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The National Reading Survey 2021 presented by Australia Reads explores how Australians read, borrow and
buy books and how this has—and hasn’t—changed during the Covid-19 pandemic of 2020 and 2021.

We hope the results and our key findings will help the book industry better understand reader behaviour
(especially around how consumers choose books). We also hope this report will help publishers, booksellers,
libraries and other cultural and literary organisations and funding bodies make better informed decisions when
it comes to investing in and promoting Australian literary and reading culture.

Ultimately, we hope this all leads to an increase in readership for local Australian book creators.

Australia Reads is on a mission to get more Australians reading more books, more often.

We aim to continually come up with new ways of engaging readers and improving the industry’s ability to
support the people who create Australian books.

The National Reading Survey is just one of the many ways we’re working to achieve our mission, and making a
real difference for those who create, publish, sell and lend books. We’ll be using the results of the survey to
increase the reach and impact of our ongoing campaign to champion reading, and to improve the
discoverability and accessibility of work by Australian book creators.

www.australiareads.org.au

This research has been made possible thanks to the Restart Investment to Sustain and Expand (RISE) Fund.
RISE is an Australian Government initiative that supports organisations in the arts and entertainment sector,
and aims to assist in the presentation of cultural and creative projects, activities and events to rebuild
confidence amongst investors, producers and consumers.

We'd also like to thank Australia Council, the Copyright Agency Cultural Fund, the Office of the Arts, and the
Parliamentary Friends of Australian Books and Writers for their ongoing enthusiasm.

We gratefully acknowledge the cross-industry collaboration and support of the four key associations behind
Australia Reads: the Australian Booksellers Association (ABA), Australian Library & Information Association
(ALIA), Australian Publishers Association (APA), and the Australian Society of Authors (ASA).

Our warm thanks to the Trade Publishing Committee of the Australian Publishers Association for the initial
development of this survey. We are also extremely grateful to the following publishers who invited their
subscribers to participate in our survey: Hachette Australia, Pan Macmillan Australia, Simon & Schuster
Australia, Taylor & Francis Group Australasia, Text Publishing, Thames & Hudson Australia, and the University
of Queensland Press.

Sincere thanks to Nicole Lingat and Helen Xu, our research partners at LightSpeed, part of the profiles division
of Kantar - the world’s leading data, insights and consulting company. And many thanks also to Lyn Yeowart
and Lynx Writing, our report-writing partner.

Last, but by no means least — a huge thank you to each of the 3,043 people who participated in the survey
helping us to understand what, when, how and why Australians buy, borrow and read books.

Australia Reads acknowledges Aboriginal and Torres Strait Islander peoples
as the traditional custodians of the lands where we live and work.

We pay our respect to Elders, past, present and emerging,
and honour the sharing of traditional stories passed down through generations.
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Why is it that some people devour books avidly, while others fail to read even one book a year? Is it too big a
leap of the imagination to think we can convert once-a-year-on-holiday readers to engaged daily readers?
What are the blockers that prevent people from reading more books, more often?

These are some of the questions Australia Reads is seeking answers to in our first National Reading Survey
with the hope that by understanding what motivates readers we can shed some light on whatever the elusive
trick might be to getting more people to read more books, more often.

We also wanted to know to what extent books compete for people’s time and money with the infinite array of
offerings on streaming and social media platforms, and whether these platforms in turn influence reading
decisions.

Drilling down further, we aimed to discover the key factors that determine whether people buy or borrow
specific titles, and what role price, availability and browsing experience (instore and online) play in their buying
and borrowing decisions. And we wondered how marketing campaigns, retailer catalogues, author interviews,
and reviews influence readers’ decisions?

Finally, the survey would have been incomplete if we had not sought to understand whether the Covid-19
pandemic changed our reading habits — are people reading more as per the reported rise in book sales?, or
have the challenges of lockdown actually led to people reading less? And how have the library and bookshop
closures during lockdown affected people’s reading behaviour?

Now that we’ve analysed the data and aggregated the significant findings, we’re eager for you (our key book
industry partners) to use this report in your own strategic business thinking and creative campaign planning
for the collective benefit of Australia's book readers and book creators.

We hope authors and agents will find the insights encouraging, and that publishers will be inspired to innovate
effective and sustainable publishing, sales and marketing solutions for their lists.

While we suspect there won’t be a lot in here that booksellers and librarians don’t already know — as they are
on the floor every day talking to and engaging with readers themselves — what we do hope is that the results
underscore the importance of booksellers and librarians in helping readers make decisions along with the vital
role they play in fostering individual and community wellbeing.

We trust that key decision makers and policy advisors will gain a deeper understanding of the value of reading
books, the competition books are up against when it comes to attracting our attention and consumer dollar,
and the importance of investing creatively, strategically and financially in the book industry. Imagine for
example, how beneficial it would be if libraries and bookshops were deemed to be essential services and able
to stay open during lockdowns? Just as supermarkets ensure that our bodies continue to be fed, bookshops
and libraries could ensure that our minds continue to be fed...

1 According to Nielsen Book, the leading provider of search, commerce, consumer research and retail sales analysis services for the
book industry, ‘In 2020, trade or general book value sales lifted by 7.8% compared to the same time in 2019. Around Mother’s Day
2020, once restrictions were lifted, the Australian book market recorded consistent double-digit growth ranging from +11% to +25% in
value each week, even when Victoria returned to a hard lockdown in July 2020. In 2021, until late April, Australians were buying 21%
more books on average each week, compared to the previous year. The 2021 hard lockdowns of eastern states have seen a weekly
average decline of -8.3% in value from late May to early October, reaching a decline of over -20% in some weeks. During the 2021 mid-
July to early September 7 week period, sales declined by $21.3M compared to the previous year. Year to date, the Australian book
market shows single digit value growth of 3%.’

Source: Nielsen BookScan data 2020 (29/12/2019 to 26/12/2020), compared to same weeks 2019, and 2021 year to date (03/01/2021 to w/e 9-October-2021)
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Please note the 2021 National Reading Survey is only indicative of the impressions each respondent has about
their own reading habits, bookshop visits, book purchases, and library use, and therefore may not be an
accurate reporting of what they actually did, as it relies on respondents’ abilities to provide accurate
estimations. For example, we asked them to estimate how many books they had read in the past 18 months,
but we did not ask them to journal this, nor track their actual purchases.

During the final stages of the survey’s development, there was a re-arrangement, merging and restructuring of
questions (including the creation of sub-questions) that resulted in gaps in the numbering of the questions. For

Australia Reads hopes to build upon these inaugural findings by conducting future surveys designed to gather
data year over year, as well as deep dive into topics of interest (such as how parents/carers make decisions
about reading, borrowing and buying children’s books, or the influence of events and festivals and book clubs
on reading choices, library use and buying decisions).

We welcome input from partners within the book industry.

If you have feedback or queries about this report, or ideas for our consideration in future surveys, please
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The questions

The survey questions were developed in consultation with the Australian Publishers Association and designed
to be easily understood regardless of whether the respondent was an avid reader or not.

The survey consisted of 32 questions, and used a mix of demographic, ratio scale, matrix and multiple-choice
options (both single and multi-choice) from which to select answers.

The average time taken to complete the survey was 12 minutes and could only be completed online.

Filter questions

Some questions were filter questions, which means the answer that a respondent gives determines the
subsequent question/s the respondent sees. For example, Question 28 asked ‘Have you ever pre-ordered a
book?’ Respondents who answered ‘Yes’ were then shown Question 29 ‘What is your usual primary reason for
pre-ordering a book?’, while respondents who answered ‘No’ were shown Question 30 ‘What do you think
would most motivate you to pre-order?’

Comparable surveys

In preparing these survey questions, we also reviewed the following comparable surveys which may be of
interest for further reading:

e Reading the Reader: A survey of Australian reading habits conducted as a joint undertaking by
Australia Council and Macquarie University as the final stage of a three-year research project, The
Australian Book Industry: Authors, Publishers and Readers in a Time of Change. For more info, see:

e Booknet Canada’s Canadian Book Consumer Study 2020 and Canadian Leisure & Reading Study 2018,
both of which can be downloaded here:

For context, we also considered:

e Families in Australia Survey: Life during COVID-19, a survey series conducted by the Australian Institute
of Family Studies (AIFS), which can be viewed at:

e Our Future: Results of the National Arts Participation Survey, the fourth report in a landmark research
series conducted by the Australia Council examining Australians’ participation in and engagement with
arts and culture. See:
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Number of respondents
A total of 3,043 people living in Australia completed the same survey. Of these respondents:

e 1,041 came to the survey via our research partner, Lightspeed
e 1,644 came to the survey via their subscriptions to one of our seven publishing partners
e 358 came to the survey via the Australia Reads Facebook page.

Segmenting respondents into groups

In order to collect meaningful information, analyse data and gain greater insight into the specific attitudes and
behaviours of our respondents, we categorised respondents into two survey groups:

e General readers: respondents who are readers from the general population (via Lightspeed)
e Engaged readers: respondents who are readers who follow Australia Reads on Facebook and/or who
subscribe to electronic direct marketing (EDM) from local publishers.

While individuals from any one survey group could fit into both groups, we did not collect data to ascertain
whether any respondents from the general readers also follow Australia Reads on Facebook or subscribe to a
publisher’s EDM.

About Group 1: General readers
Number of respondents in this group: 1041

To ensure our survey reflected the general readers of Australia as closely as possible, we engaged a research
partner, Lightspeed, to source respondents above the age of 16 from their consumer research panels. In this
report, we refer to this group of respondents as the general readers.

A typical respondent from this group is most likely to be a female between 30-44 years of age, living in NSW,
who has received vocational/educational training beyond high school, is working fulltime, and has an annual
household income of $40,000 - $89,999.

How we sourced them

Our research partner, Lightspeed, invited Australian participants from multiple panel sources who were
collectively representative of state and gender populations (within 1% of nationally representative figures, in
the case of this survey). These participants had all made a conscious decision to participate in online surveys
through a double opt-in registration process.

About our research partner

Lightspeed provides clients with dynamic access to the industry’s largest single-source of permission-based
panels, across 70 markets. To build a high-quality panel and remove the inherent bias that could result from
using one or a few recruiting sources, Lightspeed uses a diverse set of sources that use a variety of recruitment
methods.

Lightspeed is an accredited data match partner for Google, and Lightspeed’s platform for connecting data is
also VSA accredited by Google. In Australia, Lightspeed is a member of The Research Society and Australian
Data & Insights. Lightspeed is also 1ISO:20252 accredited and GDPR compliant.
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About Group 2: Engaged readers

Number of respondents in this group: 2002

To ensure our survey also accurately captured the reading habits and buying behaviours of consumers serviced
by the book industry, we called for local publishing houses to invite their subscribers to participate. In this
report, we refer to this group of respondents as engaged readers, due to the very nature of how they heard
about the survey.

