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INTRODUCTION 

 

The completion of the downward wave of the 5th technological order 

and the beginning of the 4th industrial revolution are characterized by 

rapid change of the socio-economic development vector of individual  

organizations, industries, states and etc. These changes are dualistic in 

nature. On one hand, they dramatically increase market uncertainty 

and risks caused by it, on the other – provide the opportunity for the 

advanced development based on the various types of innovation creation 

and implementation. The information and knowledge embodied in new 

products, their production technologies and marketing, management 

methods, and etc. come out on the leading position among the factors 

different levels of business entities (individual organization, industry, 

market, national or international) economic growth. 

In these circumstances, the problem of the research methods of  

development and scientific substantiation, development and implemen-

tation of comparative business entities competitive advantages, which 

would have provided the opportunity to maximize available market  

opportunities of innovative development and to provide the conditions 

for their long-term survival and growth according to their mission is  

actualizared. 

From these positions the authors of the monograph have attempted 

to examine the organizational-economic preconditions of the theoretical 

and methodological framework improvement, as well as existing man-

agement tools and methods of innovative development at different levels 

of aggregation and to suggest on this basis their own approaches that 

allow to align more effectively the innovative development internal  

capabilities (the innovative development potential) of business entities 

accordingly to the external, which are generated by the market. 

The authors of the monograph covered a fairly wide range of manage-

ment problems of economic growth based on innovations and innovation 

activities. In particular, they investigated the innovation factors role in 

ensuring the comparative competitive advantages of the national  

economy, as well as the industry-specific transition features to separate 

industries (in the example of Ukraine) innovative way of development. 

The methodological bases of innovative growth management has not 

been omitted by the authors’ attention. So the relationship between eco-

nomic growth and the information society development, the problems of 

ensuring national security innovation are analyzed by them, certain fun-

damental aspects of socio-economic simulation development processes, 

and etc. are revealed. 
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The regional features of business spatial organization as the innova-

tion driving force, and the problem of its infrastructural support while 

improving and harmonizing it with the realities of the people prepara-

tion and retraining system: the regional research universities formation, 

the innovative postgraduate business education development and etc. 

are shown. 

Considerable attention is paid to the organizational and economic  

instruments development of the innovative solutions adoption: the 

methodological foundations of innovation process management are 

deepened; the new methods of decision-making in the cost management 

field and the new approaches to the formation of corporate reporting are 

introduced; the approaches to the innovation process organization in  

enterprises and institutions are improved. 

The fundamental and applied aspects of innovations marketing, as 

the support innovation marketing and simultaneously one of its major 

components are studied. Another is the research and development  

activity. The marketing innovation role in the strategic industrial enter-

prises management, which is manifested depending on the enterprise 

category (large, medium, small) is shown. 

The approaches to the innovative development management of indus-

trial enterprises market opportunities are significantly developed. In 

this context, considerable interest of the import substitution strategy in 

the design and implementation in the competition aggravation condi-

tions from foreign producers side is developed. 

According to the existing trends towards the economic development 

socialization processes, the problem of business social responsibility, the 

compliance prospects with the principles of socio-ethical marketing in 

the innovation activities are investigated by the authors. The peculiari-

ties of its use in commercial and non-commercial areas (according to the 

various activity sectors) are highlighted. 

The authors studied the questions of the innovative activity ecologi-

zation and innovative development, based on this methodology and 

methodological tools of innovative activity management from the stand-

point of sustainable development. 

The innovations marketing and logistics role and place in tool support 

for the innovation are clarified. Some aspects of the modern marketing 

theory development, and practical applications features of these tools 

are shown. The applied aspects of selected innovative approaches to the 

enterprises and institutions communication policy development and im-

plementation are highlighted. The innovation theoretical-methodologi-

cal and practical aspects in the logistics activity are analyzed. 
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The book includes the participants’ scientific works of the X Interna-

tional scientific-practical conference «Innovations marketing and inno-

vations in marketing» (September 29 – October 1, 2016, Sumy, Ukraine), 

the authors’ initiative, some research results of the Department of mar-

keting and innovative activity management, Sumy state University 
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- «The fundamental principles of development management of  

industrial enterprises innovative culture» № DR 0115U000687; 

- «The problems research and prospects of national economy inno-

vative development» № DR 0116U006360; 

- «The marketing and innovations use in various activity fields», 

№ DR 0116U006359; 

- «Development of the enterprises marketing policy fundamentals 

in market economy conditions», № DR 0115U001004. 

The authors are: 

 

Illiashenko S.M., Doctor of Economics, Professor, Head of the Depart-

ment of Marketing and Management of Innovative Activity, Sumy 

State University (Sumy, Ukraine); Professor of Economic and  

Humanistic Higher School (Bielsko-Biala, Poland) (paragraph 11.3, 

introduction, appendices); 

Balueva O.V., Doctor of Economics, Associate Professor, Vice Provost 

for Research, Donetsk State University of Management (Mariupol, 

Ukraine) (paragraph 8.2); 

Bozhkova V.V., Doctor of Economics, Professor, Professor of the Depart-

ment of Marketing and Management of Innovative Activity, Sumy 

State University (Sumy, Ukraine) (paragraph 10.8); 

Chechel A.O., Doctor of Economics, Associate Professor, Head of the  

Department of Administrative Management, Donetsk State  

University of Management (Mariupol, Ukraine) (paragraph 9.4); 

Fedulova L.I., Doctor of Economics, Professor, Professor of Management 

Department, Kyiv National University of Trade and Economics 

(Kyiv, Ukraine) (paragraph 9.6); 

