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Ebooks: Check out my scars

Lessons from the ebook “revolution”
of 2000




About Rubicon

A Help high tech organizations create market-
winning strategies
I Since 1999
I Practices: define, deliver, defend, optimize
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Background

A Printing
A Editorial
I Writer
I Editor
A PostScript

A Technology

I VP Marketing,
Softbook

I VP Product
Planning, Palm
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A Publishing: Writers and editors make
magic :
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A Publishing: Writers and editors make
magic :
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Summary

A There are still important barriers to ebook
adoption
I Avallability, pricing, usage patterns, marketing

A Printed books may be the last things to go

A The economic structure of traditional
publishing is unstable

I The hard thing is predicting when
I Punctured equilibrium

A Be prepared
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Agenda

A Lessons from last time
A Implications for today
A Opportunities and challenges for the future
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Ebooks, circa 2000

A Softbook

A Rocket eBook
A Go Reader

A Hiebook

A Franklin
eBookMan




Great expectations

k device sales

2001 eboO
3 million to 7

forecast:
million units

_-\ndustry Standard, 2000

A What went wrong?
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Great expectations

device sales
2001 eboo‘f ~illion to 7

forecas! Ebooks will have 19, of
million the publishing market by

ndu 2005
Andersen Consulting, 2000

A What went wrong?
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Great expectations

“Paper's taken us about as far as it can

f(go; we're on the verge of something new.

TV\;enty years from now, 90 percent of

N everything published will be published

electronically.”
Dick Brass, Microsoft's

head of ebooks, 2000
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A What went wrong?
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Issue 1. Not enough books

A The core customers for ebooks are reading
enthusiasts

I Want immediate availability of everything they want
to read

A Books were slow to become available 4=
i Expensive to convert books
I Publishers treated it like an experiment




Issue 2: Prices were too high

A Customer perception: An ebook is
disposable

I Hardcover pricing for a paperback product
A Why pricing was high
I Protect bookstore channel
I Protect hardcover pricing
I Publ i shers were scared.
A High pricing + limited availability = strong
reluctance to invest in a device
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Issue 3. Usage patterns

@)

AfSi nce t
books on
A Problems

I PCs arenot c¢ o mfontent raddihge f or

I Mobile devices are too small and have a unique
usage pattern

A Smartphone& PDA = snacking

A Long-format, immersive reading needs a
tablet
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Issue 4: Not enough periodicals

A Magazines and newspapers are a
better fit than books
I Viewed as disposable (less price resistance)
I Consumed in small chunks
I Immediate delivery is a big benefit

ABut é
I Make no compromises
I Advertising doesnot
I Competition with fr

The Economist
Aoy (193) $10.49
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The Wall Street Journal
o Pt vy (220) $14.99
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WhooOs the most sucec
publisher online?

YAHOO !@ NEWS

\Web Search

What if
they did
an e-
pub?
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