This group is not necessarily representative of state and gender populations.

A typical respondent from this group is most likely to be a female over 65 years of age, living in Victoria, who
holds a bachelor’s degree or equivalent, is retired, and prefers not to disclose their annual household income
bracket.

How we sourced them

Seven local publishing houses answered our call-out and, via their own EDMs, invited subscribers to voluntarily
participate in the National Reading Survey. Australia Reads also encouraged our followers to participate via

Timing

All respondents could access the survey online between 1 July 2021 and 31 July 2021 (inclusive).

Respondents’ access to the survey
Lightspeed Research administered the survey, providing respondents with secure online access.

After submitting, respondents were not able to return to the survey to change any answers.

Anonymity of respondents
All information is anonymous, and respondents were made aware of this.

Anonymity was assured because at no stage were respondents required to enter any identifiable information
(e.g., their name, residential address, email address, phone number).

Maintaining the integrity of data
Data was collected electronically into a secure database.

It was not possible for anyone involved in the administration, collection or analysis of the survey or its results
to amend any of the information.

Reports that collated and summarised results were generated by a system, thereby eliminating the possibility
of data being amended.

Collating, analysing and reporting on results

Lightspeed Research collated the results of each question and provided the raw data as hole counts and tables,
and charted the results for each question. All results provided by Lightspeed are categorised by their source —
either the Panel Sample (which we refer to in this report as general readers) or Client Sample (which we refer
to in this report as engaged readers). For all results, see the National Reading Survey 2021 Results document.
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Section 3: Significant findings and their potential use

Reading Habits — Reader Persona

How many of us are reading/listening to books?
One quarter of Australia's adult population has NOT read a book in the past 18 months

The National Reading Survey 2021 indicates that 25% of the general Australian adult population has NOT read
(or listened to) a single book (in any format) in the last 18 months (January 2020 to July 2021).

Fewer Australians are reading any books at all

Five years ago, the 2016 Macquarie University x Australia Council Reading the Reader Survey found that only
8% of Australians had NOT read a book in the preceding 12 months of that survey.

As an aside, the Australian Bureau of Statistics? considers 44% of Australian adults to have low literacy levels.

Using this information

Does this statistic foreshadow an irreversible downward trend and mark a finite end to the current publishing
and bookselling model as we know it? Or can it be used to bolster the case for serious investment in the book
industry to continue innovating for a relevant and sustainable future?

This statistic is worth further investigation in future surveys as the National Reading Survey 2021 did not
interrogate this segment of respondents. For example, if we identify the reasons why some people no longer
read books, could we find ways to re-engage them? Does this decline in reading books correlate with a rise in
the popularity of other types of entertainment and/or reflect different leisure priorities for the emerging
generations (born post-internet), compared to the aging population of traditional book readers and buyers?

Beyond future-proofing the local book industry, what other societal and cultural ramifications could this 17
percentage points increase in non-(book)readers have in terms of our knowledge and understanding of the
myriad stories that shape our identity as a nation, and our ability to empathise and connect with others?

And what about the impact on our mental and emotional wellbeing?

How frequently do we read/listen to books?

Conversely, the National Reading Survey 2021 indicates that 75% of the general Australian adult population
has read (or listened to) a book (in any format) in the last 18 months (January 2020 to June 2021).

Most Australians read/listen to less than one book a month

The majority (42%) of general readers (taken to be reflective of the general Australian adult population) are
occasional readers — reading at most an average of one book every 15 weeks.

A third of Australians read frequently

The survey also shows almost a third general readers (28%) are frequent or passionate readers; reading on
average one to two books a month.

Engaged readers are obsessed readers

Most (37%) engaged readers (those respondents who subscribe to book news) are obsessed book readers —
heading towards at least one book every fortnight. Typically, these readers have a big ‘To be read’ pile and
read 2-3 books at once.

2 ‘Around 3.7% (620,000) of Australians aged 15 to 74 years had literacy skills at Below Level 1, a further 10% (1.7 million) at Level 1,
30% (5.0 million) at Level 2, 38% (6.3 million) at Level 3.” Source: ABS (Australian Bureau of Statistics) (2013) Programme for the
International Assessment of Adult Competencies, Australia.

8 The National Reading Survey 2021 Report
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Using this information

These statistics are encouraging if we assume it’s easier to convert occasional readers into regular readers and
regular readers into frequent readers, and so on, than it is to convert non-readers into readers. Promoting an
attainable reading goal such as one book a month in a campaign to get more than 60% of Australians into the
habit of reading one book a month could have huge positive flow-on for the book industry.

Who is reading/listening to the most books?
Readers who engage with publishers and literary organisations read more books, more often

The National Reading Survey 2021 indicates that engaged readers (those who actively engage in following
book news from publishers and other literary organisations) are far more likely to read more books and read
more often than general readers. Indeed, the majority (67%) of engaged readers are reading more than 25
books per 18 months; and only 4% of this group identify as occasional readers.

Using this information

Perhaps marketing campaigns might be more effective, if they focus on the biggest potential audience: those
who are already signed up to bookseller, publisher, and literary organisations’ EDMs and social media, as these
people have both the appetite and capacity to read more books than the general readers. Investing in more
creative content and copy and strategies to grow and understand one’s own community of followers may well
pay greater dividends than advertising widely to a broad audience.

What formats and categories are we reading/listening to?

According to the National Reading Survey 2021, Australians are, for the most part, reading fiction paperbacks.
Paperbacks are the most frequently read book format, and only half of us listen to audiobooks

Paperbacks are by far the most frequently read book format.

Both survey groups rated their most frequently read formats in the same descending order: paperback, then
hardback, then ebook, then audio. This may be because of the market domination of paperbacks and their
general accessibility (you don’t need a device to read them) compared to other formats, and it may also be
because of their price compared to hardbacks.

General readers are less likely to read ebooks than engaged readers, with 42% of general readers claiming that
in the past 18 months they have ‘never’ read ebooks, compared to 29% of engaged readers.

More than half of each survey group (57% of general readers and 50% of engaged readers) claimed to ‘never’
read/listen to audio books.

We’re reading more fiction than any other category

Fiction is the clear winner when it comes to the category of book we’re most frequently reading, with both
survey groups ranking their most frequently read categories in the same descending order: adult fiction, then
adult non-fiction, then children’s, then young adult.

General readers are less likely to read children’s books than engaged readers, with 60% of general readers
claiming that in the past 18 months they have ‘never’ read children’s books, compared to 43% of engaged

readers. This may reflect the demographic of respondents from each group, but may also indicate engaged
readers are more inclined than their general counterparts to encourage the next generation to read books.

Using this information

Reading campaigns featuring fiction paperbacks may provide the strongest appeal to the widest audience (eg,
the traditional 3-for-2 paperback promotions, and paperback backlist promotions for brand name authors or
specific genres of fiction, such as crime). Further research could explore why such a large percentage of
readers are not reading children’s books. For example, this survey did not investigate whether respondents
were also in roles where they cared for children (parents, grandparents, carers, teachers, etc), nor if so, how
frequently they read children’s books to children in their care.

The National Reading Survey 2021 Report 9
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Reading Habits — Finding time to read

When do we find the time to read/listen to books?

Both survey groups agreed that the top four occasions they usually find the time to read are on weekends, on
holiday, right before going to bed — and anytime (though not in the same order).

Reading right before bed establishes a daily reading habit

More than half (59%) of engaged readers usually read right before they go to bed. This is the biggest
difference in reading habits between the two survey groups: less than half (39%) of general readers usually
read a book right before bed.

“Spend just 10 minutes a day reading if you can. Once you get hooked into the story,
you'll find it stretches and stretches and you'll be able to make more time. It's a bit like

fitting in dessert after dinner when you're fulll There's always room!l”
— Samone Amba, Australia Reads Ambassador

Using this information

This is potentially the key social behaviour for people to adopt if we are to get more people reading more
books more often. An industry campaign could encourage ‘10b4bed’: read a book for 10 mins before bed.

Most Australians find time for reading on the weekends

Weekends are the most common prime reading time across both groups, with 40% of general readers and 41%
of engaged readers claiming this is when they usually find the time to read/listen to books.

Using this information

Promotional reading campaigns could include content designed to increase engagement with local
customers/communities about what they are reading or planning to read on the weekend. Advertise increased
opportunities for book reading on weekends (in the car at kids’ sport, in bed on a Sunday, taking time out in a
park or garden to read).

Reading anytime is popular with both types of readers

Interestingly, a significant percentage of both groups (34% of general readers, 41% of engaged readers) also
nominated that they usually find time for reading ‘anytime’, by which we could surmise they find it easy to fit
book reading/listening into their schedule, regardless of where they are or what else they’re doing.

“Anywhere and everywhere. | carry a book with me in my bag so that | can read

whenever | get the chance; it is a habit that many authors have recommended and one
that serves me well.” - Samantha Wood, Australia Reads Ambassador

10 The National Reading Survey 2021 Report
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On holidays

Members of both groups also indicated they found time to read on holidays (33% of general readers and 27%
of engaged readers), when we typically have fewer demands on our time from other facets of our lives.

How much of our leisure time do we spend reading/listening to books?

Given that both survey groups most commonly read books on weekends and before bed, and most often for
pleasure and to relax, it’s safe to say most Australians consider reading books as one of their leisure activities.

Engaged readers more likely to dedicate more of their leisure time to reading books

It’s no surprise that twice as many engaged readers (4% compared to 2% general readers) dedicate more than
80% of their leisure time to reading books. Overall, 43% of engaged readers spend at least 40% of their leisure
time reading.

Twice as many general readers spend only 20% or less of their leisure time reading

More than half of general readers (51%) spend less than 20% of their leisure time reading books. This is more
than double the number of engaged readers (23%) who spend less than 20% of their leisure time reading
books.

Those who read more books more often, wish they had more reading time

Just over half (55%) of engaged readers wish they had more time to read books, while the other half (41%) are
satisfied with the time they have for reading. While this desire of most engaged readers for extra reading time
may seem contradictory, given they already read so many books, it is probably indicative of their insatiable
reading appetite, combined with a regular reading habit, and the ‘pressure’ of an ever-growing TBR piles.

Those who read fewer books less often, are satisfied with their reading time

It's almost the exact opposite for general readers, with the majority (56%) declaring they have enough time for
reading, and 41% wishing they had more time for reading.

