books are developed already a couple of years ago. Though they are not yet very popular in The Netherlands. E-readers are expensive and traditional book stores are big competitors. E-books do have a lot of advantages, you do not have to carry these heavy books around, you have thousands of books in one device and a you can buy a book where ever you are, you only need internet. 
The purchase of an e-reader is expensive and withhold a lot of people from this purchase. Simply people do not see the advantage, an e-reader is a sole investment. The e-books are overall cheaper than traditional books due to the on established book price. So when you buy 10 or 15 books you have already compensated your e-reader.
I would suggest a special offer, e.g. buy an e-reader and get 5 books from an author you like for free. Give 10 writers and let them choose. 
E-books are at the moment very interesting for people in the age of 20-40. These people are very much online and follow the latest developments. By developing sound effects and  visual effect you can reach a bigger audience. E.g. grandparents could buy it for their grandkids.
Furthermore a cooperation with the public sector/ bookstores is an opportunity. Sell e-readers in bookstores and provide bookstores with computers where you can download e-books.

6.2.2 Recommendations traditional books:

The strongest points are:
1. Not only a book also an art form
2. Touchable
3. The experience of reading a book

The main weaknesses are:
1. Heavy to carry
2. Not necessarily always in stock
3. Take a lot of storage place

The biggest threats are:
1. E-books
2. Books on internet in general

The most promising opportunities are:
1. Vintage and collectable
2. Exclusive
3. Material touchable e.g. nicer to give as a gift

For traditional books it is hard to distinguish themselves more than they already do. Books already exist for many years so this makes it hard. There is not much to improve on a traditional books. Though there are a couple very important characteristics of what books distinguish from  e-books. They can be vintage and they are collectable e.g. comics. This has to do with the fact that they are touchable. An e-book you can only read on a device and a book you can read everywhere without needing any special devices etc. 
You can give a book as a gift, you do not or not easily give an e-book as a gift. This is the same with a CD. You give a CD as a present and not a downloaded track.
Traditional books will probably never disappear, but will only be there in a certain amount. 
To determine which books will be popular we have to take a look at the different segments. For instance the education and science publisher is less enthusiastic about e-books than for instance magazine and daily newspapers. Also the target group of e-books are people in the age of 20-40, all the elderly people will keep on reading traditional books. You could also say that there is a shift in the different segments and books should be adjust to their different segments.

7.
The e-book market

The expectation for the e-book market is that they will completely overrule the traditional books. Though Susan Breeuwsma from WPG (Weekblad Persgroep) claims that there will be a new market which can exist alongside the traditional book market. The traditional book market can play a role within this new market provided that they should be on the web and be open for marketing possibilities and new business models. 

Many e-book providers have also traditional bookstores. The e-book providers are:

· Blz.

· Bruna

· E-bookweb

· Bol.com

· Kluwer e-books

· Libris

· Studon

· Selexyz

· eBooks.com

· Amazon. Kindle. Store

· EReader.com

· Scribd

· Smashwords

· Boek.net


As you can see in the list, 4 of the providers have traditional bookstores. But also a lot of other providers.
The e-book market is at the moment a whole new market but as mentioned above also a part of the traditional market. Due to the fact that you can buy e-books on website of traditional stores. By a whole new market I mean that they do not only attract the traditional reader. By offering the e-reader they also attract gadget collectors. Some people just like to have the latest developments. E-readers also offer wireless internet, which means that they have multiple tasks. E-books are cheaper which makes it more easy for people to purchase a book.
For now, the e-book market is completely new, but the lines will fade away and probably it will all become one big market with the same providers and selling points.

8. 
Future perspectives of e-books.
Being online is no longer a choice. Everybody attracts each other online: people of every age, brands, companies, services and goods. The web will be the mirror of society, the reflection of the world. The greater and widespread the internet becomes, the bigger the attraction. Everything becomes virtuality due to the web and everything becomes reality out of the web. 
The predictions for e-books are beneficial. At the moment the price of e-readers is a consideration for the consumers to not buy the device. But Freescale, a manufacturer of microcontrollers, microprocessors and semiconductors, launches new e-reader chips which will bring down the materialcosts by 25% (Freescale, 2010). Lots of developments concerning e-readers are at the moment very important. More companies will bring out their model in 2010. The already existing e-readers are now available in many different colours or you can print a photo at the back of your device. Due to more offer in models and developments in new screen technology the price of e-readers could be turned down. (PCworld, 2010).
The e-reader will be pushed in the product lifecycle by ‘early adapters’  and publishers start working on interesting business models. Due to digitalization of written sources and spreading of e-readers and tablets, it is no longer necessary to buy books or newspapers in 2010. Our bookshelves will be only filled with collector’s items and special editions. The physical newspaper will probably survive another 10 years but will probably vanish completely around 2020. Probably within 10 years we will only talk about  e-books and 
e-readers. E-readers will become dual screen devices on which you can also use internet, listen music and watch movies. So e-readers will have to hand in market share but e-books are unique in their kind.(Forrester, 2009) You cannot change anything of the content of e-books. It is a book in an electric shape.
At the moment the offer of e-books in the Netherlands is still very limit, especially Dutch titles. At the moment approximately 3000 (uitgeeftrends,2009) Dutch titles are offered on the web compared to 395,935 English titles on Amazon. ( Amazon,2010). When
e-books become more standard and accepted more titles will be diverted into e-books in the future. 
A problem for some segments such as study books is the security of data. Study books are overall more expensive due to a lot of research. First of all publishers, authors and consumers should develop a perfectly working system which replaces DRM. At the moment there are a lot of potential e-reader buyers who are not willing to ‘get in’ due to the DRM issue. As long as this is not properly arranged a lot of publishers, authors and customers will stay away from the e-reader and e-book market.

