




interpreted as follows: the closer the value is to 1,
the bigger the number of respondents who totally
disagreed with the statement; the closer the value
is to 5, the bigger the number of respondents who
totally agreed with the statement. The data in
Figure 9 shows that the main problem faced by the
majority of the respondents is the high price of
paper books. Also, a larger proportion of respondents
were more likely to agree that they do not want to
contribute to cutting down of trees for book
production. Respondents were more likely to agree
than disagree that it is difficult for them to find the
books they want. The smallest proportion of the
respondents said that access to get books was the
biggest problem. This may be due to the fact that a
very high percentage of respondents live in cities. It
was revealed that 79.5% of respondents never
choose to rent books.

Figure 10 shows the distribution of the
respondents’ opinion on marketing communication
tools that can improve the brand image of books.

Figure 10 suggests that the most important
aspect for the respondents was the ability to find
reviews on other users’ experience (32.9% agreed,
even 55.4% totally agreed). This solution could
possibly help to create a credible brand image. The
second most popular option is a brand-managed
Facebook group with quizzes, competitions,
discussions (26.1% agreed, 48.9% totally agreed).
Even 44% of the respondents totally agreed that the
blog in the Lithuanian language would improve the
image. A third of the respondents agreed or totally
agreed that the blog in the English language would
also improve the brand image. 37.8% of the
respondents totally agreed and the same percentage
agreed that advertising on social media would
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Source: own study.
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Source: own study.
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Source: own study.
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Source: own study.

FF iigg uu rree   1111..  AA rriitthh mm ee ttiicc  mm eeaannss  oo ff  tthh ee   dd iissttrriibb uu ttiioonn   oo ff  tthh ee   rreesspp oonndd eenn ttss’’  aannsswwee rrss  oonn   ttoooo llss  ttoo   ssttrreenngg tthh eenn   

tthh ee   bb rraanndd   iimmaagg ee   oo ff  bb ooookkss

Source: own study.



improve the image. In order to give a clearer picture
of the respondents’ opinion on the tools identified,
Figure 11 shows the arithmetic means of
respondents’ answers to the same question.

Figure 11 reveals that the least effective tools
were advertising on traditional media (TV, radio),
newsletter, loyalty gifts and participation in public
events. This data also confirms that the most
effective tool identified by the largest proportion of
the respondents was the ability to find reviews from
other users (which is currently not available). The
second place is taken by the Facebook group
(community), which is followed by social media
advertising, a blog in the Lithuanian language,
social media communication in English and
Lithuanian, and a blog in the English language.

Figure 12 reflects the breakdown of the
respondents’ opinions on book brand logos.
According to the respondents, two languages used
in the logo are confusing (40.7%) and an English-
-only logo would be more acceptable and attractive
(57.3% agree and totally agree).

Table 1 shows the crosstab of the questions 
"A well-known book brand" and "What marketing
communication tools could improve the book brand
image". The solutions selected for cross-tabbing are
those that have previously been identified as the
most attractive.

The data in Table 1 show that the possibility to
find reviews is slightly more important for the
respondents who are not familiar with the brand.
This may be due to the fact that reviews help to
create an image of credibility. A brand group on
Facebook to build a community is fairly equally
important for those who are familiar with the

brand and those who are not. Advertising on social
media was identified as slightly more attractive by
the respondents who were not familiar with the
brand compared to those who were. The blogs in
Lithuanian and English would be more attractive
to those who are familiar with the book brand.
Communication on social media in Lithuanian and
foreign languages is equally attractive to those who
are familiar with the brand and those who are not.
This suggests that these tools could potentially help
to attract those who are not aware of the brand and
improve its image in the minds of both aware and
unaware consumers.

Discussion and conclusions

To summarise the results of the survey, the
majority of the respondents, especially those living
in cities, read paper books 1�3 times a month or
even daily. The most popular places to get
information about books and their purchase or
availability are social media advertising, reviews
and reading groups. A larger proportion of readers
are more likely to buy books online. The most
common problems with buying paper books
encountered by the respondents are the high price
and the reluctance to contribute to the cutting of
trees. Most associations are related to books
themselves and slightly fewer to environmental
aspects. The most important factors that would
encourage the respondents to subscribe to second-
-hand books would be a low price, the possibility to
order online and the possibility to contribute to an
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environmental initiative. The tools that would
improve the brand image of the books were reviews
from other users, a Facebook community, a blog in
English and Lithuanian, advertising on social
networks and communication in English and
Lithuanian.

The results of the research showed that the
possibility to find reviews from other consumers
was the most important tool for improving brand
image. The research confirms that active blogs (in
both Lithuanian and English) encourage consumer
participation in content creation and increase
website traffic.

The theoretical analysis has shown that brand
communities can be an excellent tool for brand
image building. This was also agreed (26.1%) or
totally agreed (48.9%) by the survey respondents
who would like to find discussions, interesting
quizzes and competitions in a brand community. The
respondents agreed that paid advertising on social
networks is the main source of information about
books and their acquisition. The theoretical analysis
shows that paid advertising on social networks is a
crucial tool to reach your target audience. The
research participants suggest that communication in
both English and Lithuanian would help to improve
the image of the brand to both those who are familiar
with it and those who are not.

The research respondents believe that the use of
two languages in the logo is misleading and that an
English-only logo would be more appealing. The
main associations of the respondents are with
books and reading, but not with the "green" brand.
This suggests that environmental friendliness
should be emphasised in communication, as the
theoretical analysis has shown that these days the
green brand creates a very important
differentiation and competitive advantage. In order
to build green brand associations, marketing
communication should provide information on the
specific attributes that make a product or service
environmentally friendly, in order to inform
consumers about the value that is being created by
contributing to environmental protection (Y. S. Chen
et al., 2020; Alamsyah et al., 2020; Chin et al.,
2019). In order to demonstrate sincerity and
credibility, it is crucial to educate consumers about
environmental issues and provide evidence of how
the brand contributes to their solution (Ha, 2020).
This suggests that providing consumers with the
most detailed and well-reasoned information about
how and what environmental problem they are
trying to solve and being able to fulfil their promise
is essential in the development of the brand
positioning strategy in order to build trust and 
a strong green brand image.

t. XXIX, nr 10/2022  DOI 10.33226/1231-7853.2022.10.1
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oo ff  bb ooookkss  wwiitthh   bb rraanndd   aawwaarreenneessss

Source: own study.

Well-known                                                                                 Well-known
What measures                        book brand What measures                             book brand
would improve the book Yes No would improve the book Yes No

brand image? brand image?

Possibility to find reviews Totally disagree 3 5 Brand group on social network Totally disagree 19 7
on other users’ experiences Disagree 1 2 Facebook (with quizzes,  Disagree 4 4

Partly agree 5 16 competitions, discussions) Partly agree 10 23
Agree 32 61 Agree 23 51
Totally agree 96 68 Totally agree 81 67

Blog in the Lithuanian Totally disagree 10 11 Social media advertising Totally disagree 17 7
language Disagree 8 15 Disagree 7 2

Partly agree 20 35 Partly agree 10 22
Agree 16 42 Agree 44 66
Totally agree 83 49 Totally agree 59 55

Blog in the English language Totally disagree 9 12 Communication on social media Totally disagree 19 4
Disagree 5 23 in Lithuanian/English Disagree 4 7
Partly agree 12 40 Partly agree 9 39
Agree 37 50 Agree 40 70
Totally agree 74 27 Totally agree 65 32
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