Using this information

Overall, these results show that in the 18 months prior to July 2021, almost just as many people wish they had
more time for reading as those who are actually satisfied with the time they have for reading. This might be
because of the lockdowns and working from home (eliminating commuting time for example), so it will be
interesting to see in further research if this remains true after lockdowns are eliminated from the equation.

Since even 41% of general readers and 55% of engaged readers indicated that they wished they had more time
for reading, campaigns could give people ideas about how to carve out time for reading.

There is almost no such thing as too much time spent reading

In both survey groups, only 3% of readers said they spend too much time reading.

Using this information

Incorporate into marketing campaigns the idea that reading time is time well spent.

How do we typically read/listen to books?

The National Reading Survey 2021 highlights the difference between how respondents of the two survey
groups typically approach the act of reading/listening to books.

Reading concurrently + Big To Be Read piles = reading more books, more often
Around half of all engaged readers:

e tend to read two-three books concurrently (45%)
e have a big To Be Read (TBR) pile (54%), and
e are ready to pick up another book as soon as they finish the book they are reading (52%).
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Conversely, less than a third of general readers (32%) ever read concurrently, less than a quarter (23%) pick up
another book immediately, and only 13% have more books on their TBR pile than time to read them.

Engaged readers don’t waste time on books they’re not enjoying

The biggest difference in reading habits between the two survey groups is that engaged readers are more
likely than general readers to NOT finish a book if they are NOT enjoying it (54% and 38% respectively).

With so many books on hand, engaged readers tend leave books unfinished in order to make the most of their
reading time and ensure they derive pleasure from it. They typically begin another book immediately,
demonstrating that although they enjoy reading, they understand they won’t always enjoy every book they
read (much like, even though we may enjoy eating, we understand we won’t always enjoy every food we eat).

Persevering with books you don’t enjoy leads to bigger reading gaps

Initially it might seem good news that general readers are willing to finish a book (even if they’re not enjoying
it), however the flip side is that this may decrease their appetite to read more. For example, if they haven’t
really enjoyed the last book they read, they may be less likely to buy, borrow or read another.

As a low percentage of general readers (13%) read concurrently, and even fewer have a TBR pile (12%) on the
go, putting down an unfinished book more often than not leaves them without another book to read.

This in turn leads to them having more frequent gaps between reading books, meaning they’re less likely to
develop or maintain a reading habit, which in turn makes it harder for them to ‘get back into reading’.

Using this information

Target general readers with teasers and promotions in the back of books, including where to find the
promoted books, and encouraging them to sign up to enewsletters or follow publishers and bookstores on
social media so that they’re fed more information about other books they might like.

NOT finishing a book you don’t like is a GOOD thing!

That general readers are more likely than engaged readers to finish every book may point to another key
strategy to get more people reading more books more often.

How many of the general readers, and indeed of the non-reading population, think that they don’t enjoy the
act of reading per se because they haven’t found the ‘right’ book?

“If you pick up a book that you don’t like, DO NOT FINISH IT. If you do finish it and still
don't like it, you'll think you don'’t like reading. It's not that you don't like reading, it's that
you don't like reading that particular book. That often happens to me: you know, | get

half-way through a book, and I think, nah, not reading that, hate that book, not finishing
it. But there are many other marvellous books in the world. | find them. You'll find them.
You'll know exactly what it’s like to read a good book when you find one.”

- Mem Fox, Australia Reads Ambassador

Using this information

This could inform an industry-wide campaign to help people understand that ‘not enjoying a book’ is different
from ‘not enjoying reading’. That is, it may just be this book that isn’t for you — there are thousands more to
choose and many that you will enjoy. Such a campaign could amplify the work that so many librarians,
educators and booksellers are already doing helping young readers begin their literacy journey by matching
them with the ‘right’ books. This could underscore the value of human recommendations by booksellers and
librarians, compared to algorithm-based recommendations that can result in online purchases being the
‘wrong book’, but which doesn’t stop the algorithms from continuing to recommend similar ‘wrong’ books.

12 The National Reading Survey 2021 Report
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Reader Motivations — Reasons for Reading

The three most common reasons for reading books, given by respondents from both survey groups, were: for
pleasure (enjoyment): for relaxation (stress reduction); and for mental stimulation (cognitive ability).

Why do we read/listen to books?
People read for pleasure and enjoyment

The overwhelming number one reason respondents from both survey groups (60% general and 92% engaged)
read books is ‘for pleasure and enjoyment’.

This result aligns with the 2019 Creating Our Future National Arts Participation Survey conducted just prior to
the pandemic, in which 72% of Australians aged 15 years and over (14.8 million) had ‘read at least one printed
book, e-book or listened to an audiobook for pleasure’.

Using this information

This underscores the potential impact of a book category-wide promotion emphasising the pleasure and
enjoyment derived from reading a book, in order to promote the act of reading (rather than particular titles),
especially as an antidote for dissatisfaction, discontentment and depression.

Reading to relax and unwind

The second most common reason both survey groups (58% of general readers and 76% of engaged readers)
read books is ‘to relax and unwind’. This aligns with the most common responses people gave when asked
when they most often find the time to read: on weekends; before bed; and on holidays.

Using this information

Campaigns could tap into this by promoting reading as a way of relaxing and unwinding — especially in the
lead-up to weekends and holiday periods — and citing research showing that reading does help us to relax
physiologically (for example, lowering heart rate, reducing tension, extending breathing).

Reading to keep our brains active

The third most common reason both survey groups read books is to keep their brain active (47% of general
readers and 56% of engaged readers) and to keep ‘mentally stimulated and engaged’ (43% of general readers
and 70% of engaged readers).
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Using this information

To encourage general readers to read more books more often, industry-wide promotions could showcase the
mental wellbeing benefits of reading (backed by further research). For example, promoting reading as good for
the brain and thus overall health, in the same way that as exercise is promoted as good for the body.

The National Reading Survey 2021 Report 13
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Reading brings happiness to engaged readers

One of the biggest differences (40 percentage points) in reasons to read between the two survey groups is that
reading books brings significantly more engaged readers (73%) ‘happiness and joy’ than general readers (33%).
So much so, that engaged readers ranked ‘happiness and joy’ above the benefits of active mental stimulation.
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Using this information

To encourage engaged readers to read more books more often, industry-wide promotions would be best
placed to promote that reading books can bring happiness and joy.

It’s not because it’s cheaper than going out!

The least popular reason for reading given by both survey groups was ‘it’s cheaper than going out’. This option
was selected by a minority of readers (9% of general readers, 5% of engaged readers), and interestingly
foreshadows the perception of both groups that books are expensive (refer to page 22).

Using this information

How can the industry lift the perceived value of books and better promote their true entertainment worth?
For example, a 90,000-word novel bought for $32.95rrp devoured at the average rate of 300 words/minute
generates 5 hours of reading pleasure ($6.59 per hour), and of course, it can be reread over and over... and
lent to friends and family.

The top three other leisure activities that get in the way of us reading more books more often are commonly
ranked across both survey groups of readers as: ‘watching tv and movies at home’, followed by ‘browsing
social media and/or the internet’, followed by ‘cooking, gardening, home improvements’.

What other leisure activities compete for our reading attention?
The number one reason we don’t read books is because we are watching TV/movies at home

Both survey groups (58% of general readers and 67% of engaged readers) nominated watching TV and movies
at home as the number one leisure activity that competes with their reading time more than any other option.

Browsing social media/internet biggest threat for engaged readers

While ‘browsing social media and the internet’ is the second biggest competitor for our reading time across
both survey groups, it poses an 18% bigger threat to the reading habits of engaged readers (52% compared to
34% general readers). This may be worrying if it results in passionate readers becoming occasional readers.

Engaged readers distracted by creative crafts, cards, puzzles and board games

In good news for booksellers who also stock cards, puzzles, games and other indoor craft activities, engaged
readers rank these as the fourth activity that takes them away from reading.

This is ahead of visiting family and friends; exercising; playing video games; and pursuing outdoor leisure
activities such as at the pool, beach, camping. However, all of these rank higher as bigger threats to the
reading time of general readers.
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General readers could boost their reading capacity by reading while travelling or on holiday

Other differences between the two survey groups relate to activities during which engaged readers are more
likely to read than general readers. These include ‘travelling or going on holiday’ (15% of general readers said
this competed with their reading time, compared to only 4% of engaged readers), and ‘eating out away from
home’ (which competed for reading time for 24% of general readers, compared to 17% of engaged readers).

Using this information

Create promotional campaigns showing how easily reading can accompany other activities. For example,
listening to audio books while cooking, gardening, doing home improvements, creating art, solving puzzles,
playing card games, exercising, driving, dining alone, at the beach, on holiday).

Who do we listen to most when deciding what book to read next?
Family and friends most happily trusted source of book recommendations

In both survey groups, most readers (44% of general readers and 42% of engaged readers) overwhelmingly
agreed that their family and friends were the number one trusted source of book recommendations.

When queried further, 66% of general readers and 87% of engaged readers agreed or strongly agreed they
were ‘happy to read books recommended by family and friends’.

We also happily trust book professionals (booksellers, librarians and book reviewers)

After ‘family and friends’, the three most commonly trusted sources for book recommendations across both
survey groups are those professionally involved in the industry: booksellers, librarians and book reviewers.

Behind family and friends, both survey groups (60% of general readers and 85% of engaged readers) agreed or
strongly agreed with the statement ‘I’'m happy to read books recommended by a bookseller or librarian’,
validating the great importance of access to booksellers and librarians for all readers. This is particularly
noteworthy given that many Australians were unable to access the recommendations of librarians and
booksellers during lockdowns.

Media rates poorly for trusted book recommendations — except when it comes to review sections

When looking to media for recommendations on which book to read next, professional book reviews in
newspapers, journals and other magazines are more trusted than interviews and reviews on TV or radio.

Television rated fairly low, with just 11% of general readers and 3% of engaged readers selecting this option.
These figures were almost reversed for radio, as nominated by only 7% of general readers and 13% of engaged
readers.

Engaged readers are more likely to trust reviews in newspapers, journals and other magazines (37% compared
to 19% of general readers). While this probably reflects the fact that people reading book review pages in
printed media are already interested in books, it adds weight to the continuing relevance and importance of
editorial and advertising support for books in these publications.

General readers trust Facebook before local publishers

A significant difference in the sources of book recommendations between the two survey groups is that
general readers rated book recommendations on Facebook in their top five, whereas engaged readers
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included publishers, possibly reflecting the fact that most of the engaged readers came to the survey via

publishers.

While both survey groups have a similar trust in Facebook (12% general readers and 11% engaged readers),
the social media platform rates as high as the 5" most trusted source for general readers, and as low as 10"
for engaged readers.

Using this information

A note of caution: while these recommendations may positively influence decisions about which books we
read, they have little influence over which books we buy (for more on this, see page 18).