Harmider L.D., Doctor of Economics, Associate Professor, Head of the 

Department of Industrial Economics and Organization of Produc-

tion, SHEI «Ukrainian State University of Chemical Engineering» 

(Dnipro, Ukraine) (paragraph 12.3); 

Gheorghe Iu.R., PhD, Lecturer, Department of Health Care Marketing 

and Medical Technology, «Carol Davila» University of Medicine 

and Pharmacy (Bucharest, Romania) (paragraph 8.4); 
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Kasianova N.V., Doctor of Economics, Professor, Professor of the Depart-

ment of Economic Cybernetics, National Aviation University 

(Kyiv, Ukraine) (paragraph 2.1); 

Korenyuk P.I., Doctor of Economics, Professor, Head of the Department 

of Management of Organizations and Administration, Dniprovsk 

State Technical University (Kamianske, Ukraine) (paragraph 9.1); 

Krukowska-Miler A., Doctor of Economics, Adiunkt, Marketing  

Department, Faculty of Management, Czestochowa University of 

Technology (Częstochowa, Poland) (paragraph 10.5); 

Labunska S.V., Doctor of Economics, Associate Professor, Professor of 

the Accounting Department, Simon Kuznets Kharkiv National 

University of Economics (Kharkiv, Ukraine) (paragraph 4.2); 

Mishenin Ye.V., Doctor of Economics, Professor, Professor of the  

Department of Theoretical and Applied Economics, Sumy State 

University (Sumy, Ukraine) (paragraph 9.7); 

Oklander M.A., Doctor of Economics, Professor, Head of the Marketing 

Department, Odessa National Polytechnic University (Odesa, 

Ukraine) (paragraph 10.1); 

Oklander T.O., Doctor of Economics, Associate Professor, Head of the 

Department of Business Economics, Odessa State Academy of 

Civil Engineering and Architecture (Odesa, Ukraine) (para-

graph 10.1); 

Orlov P.A., Doctor of Economics, Professor, Head of the Department  

of Economics and Marketing, Simon Kuznets Kharkiv National 

University of Economics (Kharkiv, Ukraine) (paragraph 8.1); 

Purcӑrea V.L., PhD, Professor, Department of Health Care Marketing 

and Medical Technology, «Carol Davila» University of Medicine 

and Pharmacy (Bucharest, Romania) (paragraph 8.4); 

Raiko D.V., Doctor of Economics, Professor, Professor of the Depart-

ment of Economic Cybernetics and Marketing Management,  

National Technical University «Kharkiv Polytechnic Institute» 

(Kharkiv, Ukraine) (paragraph 7.5); 

Sardak S.E., Doctor of Economics, Associate Professor, Professor of the 

Department of Economics and National Economy Management, 

Oles Нonchar Dnipropetrovsk National University (Dnipro, 

Ukraine) (paragraph 1.1); 

Savytska N.L., Doctor of Economics, Professor, Head of the Department 

of Marketing and Commercial Activity, Kharkiv State University 

of Food Technology and Trade (Kharkiv, Ukraine) (paragraph 11.1); 
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ment of Marketing and Management of Innovative Activity, Sumy 

State University (Sumy, Ukraine) (paragraph 5.3); 
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Management, Sumy State University (Sumy, Ukraine) (para-
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the Department of Marketing, Odesa National Polytechnic  

University (Odesa, Ukraine) (paragraph 10.7); 
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gional Development, O.M. Beketov National University of Urban 

Economy in Kharkiv (Kharkiv, Ukraine) (paragraph 1.5); 

Afanasieva O.P., Candidate of Economic Sciences, Associate Professor 

of the Department of Marketing and Commercial Activity, 

Kharkiv State University of Food Technology and Trade (Kharkiv, 

Ukraine) (paragraph 11.1); 

Alioshkina L.P., Candidate of Economic Sciences, Associate Professor, 

Associate Professor of the Department of Management, Uman Na-

tional University of Horticulture (Uman, Ukraine) (paragraph 12.2); 

Babukh I.B., Candidate of Economic Sciences, Associate Professor of the 

Department of Marketing, Innovation and Regional Development, 

Yuriy Fedkovych Chernivtsi National University (Chernivtsi, 

Ukraine) (paragraph 5.1); 

Baranova V.V., Candidate of Economic Sciences, Associate Professor, 

Associate Professor of the Department of Economics and Finance, 

Kharkiv National University of Internal Affairs (Kharkiv, 

Ukraine) (paragraph 1.5); 

Bilovodska O.A., Candidate of Economic Sciences, Associate Professor, 

Associate Professor of the Department of Marketing and Manage-

ment of Innovative Activity, Sumy State University (Sumy, 

Ukraine) (paragraph 5.2); 



 

15 

Bilskaya O.V., Candidate of Economic Sciences, Associate Professor, 

Associate Professor of the Department of Economics and National 

Economy Management, Oles Нonchar Dnipropetrovsk National 

University (Dnipro, Ukraine) (paragraph 1.1); 

Bykova N.V., Candidate of Economics Sciences, Associate Professor, 

Dean of the Finance and Economy Faculty, Chernivtsy Trade and 

Economic Institute of Kyiv National Trade and Economic Univer-

sity (Chernivtsi, Ukraine) (paragraph 2.2); 

Chuprina E.O., Candidate of Public Administration Sciences, Associate 

Professor, Doctoral Student of the Department of Business  

Economics, Human Resource Management and Labor Economics, 

Donetsk State University of Management (Mariupol, Ukraine) 