9.
Conclusions
To give an answer to the question : ‘Upcoming e-books and traditional books: What are the challenges, threats and effects on the Dutch market?’ I have done a lot of research and I will now show my findings of the role of e-books and traditional books and the role of internet stores and traditional books.
At the moment we live a dynamic world with lots of developments and innovations. E-books is one of these latest developments, but is this development capable of scavenge traditional books and which parties are affected?
The up come of internet stores has damaged a lot of retailers and caused a lot of innovation for retailers as well. The traditional bookstore we all know, had to face these developments as well. They should have all sorts of distribution channels to reach their customers in the most convenient way. This can be by their physical store, a web site, a catalogue or direct personal contact. Another strong and important point for traditional bookstores is that they can offer a lot off side activities. The store is already there, so why not combine this with a restaurant or workshops and why not offer other products such as CD’s and DVD’s (think of Paagman). Traditional bookstores should accept the upcoming e-books and go along with this development. They should offer e-readers and computers to download e-books. A traditional bookstore at the moment can only distinguish itself in offering other products and services. They have one advantage and that is personal contact.

Internet stores on the other hand are much easier to handle. You can offer 1,000 different products on one website. If we take a look at Amazon, their main products is books, but they already sell so many other things. This virtual bookstore is an ideal type of a successful electronic enterprise. Also e-companies need to keep up to date and innovative. They should know their customer needs and integrate these needs into offer. Internet stores can distinguish themselves in quick delivery and discounts. Internet stores have overall automated systems and have for this reason less expenses compared to traditional bookstore. 
The best way to sell a book at the moment is the way Paagman does it. They offer traditional books in a physical store but also on the internet. Moreover they offer e-readers and e-books on their website. (also they sell e-readers in their store where you can ask for help). In their physical store they promote for their website. Their website is truly an important part of their enterprise. Compared to Selexyz, Paagman is doing a great job. The website of Selexyz contributes only a small percentage of the sales and the strategy of the chain seems to mainly focus on the classic retail. Selexyz should promote their website more often to compete with companies such as Bol.com and Amazon. Talking about Bol.com. Bol. Com is going to open a physical store which will create a similar combination as Paagman. Website and physical store which is in my opinion the best formula. 
10.
Answers sub questions


What is an e-book exactly?
An e-book is a book in an electric shape and can be read on an electric device- 

· The content. The content is indeed a –book- and not an electronic magazine or a digitalized leaflet.

· An eBook is an electronic version of a traditional print book that can be read by using a personal computer or by using an eBook reader. (An eBook reader can be a software application for use on a computer, such as Microsoft's free Reader application, or a book-sized computer that is used solely as a reading device.)(searchmobilecomputing,2000)

What is the role of the Dutch publisher?
The role of the publisher is becoming less important due to the digitalization of documents. Writers do not need their publisher anymore and publisher need to transform their business model into a new business model. They are no longer responsible for the distribution and imprint of books. As we take these tasks out there’s not much less. Only pr- activities and unsellable manuscripts and redaction guidance. Some publishers are already focusing on another booming business, namely information services for mobile telephone.

What are the negative effects of e-books?
The negative effects of e-books is that everything again gets digitalized. At a certain point there is no choice for people probably in certain areas of the book market. You have to have an e-reader if you like books and want to read. If you do not like electric devices such as elderly people you are literally forced to get used to it. The same with mobile phones or just internet. It is to easy to get everything from the internet, no social contact is required while some people go to stores for their social contacts.


What are the positive effects of e-books?
A positive effect is that you can order it through internet, cheaper, faster and more efficient. 

Should they transform to a new business model?
About publishers, they should leave their classic publish model behind and try to think outside the box. Other words, they should transform into a new business model in which we can not only find product redevelopment but also a lot of innovation.
Physical market at the moment (KBb, 2009

Possible future of the Digital market (KBb, 2009)
How many online purchases and internet use?

Five forces model of porter( Bargaining power of suppliers? Bargaining power of customers? Threat of substitute products? Threat of new products? Competitive rivalry within the industry?
The five forces model of Porter shows us that bargaining power of suppliers on the physical bookstore is limited due to the established book price. The power of suppliers of e-books is more powerful. They can set their own prices, though this could be a disadvantage as well, it could lead to bottom prices which makes the power less powerful.
The power of the customer is in both industries more powerful. This has to do with the fact that there are a lot of competitors on the market, which all offer the same. The customer can choose from a wide range of companies. 
At the moment, e-books itself is a relatively new product and does not really have to be afraid of new products. There is a bigger threat from already existing products such as the traditional books which can be bought on internet or in a bookstore. Perhaps a threat could be visual products in the future.
On the e-market there is not an exact same thing as an e-book. Though there are products with the same characteristics. If you look at an e-book it is just a digitalized book. But this content can also be bought in a different shape, namely a traditional book. Perhaps a threat could be visual products in the future
The competitive rivalry within the industry is really big especially within e-companies. Physical bookstores, e-bookstores, but also other companies who offer other products and (e)books are big competitors.
What is the best way to sell a book? ( Case studies
In my personal opinion the best way to sell a book at the moment is still a physical bookstore such as Paagman or Selexyz. E-books is still not a very known phenomenon and physical book stores have gained a trustable status within the years. Due to their side activities it is, besides buying a book, a joy to go to one of these stores. I must say that the use of a website a great advantage for a physical book store is. They show that the follow the latest development but still offer personal services which bol.com or Amazon cannot come close too. People are still very happy when they can just talk to a person face to face instead of the phone or by internet. Though this is not a future perspective. Eventually e-books will gain more popularity and we will see a shift within the distribution of books as well as the buying motives of customers. 
For now physical stores including sidelines and their websites. (websites should have possibility to order books)
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