Reading Decisions — Reader Priorities

How important are new releases?
All readers agree they are not fussed about reading ‘new release’ titles

The single statement both survey groups (76% of general readers and 95% of engaged readers) agreed most
strongly on is that they ‘don’t really mind if (they) read a book that is a new release or has been out for a
while’. Further analysis reveals that ‘staying up to date and reading the newest releases’ matter less to general
readers (33%) than it does to engaged readers (53%) who are probably more aware of the huge variety of new
releases.

Using this information

This may be an interesting finding for publishers and booksellers who vigorously promote new releases.
Perhaps it’s worth conducting further research that could inform investment decisions and lead to campaigns
that promote books beyond their new release period, thereby finding ways to extend their shelf-life in market.

We'’re still reading the classics

About a third of both survey groups (33% of general readers and 35% of engaged readers) have been ‘making
an effort to read more of the classics’ suggesting that they consider the classics as almost a guaranteed reliable
reading choice and/or a ‘necessary’ reading choice.

Using this information

There is potential to build on the perennial popularity of promoting classics — especially in both the preferred
format (paperback) and preferred category (fiction) — to encourage more people to read more.

We’re shy to read books before everyone else is talking about them

A tiny minority (8%) across both survey groups agreed that they ‘like to read books before everyone else is
talking about them’. And only slightly more (14% of general readers and 11% of engaged readers) ‘like to read
books most people haven’t heard of’.

Using this information

Unsurprisingly, this reflects the above finding that new releases are not a priority for readers, and that many
prefer to wait to see if the hype, or ‘noise’, about a book endures before it influences their decision to read it.

How do we feel about supporting local book creators?
Supporting Australian writers is important... but we don’t like reading their books so much

When it comes to choosing local book creators, engaged readers are more inclined to see the value of
supporting Australian writers by buying their books, with 87% agreeing, or somewhat agreeing, that ‘it’s
important to support Australian writers by buying their books’, compared to 56% of general readers.

16 The National Reading Survey 2021 Report
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Interestingly, this doesn’t necessarily translate into reading books by Australians, as lower numbers in each
survey group (79% of engaged readers and 47% of general readers) agreed with the statement ‘I like to read
books by local Australian writers and illustrators’.

Using this information

It’s worth conducting further research to identify why more Australians aren’t reading and liking Australian
books. There could also be scope for campaigns to promote the reading of Australian books (for example,
month-long promotions in April and August as Australians Read Australians months) and promoting local titles
to general readers by comparing them to similar successful international titles.

Where do we go to find the next book to read?

When looking for a specific book to read, the three most commaonly cited places where both survey groups
agreed it is ‘easy to find what | was looking for’ were: in a library; via an Australian online bookseller; and in a
local independent bookshop (though not always in that order).

While in both groups there was a percentage of people who found looking for a specific book in each location
‘easy’, there were also some who found it ‘hard’ (as well as those who were neutral or had never used the
given source).

Libraries, independent booksellers and Australian online retailer are the easiest places to find specific books

Almost half of the general readers said it was easiest to find what they are looking for in-person at a library
(45%) or a big bookshop chain (41%), and approximately one-third said it was just as easy in-person at a local
independent bookshop (36%) or an Australian online bookseller (36%).

“When | was in first year medicine, | had no idea how to use a library and found - in the
days before search engines - that properly trained librarians were, and I'm sure still are,

able to discern your needs and direct you efficiently to the material you needed - and in
fact often showed me how narrow | was being and what | should be looking for. Google
doesn't come close” — Dr Norman Swan, Australia Reads Ambassador

Many more engaged readers said it was easiest to find what they are looking for via an Australian online
bookseller (73%), and almost two-thirds agreed it was just as easy in-person at a local independent bookstore
(63%) as a library (63%). Another 60% rated it ‘easy’ to find what they were looking for via an international
online retailer.

More than half of the engaged readers also found it easy to find a specific title in a big bookshop chain (53% in-
person and 52% online). Engaged readers were less likely to have difficulties finding specific books in
independent bookshops than general readers (5% compared to 12%), suggesting a high number of regular
visits leads to familiarity.

Second-hand and charity opportunity shops most difficult to search for a specific book

No surprises that a smaller percentage (5%-25%) of both survey groups found it easy to find what they were
looking for in second-hand bookstores and charity opportunity shops — either online or in-store.

Using this information

Booksellers could research and invest in ways to make it easier for people to find what they’re looking for
online and in-store. This could include developing websites with better search capabilities as well as filter
categories, and ‘if you’re looking for that you might also like this’ recommendations; stores could have signs
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with larger fonts and guides to relevant shelves, catalogues could have store maps with category and genre
listings in alphabetical order with ‘pins’ to location in shops, books could be shelved across multiple ‘genres’
(e.g. Australian fiction AND crime/thriller), and knowledgeable staff could be on hand and willing to approach
and assist customers.

Almost everyone uses their library

In further good news for libraries, only a small proportion of both survey groups cited ‘never’ using libraries in-
person (14% of general readers and 11% of engaged readers).

“When my sister and | were very small, every second Tuesday night my mother drove us to
Carina Library. And there | would choose my books for the fortnight. We didn't have a lot

of books in the house and my parents weren't great readers, but Mum waited for us in the
car while we chose our books. It was my favourite night.”

- Toni Jordan, Australia Reads Ambassador

Buyer Behaviour — The reasons we BUY books

Who are we buying books for?
We buy books for ourselves first and foremost

When asked to select ‘the most usual reason’ for their book purchases both survey groups ranked ‘for myself
(or dependents)’ well above ‘to give as a gift’, and well above ‘because it will look good in my home’.

Looking more closely at these results reveals that general readers most commonly buy books for themselves
as ‘an impulse buy’ (43%) rather than ‘a planned purchase of a specific title’ (28%), whereas engaged readers
most commonly buy books for themselves as ‘a planned purchase of a specific title’ (63%) and then as an
‘impulse buy’ (55%).

Regardless, it is clear we are buying books for ourselves first and foremost and this reflects the findings (refer
to page 13) that show our top reasons for reading are to do with bringing ourselves pleasure and enjoyment
and reducing stress.

Very few of us buy books as gifts for others

According to the National Reading Survey 2021, only 13% of all readers claim that the usual reason they buy
books is as an impulse buy to give as a gift. More engaged readers than general readers (22% compared to 9%)
cite a planned gift purchase as the usual reason they buy books.

Using this information

Booksellers could run a ‘“Treat yourself to that book you want’ campaign during traditional gift-giving times. Or
‘Reward yourself — gift them and gift yourself’ in conjunction with discounts for multiple purchases —and
target engaged readers.

Encouraging people to buy books as gifts is not as simple as just promoting this option (for example, a personal
book collection as part of a wedding gift or birthday gift register): see reasons relating to limited household
space on page 22.

Location, location, location: Browsing in bookshops leads to increased book sales

The National Reading Survey highlights the value of browsing in bookshops (online or in-person) as it is one of
the most ‘usual reasons’ most people buy books — regardless of whether the books are for ourselves or others.

Browsing in a physical ‘bricks and mortar’ bookshop (rather than an online bookstore) is the more usual reason
both survey groups buy books; with 48% of general readers and 57% of engaged readers selecting this,
compared to 26% of general readers and 44% of engaged readers selecting the browsing online option.
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Using this information

Increasing strategies to encourage comfortable browsing in-store will go a long way to lifting impulse buys.
Further research into how frequently and how many extra books people buy alongside a planned purchase
could give publishers and booksellers more insight into how to capitalise on book browsing as a sales funnel. It
would also be worth exploring ways to replicate the pleasure of in-store browsing when online in order to
boost online book purchases — and take the online experience beyond what is currently largely a search and
availability transaction.

Ultimately, the fact that more people buy more books (and gain access to books to read) when browsing in a
bookshop could help reposition bookshops beyond the categories of retail, small business, the Arts: when
reframed with the mental and physiological benefits of reading combined with the reasons people read,
bookshops could be classified as essential, which would mean that they would remain open during lockdowns
and other health crises.

Lobbying for booksellers to be classified as providers of an essential service would improve people’s access to
books during lockdowns and other pandemic restrictions.

Looking good in the home

Very few people from either survey group selected any of the three options relating to purchasing books to
enhance the appearance of their home, whether as styling props or interior design. Only 12% of general
readers and even fewer (2%) of engaged readers chose these options related to home-improvement as
reasons for buying books.

What motivates us to pre-order books?
Pre-ordering books not as common for general readers as engaged readers

When it comes to pre-ordering books to purchase, only half as many general readers (38%) as engaged readers
(75%) have ever pre-ordered a book. Most of the engaged readers subscribe to one or more publishers’ e-
newsletters and social media, giving them the advantage of knowing about new books ahead of release.

Loyalty of fans, enjoyment of previous work, and topic of interest all drive pre-orders

When they do pre-order books, the topmost reason general readers do so is because it’s ‘about a particular
topic or subject’ that interests them (17%), then either because they are a fan of the author and buy
‘everything they produce’ (16%), or because they’ve enjoyed ‘previous works by the same author’ (16%).

Note the loyalty of fans who ‘buy everything’ is often regardless of the product, and generally applies to
authors with other portfolios (including skincare, make-up, fitness programs, clothing range, music, etc).

Engaged readers usually pre-order for the same three reasons but in a different order, with their topmost
reason being that they are a fan of the author (25%), or have enjoyed previous works by the author (23%), or
the book is about a topic of interest (17%).

Next book in the series could motivate first time pre-orders

When we asked readers who have never pre-ordered a book, what would motivate them to do so, the
topmost reason given by both groups (19% of general readers and 21% of engaged readers) was if they had
‘enjoyed previous works by the same author’, followed by if ‘it’s the next book in a series’ they’ve been
enjoying (19% of general readers and 20% of engaged readers).

Bonus incentives and special editions don’t drive pre-orders

Only a small proportion of both survey groups were motivated to pre-order a book because of a bonus
incentive (such as a give-away or competition) or a special edition (signed by the author, or with extra design
features). However, these publisher-driven incentives are twice as appreciated by general readers (22%) than
engaged readers (10%), possibly because engaged readers are familiar with such publisher offerings.

The National Reading Survey 2021 Report 19



] W,
AUSTR/LIA“RLADS
High-profile public figures don’t drive pre-orders

Imminent new releases by high-profile public figures (celebrities, sports stars, etc) don’t appear to motivate
people to pre-order, as it was the least frequently selected option in both groups (10% of general readers and
4% of engaged readers), regardless of whether they had or had not ever pre-ordered a book.

Using this information

There could be potential gains for booksellers and publishers by more widely promoting pre-order campaigns
in channels that reach beyond engaged book-buyers, especially for popular authors with previous titles.