(paragraph 8.2); 

Derykolenko O.M., Candidate of Economic Sciences, Associate Profes-

sor, Associate Professor of the Department of Economics and Busi-

ness Administration, Sumy State University (Sumy, Ukraine) 

(paragraph 1.3); 

Dragomirova Ie.S., Candidate of Economic Sciences, Associate Profes-

sor, Deputy Head of Tourism and Logistic Department, Donetsk 

State University of Management (Mariupol, Ukraine) (para-

graph 9.4); 

Fesenko O.M., Candidate of Physical and Mathematical Sciences,  

Head of Department of International Research and Innovations 

Cooperation, Technology Transfer and Intellectual Property  

Protection, Institute of Physics of National Academy of Sciences of 

Ukraine (Kyiv, Ukraine) (paragraph 1.4); 

Gheorghe C.M., PhD Candidate, Department of Health Care Marketing 

and Medical Technology, «Carol Davila» University of Medicine 

and Pharmacy (Bucharest, Romania) (paragraph 8.4); 

Golysheva Ie.O., Candidate of Economic Sciences, Associate Professor 

of the Department of Marketing and Management of Innovative  

Activity, Sumy State University (Sumy, Ukraine) (paragraph 2.5); 

Goncharenko O.V., Candidate of Economic Sciences, Associate Profes-

sor of the Department of International Economic Relations, Kyiv 

National University of Trade and Economics (paragraph 2.2); 

Gryshchenko O.F., Candidate of Economic Sciences, Associate Professor 

of the Department of Marketing and Management of Innovative  

Activity, Sumy State University (Sumy, Ukraine) (paragraph 2.5); 

Gumenna Iu.G., Candidate of Economic Sciences, Senior Lecturer of 

the Department of Finance and Credit, Sumy State University 

(Sumy, Ukraine) (paragraph 9.5); 



 

16 

Honchar L.A., Candidate of Economic Sciences, Associate Professor, 

Associate Professor of the Department of Merchandizing, Trade 

and Commercial Activity, Alfred Nobel University (Dnipro, 

Ukraine) (paragraph 12.1); 

Hryhorieva L.V., Candidate of Economic Sciences, Associate Professor, 

Associate Professor of the Department of Postgraduate Economic 

Education, Khmelnytsky National University (Khmelnytskyi, 

Ukraine) (paragraph 6.3); 

Iakovenko V.S., Candidate of Economic Sciences, Associate Professor 

of the Department of Statistics, Accounting and Economic Infor-

matics, Dnipropetrovsk National University of O. Gonchar 

(Dnipro, Ukraine) (paragraph 2.4); 

Illiashenko N.S., Candidate of Economic Sciences, Associate Professor, 

Associate Professor of the Department of Marketing and Manage-

ment of Innovative Activity, Sumy State University (Sumy, 

Ukraine) (paragraph 11.2); 

Karaieva N.V., Candidate of Economic Sciences, Associate Professor, 

Associate Professor of the Department of Automation Design of 

Energy Processes and Systems of the Heat and Power, National 

Technical University of Ukraine «Igor Sikorsky Kyiv Polytechnic 

Institute» (Kyiv, Ukraine) (paragraph 9.2); 

Koblianska I.I., Candidate of Economic Sciences, Associate Professor 

of the Economics Department, Sumy National Agrarian Univer-

sity (Sumy, Ukraine) (paragraph 9.7); 

Kolodka A.V., Candidate of Economic Sciences, Assistant Professor of 

the Department of Marketing and Management of Innovative  

Activity, Sumy State University (Sumy, Ukraine) (paragraph 11.3); 

Kowalski S., Candidate of Economic Sciences, Assistant Professor of 

Marketing Institute in Management Department, Czestochowa 

University of Technology (Częstochowa, Poland) (paragraph 11.5); 

Kravets K.P., Candidate of Economic Sciences, Senior Lecturer of the 

Department of International Economic Relations, Kyiv National 

University of Trade and Economics (Kyiv, Ukraine) (para-

graph 7.3); 

Letunovska N.Ye., Candidate of Economic Sciences, Assistant Profes-

sor of the Department of Marketing and Management of Innova-

tive Activity, Sumy State University (Sumy, Ukraine) (para-

graph 6.1); 

Makarenko I.O., Candidate of Economic Sciences, Associate Professor 

of the Department of Taxation and Accounting, Sumy State  

University (Sumy, Ukraine) (paragraph 4.4); 



 

17 

Marekha I.S., Candidate of Economic Sciences, Senior Lecturer of  

Economic Theory Department, Sumy State University (Sumy, 

Ukraine) (paragraph 9.3); 

Melnyk Yu.M., Candidate of Economic Sciences, Associate Professor,  

Associate Professor of the Department of Marketing and Manage-

ment of Innovative Activity, Sumy State University (Sumy, 

Ukraine) (paragraph 11.2); 

Mykolaichuk I.P., Candidate of Economic Sciences, Associate Profes-

sor, Deputy Head of Management Department, Kyiv National 

University of Trade and Economics (Kyiv, Ukraine) (para-

graph 9.6); 

Nagornyi Ie.I., Candidate of Economic Sciences, Associate Professor  

of the Department of Marketing and Management of Innovative  

Activity, Sumy State University (Sumy, Ukraine) (para-

graph 10.6); 

Nevertiy A.S., Candidate of Economic Sciences, Associate Professor,  

Associate Professor of the Department of Marketing, Kharkiv  

Institute of Trade and Economics of Kyiv National University of 

Trade and Economics (Kharkiv, Ukraine) (paragraph 10.3); 

