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DEFINITIONS:

WHAT IS AN AUDIOBOOK?

A recording of a book or magazine being read aloud - (Merriam Webster)

A recording of a text being read. A reading of the complete text is noted as “unabridged”, while readings of a
reduced version, or abridgement of the text are labelled as “abridged” - (Wikipedia)

A recorded reading of a book recorded on tape, CD or digital formats - (Collins English Dictionary)

Voice recordings of the text of books that you can listen to in the car, on a computer or on a smartphone or
tablet - (Lifewire)

WHAT IS AN AUDIOBOOK CONSUMER?

Those who listen to audiobooks themselves or buy for others, on CD, online or mobile
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How Are Books Consumed?

Audio has grown by 0.7% in market share

2016 2017
4% 5% 5% 4%

= Print
m eBook
» Audio
Other

Only audio grew YoY

[ Total Value: £2.39bn ] [ Total Value: £2.36bn ]

1.2% decline
Books & Consumer data — 2017



What we know about Audiobooks

Nielsen Books & Consumers Data volume by year
16- 4

Purchases of A

audiobooks are up 12%
12- YoY and 104% when

10- . compared with 2013 )
° 4 CDs/Tapes are )
| increasing marginally
- but digital download and
] streaming is now at 65%

\_ share )

2012 2013 2014 2015 2016 2017
=All Audio =Physical =Digital

14+

O N » O

Books & Consumer Data — 2017
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HOW DO CONSUMERS LISTEN TO AUDIOBOOKS?

How listen to audiobooks themselves How listen to audiobooks themselves, by age
(2017) (2017)
Ol i el
mobile 62% ==0nline/via mobile
0/,
. 80% —0n CD
OnCD _ 48% 70%- ==0n YouTube
. 60%- ~Via podcast

==0n the radio
== 0On cassette

0,
On YouTube _ 29% 50%-
0/,
Via podcast _ 26% 40%

J 30%
On the radio - 21% 20%-
] 10%-
0,
On cassette - 12% 0% . ' . . . .
:y '<y -‘y "y l<y "y '(y "y 18-2425-3435-4445-5455-64 65-84
0% 10% 20% 30% 40% 50% 60% 70% (284) (341) (322) (314) (263) (213)
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Base: all 18+ who listen to audiobooks themselves (1737 respondents) Base: all 18+ who listen to audiobooks themselves (no. of respondents in brackets)
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WHICH FORMATS ARE LISTENED TO AND BOUGHT?

Audiobook format listened to (2017)

Physic
o al
Digita only,3
: 5%
only,4
8%

Physic
al and
digital
,16%

i

65%

52%

Audiobook format bought (2017)

Physic
al
only,3
7%

Digita
I
only,4
3%

Physic
aland
digital
,20%

Base: all 18+ listening to audiobook on CD/online/on mobile themselves (1672 respondents)
NB. Question asked differently in 2017 compared to 2016, so results are not comparable

Base: all 18+ buying audiobooks for self/others (1427 respondents)




WHICH DEVICES ARE USED TO LISTEN TO DIGITAL

AUDIOBOOKS?

Smartpohone \ Tablet @
65% 379 PC/laptop @'
34%

0|

nfidential and proprietary. Do not distribute. /./

eReader @ Wireless speaker
Car stereo

13% system
e

Base: all 18+ who listen to audiobooks themselves online/on mobile (1082 respondents) f‘ % pt change vs 2016 * Specifically Sonos system in 2016

14%
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KEY FINDINGS:

NIELSEN'S UNDERSTANDING THE UK AUDIOBOOK CONSUMER IN
2017

87% of audiobook consumers listened to the format themselves in 2017

Digital buyers bought an average of 6 audiobooks to listen to online/on mobile devices, while physical buyers
purchased an average of 5 CDs each

The 15% heaviest audiobook buyers (purchasing 11+ titles per year) accounted for over half of all audiobook
purchases

37% of audiobook consumers had audiobook subscriptions

36% of audiobook consumers were new to the market

Understanding the Audiobook Consumer 2017: https://www.nielsenisbnstore.com/Home/BookScanReport


https://www.nielsenisbnstore.com/Home/BookScanReport
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CULTURE, THE SUNDAY TIMES:

“Audiobook sales are soaring - to the extent that some authors are
forsaking print altogether”

Francesca Angelini, Sunday 5 August 2018
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HOW DO AUDIOBOOK CONSUMERS ENGAGE WITH
AUDIOBOOKS AND BOOKS?