Publishers and booksellers could reprioritise their pre-order campaigns to focus less on new releases by
celebrities and sports stars and more on sales history and customer data that would help them target buyers
who’ve previously purchased books by the same authors, and/or in the same or similar series, and/or on
similar topics.

Buyer Decisions — Influencing factors

How do we decide which books to buy?
Previous enjoyment of an author is the #1 deciding influencing when buying a book

The number one positive influence for both survey groups when it comes to deciding to buy a book is that ‘it’s
by an author whose work I've previously read and enjoyed’ (37% general and 64% engaged readers). This
aligns perfectly with the top reasons people pre-order books (see page 19).

Using this information

Go big with shoutlines tagging ‘by the author of ...” when promoting subsequent books by same author on
covers, blurbs and in promotional materials.

Personal recommendations from families and friends SELL books

The second biggest influence on our book-buying decisions is the personal recommendations of family and
friends (selected by 25% of general readers and 29% of engaged readers). Again, this aligns perfectly with the
finding on page 15 that family and friends are the most trusted source of book recommendations.

Power of the blurb on back cover/inside flap to sell books

According to the National Reading Survey 2021, the third most significant factor that positively influences our
decisions to buy a book is the description or blurb on the back cover or inside flap. While the blurb influences
24% of general readers and 29% of engaged readers, further analysis shows this is slightly more influential for
readers who haven’t read work by that particular author before (26% of general readers and 34% of engaged
readers).

Both survey groups rate blurbs as much more influential than whatever else they see when they pick up a
book, including the cover, review quotes or endorsements, and mentions of awards and bestseller lists.

Using this information

This really underscores the importance of investing time and expertise to ensure blurbs are as smart as they
can be. While a blurb can be, and often is, repurposed by journalists in interviews, used for advertising and
marketing, its single most important function comes to the fore in that moment when a potential reader picks
up a book, turns it over and reads the blurb...it has the power to convert a browser into a buyer.

Booksellers’ and librarians’ influence on book buying decisions is low

Weirdly, while booksellers and librarians might be the second most trusted source of recommended reading
decisions (see page 15), they positively influence only a small percentage of both survey groups (15% of
general readers and 12% of engaged readers) to actually buy books (as opposed to reading them).

20 The National Reading Survey 2021 Report
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Some of us borrow books from the library first — and if we love them we the buy them!

According to the National Reading Survey 2021, a relatively small proportion of both survey groups (10% of
general readers and 13% of engaged readers) have, after first borrowing it from the library, bought their own
copy of a book because they loved it so much, highlighting the fact that libraries can help sell books and act as
a sales funnel.

Using this information

Libraries could promote their local bookshops with strategically positioned messages along the lines of ‘Loved
it so much you want your own copy? Support our local bookshop if you can’, with relevant bookshop logo/info.
And of course, wherever possible at library events, arrange for copies to be available for purchase from local
booksellers.

Advertising and catalogues have lowest influence on buying decisions

When it comes to promotional activities, neither survey group rated advertising (e.g., print, outdoor, online,
social media) strongly: almost half of all respondents were neutral (48% of general readers and 45% of
engaged readers) and only 5% of each survey group said advertising was ‘very likely’ to positively influence
their decision to buy a book.

However, this is arguably negated by almost double that percentage (9% of general readers and 8% of engaged
readers) who claimed advertising was ‘very unlikely’ to influence them, although these are still low numbers
from each group.

Further analysis shows that catalogues are the least effective: only 4% of general readers and 5% of engaged
readers agreed that catalogues were ‘very likely’ to positively influence their book buying decisions — again
somewhat negated by almost double (11% of each group) claiming catalogues a ‘very unlikely’ influence.

Publicity pays off

In good news for publicity teams and authors, both survey groups ranked ‘interviews with authors in the
media’ as being far more influential than any advertising and catalogues when it came to their book-buying
decisions.

Interestingly, twice as many engaged readers than general readers (60% and 33% respectively) selected media
interviews with authors as being ‘very likely’ or ‘most likely’ to positively influence their book-buying decisions.

Using this information

Prioritising media relations, mentoring and training, and investment in the production of quality content and
materials to better support publicity teams so that they secure media interviews for authors could help
generate greater word-of-mouth and more positively influence book-buying decisions (more so than
advertising and catalogue spends).

Ultimately, it’s word-of-mouth that sells books

It’s no surprise that more than half of all our survey respondents (58% of general readers and 77% of engaged
readers) nominated ‘word-of-mouth’ as the most important influence when it comes to deciding to buy a
book. When we define ‘word-of-mouth’ as that magical combination of seeing/hearing about a book
numerous times from multiple sources (family, friends, celebrities, social media, interviews, reviews, etc), 47%
of general readers and 68% of engaged readers said this combination positively influenced their decision to
purchase a book.

Price promotions speak to general readers while awards speak to engaged readers

The ‘price or a special price promotion’ is twice as likely to positively influence general readers who ranked this
as the fourth most influential factor (with 21% selecting this option) than engaged readers who ranked it tenth
(with only 10% selecting it).

Awards are three times as likely to positively influence engaged readers who ranked this option much higher
(in fifth place with 19% selecting it) compared to general readers (who ranked this second last in 18" place
with only 6% selecting it).
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Bestseller lists low on the list of influences

Bestseller lists seem to be a little like awards — perhaps most important to the winning individuals (book
creators) and those similarly invested in the book’s success (their agent and publishers), as apparently these
only positively influence a slim proportion of readers (11% of general readers and 7% of engaged readers)
when making a book-buying decision.

What are the top three reasons we generally don’t buy books?

The top three reasons Australians don’t buy books are the same across both survey groups and relate to
borrowing books from the library, which provides a solution to both the cost of books and limited space for
keeping them at home.

The National Reading Survey 2021 indicates that the reason Australians don’t buy books is not straightforward.
While 47% of respondents cited because they ‘borrowed it from the library instead’ as the reason they did not

buy a book, it is more than simply a matter of economics: more people cited lack of space at home (39%) than

the affordability of books (32%).

Libraries as an affordable and sustainable alternative to access books

Interestingly, it is the biggest book-reading and book-buying demographic — the engaged readers — who are
most likely to borrow books from the library instead of buying them (54% compared to 34% general readers).

As the engaged readers typically have a higher income than the general readers, their higher level of library
borrowing is less likely to be about affordability than it is for general readers, and more about the fact that
they read so many books, read concurrently, keep well-stocked TBR piles, and spend more of their leisure time
reading. As readers who move through a huge volume of books regularly, they are more likely to use the
library as a complementary and sustainable source of books, because they can return books they’ve read
instead of keeping them and not have to worry about giving or throwing them away.

We just don’t have room in our homes for the books we read

The second most usual reason people cited for not buying books (39%) is that ‘[I] haven’t got enough room to
keep more books where | live’, which leads to waste if they are buying books, so they are more likely to
borrow them instead.

It's worth pausing to consider the fact that almost half of engaged readers (45%) and just over a quarter of
general readers (27%) don’t buy books because they ‘haven’t got room’ for them. Perhaps this speaks volumes
to an older generation downsizing, a younger generation living in smaller dwellings, and the current cultural
value of reading in that we create homes with enough space for huge televisions (see page 14) but limited
spaces, if any, for bookshelves.

Using this information

Marketers could collaborate with makers and sellers of bookcases and bookshelves, along with stylists,
architects, renovators and housing companies! ‘Go in the draw to win these bookshelves’, ‘Have your home re-
styled by XX so you've got room for more books’, ‘Plan your dream library when you build or renovate’.

Books deemed too expensive

The third most usual reason people across both survey groups don’t buy books is financial (selected by 32%):
general readers are more likely to deem the cost of books ‘too expensive’ (38%) than engaged readers (29%).
We know engaged readers have a bigger appetite for and appreciation of the joys and benefits of reading
books and can assume this leads to them better appreciating the value of the book when considering its price.

Using this information

Campaigns about the value for money that books offer could help counter the perception that books are too
expensive. For example, relating the cost of a book to the hours (reading time) of value it provides, comparing
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it to the cost/value of other leisure activities such as renting a movie and eating out, or everyday purchases
like a cup of coffee, as well as emphasising the ability to re-read a book any time you like, lend it to friends and
family, and have conversations with others about it (in person and online). It could also be compared to the
cost of other forms of relaxation, such as massages, which are more expensive, when calculated ‘per hour’.

What else stops us from buying books?
Prioritise spending leisure dollars elsewhere

Unsurprisingly, more general readers (27%) than engaged readers (13%) ‘prefer to spend my money on other
things’ besides books. This aligns with general readers giving less priority to leisure time spent on book reading
than engaged readers (see page 10).

Disappointment with previous book

Some readers do NOT buy a book because they were ‘disappointed in the last book | bought to read’. As their
reading habits indicate (see page 12), more general readers (17%) are more likely to be disappointed than
engaged readers (8%) in the last book they read.

Bookshops disappearing lead to fewer book sales

It’s worth noting that one of the reasons both survey groups do not buy books is because they ‘no longer have
a bookshop’ (13% of general readers and 10% of engaged readers) or because ‘it’s tricky for me to get to a
bookshop in-store’ (12% of general readers and 12% of engaged readers).

Using this information

Could these readers be enticed to buy books online, and if so, how do we reach them? Publishers could
actively point their subscribers (the engaged readers) to other local and online booksellers (for example
including links to the ABA’s Love Your Bookshop Find A Bookstore Guide:

What is the biggest financial barrier preventing people from buying books?
Price of a new book is biggest financial barrier

Further analysis into the budget constraints that prevent people from purchasing more books more often
reveals that, unfortunately, the price of books is the biggest barrier for people from both survey groups.

‘Often the price of a new book is too much for me to afford’ was selected by more people in both groups (33%
of general readers and 48% of engaged readers), and the second most common reason was ‘After living costs |
don't have money to spend on books’ (selected by 18% of general readers and 23% of engaged readers).

Some choose to spend money on other entertainment products/social activities first

For 22% of general readers and 18% of engaged readers the biggest financial barrier to buying books is that
they choose to spend their money on other entertainment products or social activities before books.

Using this information

Perhaps this could inform industry-wide campaigns to promote the value of books in terms of return (hours of
entertainment) on investment (cost of the book), along with more information about the amount of time and
resources that go into creating a book—from the writers’ desk through the publishing house and warehouse
and onto the bookshop shelves. It also reinforces the importance of libraries in ensuring the accessibility of
books for everyone, regardless of budget or circumstances.