Okhrimenko G.W., Candidate of Historical Sciences, Senior Lecturer of 

the Department of Documentation and Information Activity,  

National University of Ostroh Academy (Ostroh, Ukraine) (para-

graph 8.3); 

Omelyanenko V.A., Candidate of Economic Sciences, Assistant Profes-

sor of Economic Theory Department, Sumy State University 

(Sumy, Ukraine) (paragraph 2.3); 

Peresadko G.O., Candidate of Economic Sciences, Associate Professor, 

Associate Professor of the Department of Marketing and Advertising, 

Kyiv National Trade and Economic University (Kyiv, Ukraine) 

(paragraph 6.2); 

Pidlisna O.V., Candidate of Economic Sciences, Associate Professor of 

the Department of Marketing and Advertising, Kyiv National 

Trade and Economic University (Kyiv, Ukraine) (paragraph 6.2); 

Pitel N.Ya., Candidate of Economic Sciences, Associate Professor, Asso-

ciate Professor of the Department of Management, Uman National 

University of Horticulture (Uman, Ukraine) (paragraph 12.2); 

Piznyak T.I., Candidate of Economic Sciences, Associate Professor,  

Associate Professor of the Economics Department, Sumy National 

Agrarian University (Sumy, Ukraine) (paragraph 9.7); 



 

18 

Porev S.M., Candidate of Technical Sciences, Head of Laboratory of  

Science Organization Problems at Universities, Institute of  

Magnetism NASU and MESU (Kyiv, Ukraine) (paragraph 3.3); 

Prokopishyna O.V., Candidate of Economic Sciences, Associate Profes-

sor, Associate Professor of the Accounting Department, Simon 

Kuznets Kharkiv National University of Economics (Kharkiv, 

Ukraine) (paragraph 4.3); 

Saher L.Yu., Candidate of Economic Sciences, Senior Lecturer of the 

Department of Marketing and Management of Innovative Activity, 

Sumy State University (Sumy, Ukraine) (paragraphs 7.4, 11.2); 

Simakhova A.O., Candidate of Economic Sciences, Associate Professor 

of the Department of Economics and National Economy Manage-

ment, Oles Нonchar Dnipropetrovsk National University (Dnipro, 

Ukraine) (paragraph 1.1); 

Skrypnyk N.Ye., Candidate of Economic Sciences, Associate Professor, 

Associate Professor of the Department of Economics and National 

Economy Management, Oles Нonchar Dnipropetrovsk National 

University (Dnipro, Ukraine) (paragraph 1.1); 

Shevliuga E.G., Candidate of Economic Sciences, Assistant Professor 

of the Department of Marketing and Management of Innovative 

Activity, Sumy State University (Sumy, Ukraine) (paragraph 1.2); 

Shipulina Yu.S., Candidate of Economic Sciences, Associate Professor, 

Associate Professor of the Department of Marketing and Manage-

ment of Innovative Activity, Sumy State University (Sumy, 

Ukraine) (paragraphs 7.1, 7.2); 

Sohatska G.V., Candidate of Economic Sciences, Associate Professor, 

Associate Professor of the Management Department, PHEI «Euro-

pian University» (Kyiv, Ukraine) (paragraph 3.2); 

Sowier-Kasprzyk I., PhD, Assistant Professor, Faculty of Management, 

Czestochowa University of Technology (Częstochowa, Poland) 

(paragraph 8.5); 

Syhyda L.O., Candidate of Economic Sciences, Assistant Professor of 

the Department of Marketing and Management of Innovative  

Activity, Sumy State University (Sumy, Ukraine) (paragraph 7.4); 

Tiutiunyk I.V., Candidate of Economic Sciences, Senior Lecturer of the 

Department of Finance and Credit, Sumy State University (Sumy, 

Ukraine) (paragraph 9.5); 

Tkach S.M., Candidate of Economic Sciences, Researcher of the Sector 

of Spatial Development of the Department of Regional Economic 

Policy of the SI «Institute of Regional Research n.a. M.I. Dolishniy 

of the NAS of Ukraine» (Lviv, Ukraine) (paragraph 3.1); 



 

19 

Tseitlin L.M., Candidate of Physico-Mathematical Sciences, Doctoral 

Student of the Department of Economic Cybernetics and Market-

ing Management, National Technical University «Kharkiv Poly-

technic Institute» (Kharkiv, Ukraine) (paragraph 7.5); 

Ujma A., PhD, Assistant Professor, Deputy Chef of Department of 

Building Engineering and Building Physics, Faculty of Civil Engi-

neering, Czestochowa University of Technology (Częstochowa,  

Poland) (paragraph 8.5); 

Vashchenko T.V., Candidate of Economic Sciences, Assistant Professor 

of the Department of Marketing and Management of Innovative 

Activity, Sumy State University (Sumy, Ukraine) (paragraph 7.2); 

Venher Ye.I., Candidate of Economic Sciences, Assistant Professor of 

the Department of Marketing, Innovation and Regional Develop-

ment, Yuriy Fedkovych Chernivtsi National University (Chernivtsi, 

Ukraine) (paragraph 5.1); 

Widawska-Stanisz A., PhD, Lecturer, Faculty of Management, Mar-

keting Institute, Marketing Research and Market Segmentation 

Unit, Częstochowa University of Technology (Częstochowa, Poland) 

(paragraph 8.6); 