Agreement with engagement statements, 2017

Discover authors through audiobooks 14%
Listen to audiobooks already read 13%
Listen to audiobooks instead of reading 14%
Search for audiobooks by narrator 13%

Listen to different types of audiobook than read 11%

1

Base: all 18+ audiobook listeners (2000 respondents)

Read more since listening to audiobooks 11% 7% mStrongly agree
®Tend to agree
Switch between ebook and audiobook 7% 18%
0% 10% 20% 30% 40% 50%

60%

11



HOW DO CONSUMERS DISCOVER THE AUDIOBOOKS THAT THEY BUY & LISTEN TO?

How find out about audiobooks, 2017

Search for authors
Browse/search bookseller websites 22%
Emails from booksellers 1896 ‘.‘
Friends/relatives in person 18%
Browse/search audiobook websites 18% ‘.‘

75

Search engines

Libraries 16% @
Physical bookshops '

Bestseller charts on bookseller sites 13%
Trailers/YouTube

28¢
Bestseller charts on audiobook sites 11% ‘.‘
Search for narrators %
Friends/relatives via social media 935

Adverts online/on device i ‘.‘
Newspaper/magazine articles/reviews 7% @

Audiobook samples/Soundcloud 7%

Advert/sample at end of audio/books 755
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Base: all 18+ audiobook consumers (2000 respondents) ‘t‘ % pt change vs 2016
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WHAT FACTORS INFLUENCE CHOICE WHEN BUYING AUDIOBOOKS?

Audiobook purchase influences, 2017

Low price/offer

Book heard of

Narrator good voice

Author read/listened to b4
Author wanted to try

Description of audiobook

Part of a series

Friend/relative

Narrator is celeb/you like

Read the book before

Listening to extract first

Based on/made into film/TV
Recomm: other customers
Recomm: media

Longer audiobook: better value
Recomm: online retailer
Recomm: bookshop/library
Shorter audiobook: quicker listen
Includes extra content 3

-

®|ndividual purchase (1244)
©Using subscription credits (706)

-

Base: all 18+ buying physical audiobooks or digital audiobooks individually / all buying via subscription (no. of respondents in brackets)
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= Physical audio
“Audio download

“Print
= E-book

How Does Discovery Differ by Format?

30%
25%
20%
15%
10%+
5%
0%
&
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HOW DO CONSUMERS DISCOVER AUDIOBOOKS?

NIELSEN'S UNDERSTANDING THE UK AUDIOBOOK CONSUMER IN
2017

Increased listening being driven by multitasking, a perceived better range of titles available

The narration (relaxing, bringing the book to life, providing a new perspective) was another key attraction of
audiobooks

Half of audiobook consumers discovered new authors through audiobooks

Consumers most commonly found out about audiobooks by searching by author, with use of audiobook sites,
bookseller emails and online adverts increasingly used to discover audiobooks... Bookseller websites, search
engines, word of mouth and (decreasingly) libraries were other top methods of audiobook discovery overall

Familiarity with book or author, as well as a good voice, a new author to try, the blurb, and being part of a series
were among the top influences to purchase audiobooks

Understanding the Audiobook Consumer 2017: https://www.nielsenisbnstore.com/Home/BookScanReport

15


https://www.nielsenisbnstore.com/Home/BookScanReport

/' Copyright © 2017 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute.

EXPLOITING WHAT WE KNOW .

THE IMPORTANCE OF METADATA FOR DISCOVERY AND SALES

The goal is to make a particular product readily discoverable for the bookseller, librarian and end consumer
Are the metadata requirements for audiobooks so different to those for physical and e-book products?
Nielsen Book UK Study: The Importance of metadata for Discoverability and Sales

Industry bodies such as EDItEUR, BIC and BISG have developed the ONIX standard for the provision of data

The data needs to be appropriate and timely

16
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HOW DO STANDARDS HELP?

EDITEUR: AUDIO PRODUCTS IN ONIX

Most audiobook metadata will be the same for a physical book
Some key differences

Product form

File type

Contributor

Edition

Run time

Product composition
Related product

EDItEUR: ONIX for Books, Product Information Message, Application Note: Audiobook Products in ONIX

17
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