“As a child in a rather large and poor family (there were nine children), books were too
expensive to buy except on special occasions. The solution? Free membership at the local

library meant every Friday we would borrow an armful of books to keep us entertained
over the next week.” - lan Trevakis, Australia Reads Ambassador
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How has the Covid-19 pandemic affected our reading habits?
Most of us read the same, some read more, a few read fewer books

Contrary to what seems to be a common belief, most people’s reading habits did not change as a result of the
pandemic. Indeed, a significant majority of both survey groups (63% of general readers and 48% of engaged
readers) indicated they had read the same number of books overall during the pandemic as they had before
the pandemic.

A quarter (25%) of general readers and almost double this number (45%) of engaged readers indicated they
read more books during the pandemic.

In both survey groups, there was a clear minority (12% of general readers and only 7% of engaged readers)
who felt they’d read less during the pandemic. This could be due to changes in daily schedules such as a
reduction in commuting time and alone time (because working from home and home-schooling increased the
number of people housebound all day), as well as other mental and wellbeing distractions such as having
difficulty concentrating and focusing, and of course the temporary closures of bookshops and libraries.

We read slightly more adult fiction and slightly fewer children’s books

The National Reading Survey 2021 shows that, for the most part, most of us continued to read similar amounts
of the same category of books (adult fiction, adult non-fiction, kids, YA) during the pandemic as beforehand. In
fact, the percentage of each group that selected ‘the same number’ for each category was more than 65%.

Across all four categories of books, each survey group indicated both a small increase and small decrease. The
most significant increase in readership was for fiction (up 19% for general readers and 29% for engaged
readers) and the most significant decrease was for children’s books (down 21% for general readers and 11%
for engaged readers).

Using this information

The National Reading Survey 2021 didn’t explore the reasons why people were reading each category. It could
be argued that we read more fiction to distract and comfort ourselves from the challenges of the pandemic
(working from home, business closures, social isolation, and anxiety relating to personal safety). Similar
arguments could be made about reading fewer children’s books (with/for our kids) as we changed daily
routines to accommodate the demands of home-schooling and working from home.

We generally read the same formats

The pandemic did not significantly change the book formats that people usually read, with most respondents
reading about the same number of each format: selected by 63% to 74% of readers from both groups and
across all categories (print, hardback, digital, audio).

Most people (69% of both groups) read the same number of audio books during the pandemic. Very similar
percentages of both groups read the same number of e-books (67% of general readers, and 66% of engaged).

The largest positive change in formats read was by engaged readers, 28% of whom said they had read more
paperbacks since the start of the pandemic (whereas only 17% of general readers selected this option).

The largest negative change in formats read was by general readers, 18% of whom said they had listened to
fewer audiobooks since the start of the pandemic (whereas 11% of engaged readers selected this option).

How has the Covid-19 pandemic affected our book buying behaviour?
Most of us think we bought the same number of books

While some respondents from each survey group indicated they had bought more books, and others had
bought fewer, for the most part, both groups claim to have bought ‘about the same number of books’ (65% of
general readers and 51% of engaged readers) during the pandemic as previously.
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Paperbacks favoured during pandemic

The biggest positive shift in the formats of the books we buy due to the pandemic is by engaged readers, 33%
of them buying more paperbacks and 27% buying fewer hardbacks.

Passionate readers are buying more books, occasional readers are buying fewer books

Closer analysis reveals the pandemic affected each survey group differently when it came to buying books.
Overall, general readers indicated they bought fewer books: while 15% claimed they were buying more books,
this is more than negated by the 20% who claimed they bought fewer books. Meanwhile, engaged readers
bought more books overall: 37% claimed to be buying more books and only 13% claimed to be buying fewer.

When thinking about buying books, we mostly decided NOT to buy books

The National Reading Survey 2021 reveals that since January 2020, when thinking about buying a book, we
mostly decided NOT to do so; more engaged readers (68%) followed this pattern than general readers (48%).

Given that engaged readers are in the habit of reading more books more often than general readers (see page
9), we can assume that they are more likely than general readers to be thinking about buying books, even
when they’re not actually actively looking for a book to buy. And because many engaged readers already have
massive TBR piles (see page 11) perhaps they decide NOT to buy another book more frequently than general
readers who are less likely to have another book ‘waiting’ to be read.

The top four reasons both survey groups cite for not buying a book since the pandemic relate to their own
budget, postage costs, uncertainty about liking a book, and not looking for a book at that particular time.

Budget constraints was the biggest blocker for book purchases during pandemic

The number one reason Australians haven’t bought books since January 2020 is because it was ‘out of their
budget reach at the time’. This is different to saying that the actual cost of the book is too high. AlImost the
same number of respondents from both survey groups (22% of general readers and 28% of engaged readers)
cited this as the top reason they didn’t purchase a book when they had been thinking about doing so.

Uncertainty about liking a book leads us to change our minds about buying it

The second most common reason for changing one’s mind about buying a book relates to uncertainty, with
both survey groups (16% of general readers and 17% of engaged readers) citing they are more likely to decide
NOT to buy a book because of being ‘unsure if I'd like the book’.

Using this information

Perhaps promotions such as ‘guaranteed read or your money back’ incentives could go some way to reducing
this, along with in-store book comparisons such as ‘for readers who loved [title or author]’.

Postage costs also put us off

The third most common reason both survey groups gave for NOT buying a book when thinking about doing so,
was the cost of postage/delivery (13% of general readers and 17% of engaged readers).

Using this information

What other incentives could be negotiated to reduce the cost of postage and delivery and/or the threshold for
free delivery? For example, an industry-wide bookshop initiative with offers such as all orders received on the
first day of the month are delivered free? Can the local industry advocate for other subsidies in this area as
occurs elsewhere in the world?

Format, font and length irrelevant, as is lack of assistance or online checkout

Fewer than 5% of both survey groups cited the reason they did NOT buy a book as they didn’t like the format,
the font size, or the length of the book they were considering, likewise not being able to find anyone to assist
them, or not being able to work the online checkout.
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Continuing to support usual booksellers during pandemic

Most readers (an average of 67% general and 61% engaged readers) in both survey groups indicated they
bought the same number of books from each type of bookseller as per usual during the pandemic.

Rising online book purchases

The top three types of booksellers that general readers indicated they bought more books from during the
pandemic were ALL ONLINE: an international online bookseller, a big bookshop chain online, and an online
Australian bookseller.

Engaged readers biggest supporters of local booksellers

The top three types of booksellers that engaged readers indicated they bought more books from during the
pandemic were ALL LOCAL: an online Australian bookseller, a local independent bookstore in-person, and a
local independent bookstore online.

An online Australian bookseller wins more readers

Both survey groups had readers who said they bought more and readers who said they bought /ess from each
type of bookseller during the during the pandemic. However, for every type of bookseller (bar one) there is a
higher percentage of readers who said they bought /ess and a lower percentage who bought more — meaning
that overall, on balance, readers indicated they bought less from each type of bookseller during the pandemic.

There was one exception to this trend. The only bookseller type for which the overall number of readers
bought more books than less during the pandemic, was ‘an Australian online bookseller’. In total, 26% of
engaged readers indicated they had bought more books ‘via an Australian online bookseller’ during the
pandemic (58% said the same amount, 29% said more, and 13% said they had bought less books). This is the
only bookseller type to theoretically gain more customers and/or sales thanks to the pandemic.

Overwhelmingly, the National Reading Survey 2021 shows that Australians love to read books for pleasure and
to relax —and whether they source these books from libraries or bookshops depends on their circumstances
(including space to keep books, budget capacity, access to a bookshop, and the number of books they read).

When it comes to our reading habits, the pandemic and the various lockdowns of 2020 and 2021 have
reinforced our reading tendencies: Australians who love reading and who do so have been the ones buying
and reading more books more often, while occasional readers have prioritised spending their leisure time and
money elsewhere, reading and buying fewer books. The survey also highlights how our book-buying behaviour
was affected by the lockdowns: when Australians did buy books during the pandemic, they overwhelmingly did
so online rather than in-store (which was often not an option).

The key areas of concern for the longevity and sustainability of the local book industry are:

e the growing number of Australians who don’t read books at all

e how the growing popularity of TV viewing is disrupting the regular reading habits of engaged readers
e the reluctant enthusiasm for content by Australian book creators

e the perception that books are ‘too expensive’

e quality of online services offered by booksellers.

The next National Reading Survey will have scope to explore the trajectory of our reading habits and book-
buying behaviours as Covid-19 vaccination rates increase, businesses and events return to in-person trading,
and our daily lives are perhaps not as greatly impacted by working from home and home-schooling.

Until then,

Happy reading from the Australia Reads team.
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Appendix 1: Survey Questions providing Demographics

Survey Results presented by charts

For an easily compared overview of survey results for each question broken into the two survey groups (general readers
and engaged readers), please see the accompanying National Reading Survey 2021 — SURVEY RESULTS.

Survey Part I: Demographics

Question 1: What is your age group?
16-29 [Terminated if <16]
30-44
45-54
55-64
65+

Question 2: Please select the option that best describes your gender.
Female
Male
Non-binary or gender non-conforming
Prefer not to say
Prefer to self-describe [Text box for written response]

Question 4: What is your postcode?

Key data for Q1-4: This table shows the demographics of each group, relating to gender, age, and residency:

Gender
Female 49% 84% +35
Male 51% 16% -35
Age
16-29 24% 9% -15
30-44 26% 23% -3
45-54 16% 20% +4
55-64 10% 22% +12
65+ 24% 25% +1
State/Territory
ACT 2% 5% +4
NSW 32% 28% -4
NT 0% 1% +1
Qld 20% 18% -2
SA 8% 7% -1
Tas 3% 3% 0
Vic 25% 31% +6
WA 9% 7% -2

The National Reading Survey 2021 Report
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Survey Part 7: Non-screener demographics

Question 33: With which cultural background or ethnicity do you identify? [MR]

Aboriginal Australian
Torres Strait Islander
Australian

Asian

Indian

Middle Eastern
European

English

Irish

Scottish

Chinese

Italian

Indian

German

Greek

Viethamese

North American
South American
African

Other, please specify
Prefer not to say

Question 35: What was your approximate annual household income before tax last year? [SR]

Less than $39,999
$40,000 — $89,999
$90,000 — $149,999
$150,000 — $199,999
Over $200,000

Prefer not to say

Key data: This table shows demographics of each group, relating to household income:

Available Responses

General Readers

Engaged Readers

Number Percent Number Percent
$39,999 or less 251 24.1 309 154
$40,000 — $89,999 320 30.7 446 22.3
$90,000 — $149,999 227 21.8 412 20.6
$150,000 — $199,999 85 8.2 225 11.2
$200,000 or more 49 4.7 146 7.3
Prefer not to say 109 10.5 464 23.2
Total 1041 100.0 2002 100.0
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Question 36:

Please indicate your current work status.