Zhaldak H.P., Candidate of Economic Sciences, Senior Lecturer of 

Management Department, National Technical University of 

Ukraine «Igor Sikorsky Kiev Polytechnic Institute» (Kyiv, 

Ukraine) (paragraph 10.2); 

Zhehus O.V., Candidate of Economic Sciences, Associate Professor,  

Associate Professor of the Department of Marketing and Commer-

cial Activity, Kharkiv State University of Food Technology and 

Trade (Kharkiv, Ukraine) (paragraph 11.1); 

Bandurka O.I., Senior Lecturer of the Heat and Power, National  

Technical University of Ukraine «Igor Sikorsky Kyiv Polytechnic 

Institute» (Kyiv, Ukraine) (paragraph 9.2); 

Bozhkov D.S., PhD Student of the Department of Marketing and  

Management of Innovative Activity, Sumy State University 

(Sumy, Ukraine) (paragraph 10.8); 

Gromyko N.G., CEO of the Company «Waste Management Systems» 

(USA) (paragraph 6.2); 

Gula А.S., PhD Student, Banking University (Kyiv, Ukraine) (para-

graph 1.5); 

Kovalchuk S.V., Leading Engineer of the Department of International 

Research and Innovation Cooperation, Technology Transfer and 

Intellectual Property Protection, Institute of Physics of National 

Academy of Sciences of Ukraine (Kyiv, Ukraine) (paragraph 1.4); 



 

20 

Latunova D.A., Doctoral Candidate of the Department of Marketing 

and Management of Innovative Activity, Sumy State University 

(Sumy, Ukraine) (paragraph 12.4); 

Nyshchyk R.A., Junior Researcher, Department of International  

Research and Innovations Cooperation, Technology Transfer and 

Intellectual Property Protection, Institute of Physics of National 

Academy of Sciences of Ukraine (Kyiv, Ukraine) (paragraph 1.4); 

Savchenko O.Yu., PhD Student of the Department of Marketing and 

Management of Innovative Activity, Sumy State University 

(Sumy, Ukraine) (paragraph 7.1); 

Shapovalova E.P., PhD Student of Marketing Department, Kiev  

National Economic University named after Vadym Hetman (Kyiv, 

Ukraine) (paragraph 10.4); 

Tomczewska-Popowycz N.Ie., PhD Student of the Department of Eco-

nomic Geography, Faculty of the Earth Science, Silesian Univer-

sity in Katowice (Katowicach, Poland) (paragraph 11.4); 

 

 

 

Prague, 19 December 2016 

 

 

Illiashenko, S.M. & Strielkowski, W. 

 



 

329 

8. Mihratsiini protsesy v suchasnomu sviti: svitovyi, rehionalnyi ta natsion-

alnyi vymiry [Migratory processes in the modern world: global, regional and na-

tional dimensions]. Yu. Pymarenko (Eds.). (1998). Kyiv: Dovira [in Ukrainian]. 

9. Volodko, V., & Rovenchak, O. (2008). Modeli sotsiokulturoi adaptatii im-

mirantiv [Models of social and cultural adaptation of immigrants]. Visnyk 

Lvivskoho universytetu (Seriia sotsiolohiia) – Bulletin of Lviv University (Social 

Series), 2, 182-210 [in English]. 

10. Montgomery, J.R. (1996). Components of Refugee Adaptation. Interna-

tional Migration Review, 30(3), 679-702 [in English].  

11. Prybytkova, I. (1999). Suchasni mihratsiin protsesy: teoretyko-metodolo-

hichni aspekty doslidzhen [Recent migration: theoretical and methodological as-

pects of research]. Sotsiolohiia: teoriia, metody, marketynh – Sociology: theory, 

methods, marketing, 1, 161-172 [in Ukrainian]. 

12. Iontsev, V., & Ivakhniuk, I. (2013). Modeli intehratsii mihrantov v sov-

remennoi Rossii [Models of integration of migrants in modern Russia]. CARIM-

East RR 2013/12, Robert Schuman Centre for Advanced Studies, San Domenico 

di Fiesole (FI): European University Institute [in Russian]. 

13. Intehratsiia mihrantiv v Ukraini. Otsinka stanu ta potreb [Integration of 

migrants in Ukraine. Assessment of the status and needs]. (2011). Warsaw [in 

Ukrainian]. 

14. Libanova, E.M., Makarova, O.V., & Kurylo, I.O. (2012). Liudskyi rozvytok 

v Ukraini: sotsialni ta demohrafichni chynnyky modernizatsii natsionalnoi 

ekonomiky [Human development in Ukraine: social and demographic factors 

modernization of the national economy]. Kyiv: In-t demohrafii ta sotsialnykh 

dolidzhen im. M.V. Ptukhy NAN Ukrainy [in Ukrainian]. 

 

 

8.3. Social media marketing (SMM)-tools using  

in publishing industry in Ukraine: descriptive analysis 

 

Okhrimenko G.W. 

 

In modern conditions of society development, the role and importance 

of the intellectual capital of the nation are increasing as well as the value 

of knowledge. The main source of accumulation of knowledge is book out-

put. The book as a specific product requires special approaches to pro-

mote it in the market to fulfill the spiritual and information needs of 

consumers. 

There are many ways of book output distribution, which occurred at 

different times under the influence of various factors. However, the 

changes in the world and the postsoviet information space, pushed the 

publishing industry representatives to talk about getting in a communi-

cation vacuum, which affects the positioning of publishing and promoting 

publishing products in the market. This, in turn, leads to constant loss 
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of communication with readers and buyers. This situation requires 

search of ways and methods of information disseminating, which should 

be effective, mass, and at the same time enjoy the high level of trust 

among people. One of the most effective and most popular of these tools 

allows you to combine great marketing opportunities and sales process 

of publishing products is social media. They meet the requirements, but 

have not found considerable popularity as a tool for doing business 

among publishers yet, and thus require careful study. 

Nowadays, there are quite a few developments on specific aspects of 

the topic, but clear, systematic and analytical study of using social media 

as a way of book output promotion has not been made yet. 

It is worth noting that marketing communication of publishing is a 

comprehensive impact on its internal and external environment, which 

aims to achieve the objectives of publishing, publishing policy optimiza-

tion, creating a positive image of publishing, buyers’ persuasion to pur-

chase a product [10, p. 13]. 

The main means of marketing communications in book industry are: 

public relations (PR) publicity, advertising (radio advertising, television 

advertising, press advertising), sales promotion, direct marketing, spon-

sorship, exhibitions and fairs etc. In addition, various means of promot-

ing books can be used together or separately. It depends on the publish-

ing-house and market specific character. 

Famous polish marketing specialist, J. Wlodarczyk, in his book «Mar-

keting in Publishing – fantasy or reality?» (2002) examines the concept 

of «public relations» as «the art of building trust and affection between 

the publishing house and its environment» [3, p.93]. Therefore, we can 

say that public relations includes creating a positive image of the com-

pany and establishing close relations between the publishing house and 

its contact audiences such as readers, authors, trade agents, media, ser-

vice providers and others. As a result, publishing house image – is how 

customers see publishing house the and list of products and services, 

that are offered by it. 

The most difficult marketing task that stands before publishing 

house is changing the acquired customers perceptions of it. That is why 

the careful image development of publishing house, which is made by 

consumers, is essential to the success of its work. 

Besides that, an important role in promoting the book market plays 

the author. Some authors can write advertisments, come up with a name 

or speak on the radio better than publishers. Therefore, holding public 

meetings and interviews with the authors, a variety of press conferences, 

briefings, presentations promote books, demonstrate book output, pre-

sent new projects, establish relations with the press. 
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Also, effective and cheap way for publishers in terms of popularizing 

books and sharing information with consumers is Internet. The scientist 

J. Fialko, considering different ways of promoting books on the Internet, 

divides them into two groups:  

1) «natives of traditional media»;  

2) «generated by network» [13, p. 175-179].  

The first group includes various online-application, photo contests, 

reports, interviews with writers, book reviews, announcing events re-

lated to the release of new products. Among the most common forms of 

popularization of products belonging to the second group, are the follow-

ing: online advertising, websites, forums, blogs, chat rooms, social net-

works etc. These methods of popularization by using the Internet help 

publishers to establish a direct relationship with consumers, obtain the 

necessary information concerning the request of readers. For example, 

the website can publish information about books, publishing house, as a 

whole, photos, texts and videotaping of interviews etc. 

Marketing of Social Media or Social Media Marketing (SMM) is a new 

area of modern enterprises. SMM is the complex and multifaceted  

concept, that is, single definition does not currently exist. For example, 

an American researcher D. Nations defines «social media marketing» as 

the implementation process of marketing through social networks [9]. 

Broader definition of Social Media Marketing is represented in the 

work of Russian scientists E. Kuchin and V. Tinyakova. Researchers  

describe the SMM as a tool to attract visitors to corporate site through 

social networks, blogs and online-community [7]. 

According to Ukrainian scientist S. Illyashenko, Social Media Mar-

keting involves promotion of products and services, improving the image 

and announcing events on social media [5, p. 66]. 

In turn, the Ukrainian scientist M. Rudy considers SMM as a set of 

actions, aimed at increasing the popularity, promotion and advertising of 

goods and services through a variety of social resources [11, p. 175-179]. 

Summarizing the above discussed definitions, we can conclude that 

Social Media Marketing is one of the marketing tools that aims to pro-

mote the company's product or service (in this case the promotion of book 

output by publishers) by using social media. 

Social Media Marketing uses a number of methods and tools to pro-

mote products. Analyzing in particular the works of such Ukrainian sci-

entists as I. Bashynska [2] M. Rudy [11] A. Mryglod [8] and Russian 

practitioners of SMM-promotion D. Halilov [14], we can identify the fol-

lowing basic tools of promotion on social media: 

1) Building groups and brand communities are the creation of compa-

nies’ representatives (of publishers) on social media. This tool is mostly 
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used in social networks (Facebook, VKontakte). It allows you to combine 

real and potential consumers in one circle, quickly distribute  

information among them, invite customers to special events, and com-

pany events, to announce the yield of new products, to conduct target 

audience research? to identify their needs etc. For example, publishers 

post information in established communities about various literary 

news, events, contests, interviews with writers. 

2) Reputation Management is a set of measures of forming reputa-

tion, audience loyalty support to the brand [8]. One of the main factors 

that make a company’s reputation (of publishers) is customers feedback. 

3) Working with the blogosphere includes tools such as corporate 

blogging and work with «opinion leaders». In particular, writers’ blogs 

are important in the SMM-promoting book production that provide in-

formation about the works and, thus, help publishers boost sales. 

4) Guerrilla marketing is to monitor and conduct discussions on  

forums about a brand or a product (in this case, the book production or 

publishers) [1, p. 175-179]. 

5) Internet advertising is one of the effective tools to promote products 

in the SM. In particular, the Ukrainian scientist S. Illyashenko in his 

book «Modern trends in the use of Internet technologies in marketing» 

(2011) defines the types of Internet advertising: contextual (search)  

advertising, media (banner) advertising, video (digital) advertising, 

background advertising [5, p. 67-68]. 