Homemaker

Defence Forces

Employed full-time

Employed part-time / Job-Share
Employed casual
Self-Employed/Freelance/Contractor
Unemployed

Retired

Student

Other [Text box for written response]

Key data: This table shows demographics of each group, relating to current work status:

General Readers

Engaged Readers

Available Responses

Number Percent Number Percent

Homemaker 86 8.3 65 3.2
Defence Forces 4 0.4 1 0.0
Employed full-time 305 29.3 655 32.7
Employed part-time/Job-Share 119 11.4 295 14.7
Employed casual 48 4.6 110 5.5
Self-Employed/ 57 5.5 209 10.4
Freelance/Contractor

Unemployed 63 6.1 38 1.9
Retired 238 22.9 501 25.0
Student 100 9.6 70 35
Other 21 2.0 58 2.9
Total 1041 100.0 2002 100.0

Question 37:

What is the highest educational level you have completed?

Year 9/10 High School or Equivalent
VCE/HSC

Vocational Education & Training (i.e.: TAFE Diploma, Certificate Ill, or Apprenticeship)

Bachelor’s degree or equivalent
Graduate Certificate or equivalent
Masters or equivalent

Doctoral degree or equivalent

Other [Text box for written response]
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Key data: This table shows demographics of each group, relating to highest level of education completed:

General Readers Engaged Readers
Available Responses
Number Percent Number Percent

Year 9/10 High School or 174 16.7 86 4.3
equivalent

VCE/HSC 137 13.2 113 5.6
Vocational Education & Training 302 29.0 273 13.6
Bachelor's degree or equivalent 251 24.1 618 30.9
Graduate Certificate or 59 5.7 279 13.9
equivalent

Masters or equivalent 80 7.7 443 22.1
Doctoral degree or equivalent 30 2.9 163 8.1
Other 8 0.8 27 13
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Survey Part 2: Reader persona

Question 5: On average, please indicate how many books you read (physical or ebooks) or listened to
(audiobooks) in total over the past 18 months since January 2020?

1-5 Occasional — assume reading irregularly, maybe binge on a holiday for example.
6-12 Regular — finishing a book at least every second month, maybe once a month.
13-24 Frequent — reading at least one book a month, possibly up to two a month.
25-47 — Passionate — reading at least 2 books a month and almost up to 4 a month.
48+ - Obsessed binge / speed readers; more than one book a week.

None, | have not read or listened to any books in the last 12 months [Terminated]

Key data:
e The most common response selected by the general readers was 6-12 books

(selected by 24% of that group, compared to 10% of engaged readers)

e The most common response selected by engaged readers was 48+ books
(selected by 38% of that group, compared to 6% of the general readers)

e The least common response selected by the general readers was 48+ books
(selected by 6% of that group, compared to 38% of engaged readers)

e The least common response selected by engaged readers was 1-5 books
(selected by 4% of respondents, compared to 18% of the general readers).

Question 6: When do you usually find time to read or listen to books? [Selected top 3]
On weekends
Right before going to bed
Anytime
On holiday
On along journey
On the way to and from work
On your lunch break
In the bath
Before work
Other

Key data:
e  The most common response from the general population was ‘On weekends’
(selected by 40% of respondents, compared to 41% of engaged readers)

e  The most common response from engaged readers was ‘Right before going to bed’
(selected by 59% of respondents, compared to 39% of the general population)

e  The least common response from the general population was ‘Before work’
(selected by 3% of respondents, compared to 4% of engaged readers)

e The least common response from engaged readers was ‘Before work’
(selected by 4% of respondents, compared to 3% of the general population).
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Question 7:

Key data:

Describe how you typically read or listen to books? [Selected top 3]

I always finish every book I start

If | really can't get into a book, | don't always finish it

I only ever read (or listen to) one book at a time

As soon as | finish a book I'm ready to pick up another book

Sometimes it takes me a while to get back into reading if I'm between books
Sometimes | might only read parts of a book, then skip to the end

Right now, there are more books on my To-be-read pile than | have time to read
| often have more than two or three books on the go at the same time

The most common response selected by the general population was ‘I always finish every book | start’
(selected by 49% of respondents, compared to 30% of engaged readers).
The least common response selected by the general population was ‘I often have more than two or
three books on the go at the same time’ (selected by just 12% of respondents, compared to 45% of
engaged readers).
The equal two most common responses from engaged readers were:
= ‘If I really can’t get into a book, | don’t always finish it’ (selected by 54% of respondents, compared
to 38% of the general population)
= ‘Right now, there are more books on my To-be-read pile than | have time to read’ (also selected by
54% of respondents, compared to 13% of the general population).

The least common response from engaged readers was ‘Sometimes | might only read parts of a book,
then skip to the end’ (selected by 4% of respondents, compared to 13% of the general population).

Question 8:

Key data:

Check each of the statements below that are true for you?

| read for pleasure and enjoyment

| read to relax and unwind

Reading keeps me mentally stimulated and engaged

I read to help keep by brain active

Reading helps me escape reality

I read for information, to learn and understand more about a particular topic
Reading brings me happiness and joy

Reading helps me feel less stressed and brings me comfort

| read to pass the time

Reading helps me better understand the people and the world around me
Reading provides me with inspiration/motivation for how I'd like to live my life
Reading helps me achieve my goals

I read to travel or go on adventures vicariously

| believe reading will increase my chance of success in life

Reading helps me to feel connected with others

| read because it's cheaper than going out

Insert own statement

The most common response from both groups was the same: ‘I read for pleasure and enjoyment’
(selected by 60% of the general readers, and 92% of engaged readers).

The second most common response from both groups was also the same: ‘I read to relax and unwind’
(selected by 58% of general readers, and 76% of engaged readers).

The least common response from both groups was also the same: ‘Il read because it’s cheaper than
going out’ (selected by 9% of general readers, and 5% of engaged readers).
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Engaged readers indicated that they read for many more reasons than the general population: able to
select as many of the given responses as they liked, each engaged reader selected, on average, 7.77
reasons, whereas each member of the general readers group selected, on average, 4.82 reasons.

Of the options that respondents could select from, the following 9 were selected by at least 55% of
engaged readers:

= | read for pleasure and enjoyment (92%

= | read to relax and unwind (76%)

= Reading brings me happiness and joy (73%)

= Reading keeps me mentally stimulated and engaged (70%)

= Reading helps me feel less stressed and brings me comfort (65%)

= | read for information, to learn and understand more about a particular topic (62%)
= Reading helps me better understand the people and the world around me (59%)

= | read to help keep by brain active (56%)

= Reading helps me escape reality (55%)

Survey Part 3: Reader behaviour

Question 9:

Key data:

How has this pandemic changed the number of books you have read in the past 18 months?
Fewer books overall

Same amount

More books overall

Response General population | Engaged readers | Difference
More books 25% 45% +20
The same number 63% 48% -15
Fewer books 12% 7% -5

Question 11a:

Key data:

Please indicate, on average, how often you read (or listened to) the following formats of books, in the
past 18 months?

Formats:

Print (Paperback)
Print (Hardback)
Digital (E-book)

Frequency:

Almost every day

A few times a week
At least once a week

Audio Every couple of weeks

At least once a month

Several times a year

Once or twice a year

Never
Response General population | Engaged readers | Difference
Almost every day, | read:
A paperback 20% 49% +29
A hardback 17% 26% +9
An e-book 12% 19% +7
An audio book 6% 12% +6
In the last 18 months, | did NOT read:
A paperback 6% 2% -4
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A hardback 7% 6% -1
An e-book 42% 29% -13
An audio book 57% 50% -7

Question 11b: s this less, the same, or more than you were reading of these formats prior to the pandemic?

Formats: Frequency:

Print (Paperback) Less

Print (Hardback) Same

Digital (E-book) More

Audio

Key data:

Options General population | Engaged readers | Difference
I’'ve read fewer

Paperbacks 12% 9% -3
Hardbacks 12% 9% -3
E-books 16% 10% -6
Audio books 18% 11% -7
I've read the same number of

Paperbacks 71% 63% -7
Hardbacks 70% 74% +4
E-books 67% 66% -1
Audio books 69% 69% 0
I've read more

Paperbacks 17% 28% +11
Hardbacks 19% 17% -2
E-books 16% 24% +8
Audio books 13% 20% +7

Question 12a: Please indicate, on average, how often you've read (or listened to) the following types of books, in the
past 18 months?

Formats: Frequency:

Fiction (Adult) Almost every day
Non-Fiction (Adult) A few times a week
Young Adult) At least once a week
Children’s Every couple of weeks

At least once a month
Several times a year
Once or twice a year
Never



Key data:
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Almost every day, | read:

Adult fiction 20% 51% +31
Adult non-fiction 9% 14% +5
Children’s 6% 8% +1
Young Adult 5% 3% -2
In the last 18 months, | did NOT read:

Adult fiction 9% 2% -7
Adult non-fiction 9% 3% -6
Children’s 60% 43% -17
Young Adult 49% 37% -12

Question 12b:

Key data:

The National Reading Survey 2021 Report

Please indicate if this is less or more than prior to the pandemic?

Formats:

Fiction (Adult)
Non-Fiction (Adult)
Young Adult)
Children’s

Frequency:
Less

Same
More

I've read less

Adult fiction 8% 1% -4
Adult non-fiction 10% 6% -4
Children’s 14% 10% -4
Young Adult 21% 11% -10
I've read the same number of

Adult fiction 73% 67% -6
Adult non-fiction 73% 71% -2
Children’s 76% 80% +4
Young Adult 71% 81% +10
I've read more

Adult fiction 19% 29% -4
Adult non-fiction 17% 23% -4
Children’s 8% 8% -4
Young Adult 10% 9% -10

35
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Survey Part 4: Reader motivations

Question 13: Rate how much you agree or disagree with the following statements
| don’t really mind if | read a book that is a new release or has been out for a while
I’'m happy to read books that have been recommended by family or friends
I’'m happy to read books recommended by a bookseller or librarian
| feel it’s important to support Australian writers by buying their books
I’'m happy to read books that everyone else is talking about
| like to read books by local Australian writers and illustrators
I like to read books that most people haven’t heard of
| like to read books recommended by a public figure I trust
I've been making an effort to read more of the classics
| feel it’s important to stay up to date and read the newest releases
I like to read books before everyone else is talking about them

Question 14: From where do you generally source, and/or receive trusted book recommendations? [Select top 3]
Family and friends
Bookclubs (in-person and online)
Dedicated Book lovers’ platforms like GoodReads and BookRiot
Book Reviews in newspapers, journals and other magazines — printed and online
Radio interviews and book reviews — broadcast and online
TV programs including interviews
Podcasts including interviews and reviews
Book bloggers
Publishers (newsletters, websites, social media)
Bookshops (newsletters, websites, social media, staff)
Libraries (newsletters, websites, social media, staff)
Facebook
Instagram/Bookstagram
Twitter
Pinterest
Youtube/Booktube
TikTok

Key data:

o Bookshops (29% general and 37% engaged readers)
o Libraries (29% general and 25% engaged)
e Professional Book Reviews (19% general and 37% engaged)
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Survey Part 5: Competition analysis

Question 16:

Key data:

In the past 18 months, which (if any) leisure activities competed with your reading time more than
others?

Watching TV and movies at home

Social Media and internet browsing (watching the news, shopping, socialising, etc)
Cooking, gardening, home improvements

Visiting and/or hosting family and friends

Eating and drinking out (away from home)

Exercising, playing sport or attending sporting events

Playing video or computer games at home

Going to the park, pool, beach, camping, other outdoor activities

Creative arts and crafts, cards, puzzles and board games at home

Travelling or going on holiday

Going to nightclubs, cinema, theatre, ballet, concerts, festivals, other indoor events
Going to zoos, theme parks, amusement parks, art galleries, museums, exhibitions
Going to casinos, racetracks, playing poker machines

Watching television and movies at home was selected by a significant majority of respondents in both
groups: 58% of general and 67% of engaged readers.

34% of general and 52% of engaged readers selected social media and internet browsing

32% of general and 34% of engaged readers selected cooking, gardening and home improvements.

Question 17:

Key data:

Roughly, what percentage of your overall leisure time consists of reading?
Slider scale from 1% - 100%

Just 2% of the general readers spend more than 80% of their leisure time reading, but double that
many (45%) of engaged readers do.

Just 5% of the general readers spend 61-80% of their leisure time reading, but nearly three times that
many (14%) of engaged readers do.

14% of the general readers spend 41-60% of their leisure time reading, but nearly twice that many
(25%) of engaged readers do.

Question 18:

How do you feel about the current amount of time you have available for reading?
I wish | had more time for reading

I have enough time for reading

| spend too much time reading

Part 6: Book buying behaviour

Question 19:

In the past 18 months, how has the impact of the COVID pandemic changed your book buying
behaviour?

Formats: Frequency:

Total books overall I’'m buying less of

Print books (hardback) I’'m buying about the same of
Print books (paperback) I’'m buying more of

Ebooks

Audiobooks
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Question 20:

Thinking about each time you've bought a book since January 2020 on average, please indicate the
most usual reason you made each purchase

Impulse buy for myself (or dependants)

| was browsing in a bookshop and found a book | wanted to read myself

It was a planned purchase of specific title for myself

| was browsing an online bookstore and came across a book | wanted to read myself
Impulse buy as a gift (e.g., for family and friends)

It was a planned purchase of specific title t ogive as a gift

| was browsing in a bookshop and found a book | wanted to give as a gift

Impulse buy as home décor or styling prop, because it will look good in my home

| was browsing an online bookstore and came across a book | wanted to give as a gift
| was browsing in a bookshop and found a book to use for home décor or styling

It was a planned purchase of a specific title for home décor or styling

Question 21a:

In the past 18 months, have you thought about buying a book, but then decided NOT to?
Yes
No

Question 21b:

Thinking about each time you decided NOT to buy a book since January 2020 on average, please
indicate the most usual reason you DID NOT make this purchase. [Only if Yes to 21a. Selected top 3]

| was not looking to buy a book at the time

| was already carrying too much (luggage/parcels/bags etc)
It was out of my budget reach at the time

I didn’t think it was good value for money

| couldn’t decide which book to buy

| wasn’t sure if I'd like the book

I didn’t like the format of the book | was considering
| didn’t like the font size

It was much longer than | usually read

| couldn’t find anyone to assist me

| couldn’t work the online checkout

Postage /delivery costs too expensive

Question 23:

Describe your past experience looking for and finding a specific book and/or browsing for a new book
to read via the following sources.

Sources:

Local independent bookshop —in-store Charity Op Shop —in-store

Local independent bookstore — online Charity Op Shop — online

Big bookshop chain —in-person In a library

Big bookshop chain —online Via a library website

A major retailer with books — in-store Via an Australian online bookseller’s site (eg: Booktopia)

A major retailer with books — online Via an international online retail site that sells books

Second-hand bookshop -in-store (eg: Amazon)

Second-hand bookshop — online Via your Ebook App Stores (eg: Kindle, Apple etc)

Via your your Audiobook App Stores (eg: Apple, Audible)

Responses:

Easy to find what | was looking for
Neutral

Hard to find what | was looking for
Don’t know — I've never used it
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Question 24:

In the past 18 months, how has the impact of the COVID pandemic changed where you buy your

books from?

Sources:
Local independent bookshop —in-store In a library
Local independent bookstore — online Via a library website
Big bookshop chain —in-person Via an Australian online bookseller’s site (eg: Booktopia)
Big bookshop chain —online Via an international online retail site that sells books
A major retailer with books — in-store (eg: Amazon)
A major retailer with books — online Via your Ebook App Stores (eg: Kindle, Apple etc)
Second-hand bookshop -in-store Via your Audiobook App Stores (eg: Apple, Audible)

Second-hand bookshop — online
Charity Op Shop —in-store
Charity Op Shop —online

Responses:

I’'m buying less from
About the same

I’'m buying more from

Survey Part 6: Book buying motivations and influences

Question 25:

What most positively influences your decision to buy a book?

It's by an author whose work I've previously read and enjoyed
Personal recommendations from family and friends

The description/blurb on the back or inside flap of the book

Its price or a special price promotion

The cover image and book design

I've seen or heard good things about the author / book in the media
It's been on the bestseller lists

It has positive reviews by other readers on blogs and websites

I've borrowed it from the library and loved it so much | wanted to own it
It has positive reviews by professional critics

It's written by or about a public figure that I'm interested in

I saw it displayed in a bookstore or on a bookstore website

A librarian recommended it to me

How easy it is to find in-store / online

I've seen it advertised or discussed on social media

The cover review quotes and other endorsements

It's been shortlisted for or even won an award or multiple awards

A bookseller recommended it to me

Question 26:

What most influences your decision to buy a book by an author that you've not read before?

Personal recommendations from family and friends

The description/blurb on the back or inside flap of the book

It's price or a special price promotion

It's by an author whose work I've previously read and enjoyed

The cover image and book design

I've seen or heard good things about the author / book in the media
It's been on the bestseller lists

It has positive reviews by other readers on blogs and websites

It has positive reviews by professional critics
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I've seen it advertised or discussed on social media

I saw it displayed in a bookstore or on a bookstore website

A librarian recommended it to me

It's written by or about a public figure that I'm interested in

A bookseller recommended it to me

The cover review quotes and other endorsements

I've borrowed it from the library and loved it so much | wanted to own it
How easy it is to find in-store / online

It's been shortlisted for or even won an award or multiple awards

Question 27: When it comes to promotions and recommendations, please rate how the following influence your
decision to purchase a book?
Word of mouth (social media, celebrity, family and friends)
A combination of all of the previous
Interviews with authors in the media
Advertising (print, outdoor, online, social media, podcasts)
Catalogues (in-store, online)
Question 28: Have you ever pre-ordered a book?
Yes
No
Question 29:  What is your usual primary reason for pre-ordering a book? [Only if Yes to Q28]
It's about a particular topic or subject that I'm interested in
I'm a fan of the author and buy everything they produce
I've read and enjoyed previous works by the same author
It's the next book in a series I've read and been enjoying
If it’s a special edition of the book (eg: signed, with additional design elements etc)
I didn't want to chance my luck and miss-out on a copy if | didn't get it right away
There was a bonus incentive to pre-order (eg: a competition or draw)
It's by a high-profile public figure that I'm interested in (celebrity, artist, sports star)
Question 30:  What do you think would most motivate you to pre-order? [Only if No to Q28]
It's about a particular topic or subject that I'm interested in
I'm a fan of the author and buy everything they produce
I've read and enjoyed previous works by the same author
It's the next book in a series I've read and been enjoying
If it’s a special edition of the book (eg: signed, with additional design elements etc)
I didn't want to chance my luck and miss-out on a copy if | didn't get it right away
There was a bonus incentive to pre-order (eg: a competition or draw)
It’s by a high-profile public figure that I’'m interested in (celebrity, artist, sports star)
Question 31: What are the three top reasons you are most likely NOT to buy a book?

| haven't got enough room to keep more books where | live
I have physical/health conditions that make reading difficult
| was disappointed in the last book | bought to read

I no longer have a local bookshop

It's tricky for me to get to a bookshop in-store

It's tricky for me to buy books online

N o v e

I borrowed it from the library instead
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8. | prefer to spend my money on other things
9. Books are too expensive

Question 32:  What tends to be the biggest financial barrier to you buying a book? [Only if 8 or 9 to Q31]
Often the price of a new book is too much for me to afford
After living costs, | don't have money to spend on books
I choose to spend my money on other leisure activities first
| can find what | want for free online
| choose to spend my money on other entertainment products first
I choose to spend my money on other social events first
Key data:

e The option selected by the most number of people in both groups was ‘Often the price of a
new book is too much for me to afford’

e The second-highest option for both groups was ‘After living costs | don't have money to
spend on books’

o The third-sixth most selected options were (respectively):
= | choose to spend my money on other leisure activities first
= | can find what | want for free online
= | choose to spend my money on other entertainment products first
= | choose to spend my money on other social events first
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Appendix 3: Call-out for engaged respondents

The following examples show the call-out for respondents, as posted on the Australia Reads Facebook page, and as used
in EMDs by our publishing partners:

T

NATIONAL READING SURVEY 2021 s F

Love reading? We want to hear from youl

Australia Reads is calling for volunteers to participate in a national research project
exploring Australia's reading habits and book-buying behaviours, and we're proud to
play a role in helping them connect with avid readers like you.

To take part in their National Reading Survey exploring how Australians read, borrow
and buy books, and how this has changed in the past 18 months during the COVID
pandemic, please follow this link.

Australia Reads is a joint not-for-profit initiative of the Australian Publishers
Association, Australian Booksellers Association, Australian Society of Authors and
Australian Library and Information Association, dedicated to encouraging more
Australians to read more books, more often.

Australia Reads e
Published by Hootsuite @ - August 6 - @
We invite you to participate in the Australia Reads National Reading
Survey. Your answers will help us explore how Australians read, borrow

and buy books and how this has changed in the past year. Get started
at http://ow.ly/mW5w50FLAOT L O &
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42 The National Reading Survey 2021 Report