In particular, these types of advertising like banner and booktrailer 

are often used to promote books. Book banner advertising is used more 

often, but booktrailer is more interesting. Booktrailer is a short video, 

which shows the content of the work [13, p. 264]. This tool of populariza-

tion of books is effective, especially for those users and visitors who do 

not like to read long reviews. It should also be noted that effective mar-

keting communications on social media are social plugins. Social plugins 

are the so-called «likes» («Like» on Facebook, «I like» on VKontakte, «+1» 

On Google+, etc.) commenting blocks, navigational bar to the various 

sites with using accounts in social media. 

In addition to the aforementioned SMM-promotion instruments, a 

Russian expert D. Khalilov highlights the next ones: e-commerce site 

creation; site optimization for social networking, online-organizing quiz-

zes and contests on social media (particularly social networks); place-

ment and promotion video and photo content; writing and distributing 

social releases, announcements of events; posting on the website unique, 

free content (such as e-books); surveys among the target audience, 

online-service visitors [14]. 
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Making effective SMM is an important factor in successful product 

promotion or company in the market, so it is important to determine 

methods and technologies that will enable to analyze the operation of the 

company, utilization efficiency of communication activities, elected by 

its, in social media, etc. 

Ukrainian scholar V. Sowa identifies the following key criteria for  

assessing the effectiveness of corporate pages of SMM: 

- the amount of the audience – the number of supporters signed to 

update web-page users (e.g. number of «followers» on Twitter, the num-

ber of followers in the network VKontakte, etc.). 

- the involvement of the audience is determined by the number of 

discussions, recommendations, comments («retweets» on Twitter, «likes» 

on Facebook and others). 

- quality characteristics are measured according to audience filled 

profiles, some of them are opinion leaders [12]. 

It should be noted that Ukrainian publishers along with other  

modern foreign publishers use the possibility of social media not at the 

same level. The greatest interest in innovative promotion tool among 

Eastern European countries show the representatives of the publishing 

sphere of Poland and Russia. Ukrainian publishers use the lowest  

potential of SMM for the book promotions. 

We know that the most popular SM among publishers of Poland is 

the social network Facebook and LinkedIn, microblog Twitter. Less pop-

ular are Pinterest, Google+, Nk miejsce spotkania and others. Also 

Polish publishers are constantly placing visuals and booktrailers on 

YouTube [4, p.33]. 

According to the study of information-analytical magazine «Univer-

sytetska knyha» in Russia, among 12 analyzed SM, representatives of 

the publishing industry use Facebook (79,0%), Vkontakte (69,4%), 

Google+ (25,8 %), Odnoklassniki (21,0%), YouTube and blog Twitter 

(51,6%), Livejournal (48,4%), BlogPost (12,9%) [6]. 

SM has less demand among the Ukrainian publishers, which were 

noted above. In particular, the Ukrainian researcher C. Vodolazka in her 

work notes that 75% of leading Ukrainian publishing houses generally 

are not represented in any of the social media [4, p. 32-33]. 

In order to determine how Ukrainian publishers trust social media, 

we have analyzed the work of the ten most popular publishers of Ukraine 

per 2015 by criterion of priority reference in the search engine Google. 

The list includes the following publishers: publishers «Zeleny pes», 

 «Folio» publishers «Osnovy», «Karavela», «Znannia», publishing house 

«Machaon-Ukraine», «A-BA-BA-HA-LA-MA-HA», «Kameniar», «The Old 

Lion Publishing House», publisher «Ranok».  
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Table 8.3. The characteristics of popular Ukrainian publishers  

SMM-tools implementation  
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Communicative activity (0,1) - + - - - - - - - - 

Site optimization for social 

networks (0,1) 
- - + - - + - + + + 

Site optimization for e-commerce 

site (0,1) 
- + + - + + + + + + 

Keeping a corporate blog (0,1) - + - - - - - - - + 

Keeping microblogging (0,2): 

Twitter (0,1) 

Google+ (0,1) 

- 

- 

+ 
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Use of video service YouTube (0,1) - + + - + + + - + + 

 

The analysis was carried out on such certain characteristics – basic 

tools SMM: 1) communicative activity (communication with the audience 

at the Forum) 2) site optimization for social networks; 3) site optimiza-

tion for e-commerce site; 4) keeping a corporate blog; 5) keeping mi-

croblogging (Twitter, Google+); 6) the establishment of representative 

offices in social networks (VKontakte, Facebook, LinkedIn); 7) use of 

video service YouTube. Each indicator was given its share which is based 

on the specific implementation of publishing tools SMM (table 8.3).  

Maximum use of mentioned SMM-instruments by publisher is 100%. 

According to the data (table 8.4) the standard of using tools by SMM 

Ukrainian publishers can be determined. 

The average grade is 0.46. This suggests that considered publishers 

use only 46% capacity of SMM-tools. 

Apparently, among the selected national publishers the top rating 

has «The Old Lion Publishing House» (80% of potential tools SMM) the 

lowest rating has publishing house «Karavela» (0% potential SMM tools), 

which do not use these SMM tools to promote books (fig. 8.1). 
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Table 8.4. The level of implementation SMM-tools by Ukrainian publishers 
 

Title of publisher Grade 

«The Old Lion Publishing House» 0,8 

«Osnovy» 0,7 

«Folio» 0,6 

«Kameniar» 0,6 

«A-BA-BA-HA-LA-MA-HA” 0,5 

«Ranok» 0,5 

«Znannia» 0,4 

«Machaon-Ukraine» 0,3 

«Zeleny pes» 0,2 

«Karavela» 0 

 

 
 

Figure 8.1. The rating evaluation of implementation SMM-tools by 

Ukrainian publishers 

 

In addition, analyzing the ten most popular publishing house in the 

list, it should be noted that among the cast features (SMM-tools) the 

highest level of implementation has site optimization for online e-com-

merce, creation of representative offices (of publishing house) of using 

YouTube video service on social networks, a shade less is keeping mi-

croblogging. Specifically, nine out of ten publishers are represented on 

social network Facebook, seven out of ten on Vkontakte, seven out of ten 

publishers have a presentation videos on YouTube, only four publishers 

use Twitter and microblogging and three use Google+. 

However, indicators such as communication with the audience at the 

forum and maintenance of corporate data blog publishers used the least. 
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Communication with the audience at the Forum uses only one edition of 

ten (publishing house «Folio»), corporate blog is used by two publishers 

(«The Old Lion Publishing House» and «Folio»). 

Thus, compared to US publishers, Poland and Russia, social media 

for Ukrainian publishers is something new and not widespread. Publishing 

houses of Ukraine, implementing its activities in SMM, prefer networks 

like Facebook and VKontakte, video service YouTube, much less mi-

croblog Twitter and Google+. The situation is quite unattractive, because 

social media is a powerful communication channel that has significant 

potential and reaches a wide audience both in territorial and age groups. 

It is necessary to define such common problems of using social media 

for publishing Ukrainian market: 

Incapacity of Ukrainian publishing houses to take full advantage of 

tools SMM. The problem is that significant part of the Ukrainian pub-

lishers does not use social media marketing tools or if they use, only some 

of them, which is inefficient to promote book production. 

Irrational understanding of Ukrainian publishing houses segmenta-

tion of target audiences and their needs. Important in this regard is a 

clear ability to identify information needs and requests of users and tar-

get audience, at whom the publishing product is directed. In order to 

avoid this problem, the publisher should conduct various monitoring 

studies. Publishers need to know which online service the audience pre-

fers, users age of the network, online-service features and then according 

to this, articulate key messages to them. 

Poor establishment and operation of publishers’ Internet services.  

Unfortunately, the Internet sites of many Ukrainian publishers are not 

functioning in full mode, they serve outdated information, not updates. In 

addition, a small number of so-called «likes» and comments under common 

records indicates a lack of interaction between publisher and users.  

Accordingly, there is another problem, that is slow feedback from publishers 

to readers. Publishers respond non-operationally to users’ information  

requests. There are problems with the book orders and their purchase. 

Uniformity of content. The problem is that many Ukrainian publish-

ers on their pages on social networks submit monotonous information. 

For publishing, a great way of attracting consumers is placing on web-

site free unique content, such as e-books or presentation of a key chapter. 

Considering that, the user is involved in reading and eventually buys 

the book. 

So, after a detailed study of issues related to social media marketing 

in the field of book publishing is advisable to select the following key 

provisions: 
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1) Publishing occupies an important place in the system of infor-

mation products and services. Books are one of the most common types 

of publishing products. However, the book publishing business is a com-

plex system that aims to meet the information needs of both the individ-

ual and society, as a whole, in the book output. The components of the 

publishing business are publishing, manufacturing and distribution of 

publishing (book) products. 

2) For the effective functioning of the market, publishing structure 

conducts communication policy, thus creating a positive publishing im-

age and persuading buyer to purchase products. The main marketing 

tools of promoting publishing products in the market are: PR, sponsor-

ship, publicity, exhibitions, fairs and internet marketing. 

3) It is necessary to distinguish the following basic tools of promotion 

of books in social media: building groups (communities) interest, reputa-

tion management, working with the blogosphere (corporate blogging), 

using Internet advertising, covert or guerilla marketing, social plugins 

and others. 

4) Ukrainian publishers along with other modern foreign publishers 

use the possibility of social media not at the same level. In particular, 

Ukrainian publishers, which implement their activities in social media 

marketing, prefer networks like Facebook and VKontakte, video service 

YouTube, much less microblog Twitter and Google+. The situation is 

quite unattractive because social media is a powerful communication 

channel that has significant potential and reach a wide audience both in 

territorial and age groups. 

5) Based on international experience implementing and analyzing 

features of social media marketing in the activities of foreign and 

Ukrainian publishers can define such common problems using social me-

dia for Ukrainian publishing market: the inability of Ukrainian publish-

ing houses to use all the advantages of tools SMM; inefficient use of 

Ukrainian publishing houses segmentation of target audiences and their 

needs; uniformity of content; poor establishment and operation of Inter-

net publishing services; low feedback from publishers to readers. 
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APPENDICES 

 

This monograph continues the series of books, that have released the 

results of International scientific-practical conference «Innovations mar-

keting and innovations in marketing». The scientific results that are pre-

sented in the monograph reveal the theoretical-methodological and me-

thodical aspects of innovative development management at different lev-

els of aggregation (individual enterprise or establishment, industry, na-

tional economy, etc.) on the basis of innovation marketing, which is con-

sidered as the activity which has been directed on search of new spheres 

and ways of the enterprise potential use, on this basis new products 

(goods or services) development and technologies of their promotion on 

the market in order to meet the consumers’ needs and demands more 

effectively than competitors way due to this, getting profits and ensuring 

the long-term survival and development in the market. 

The authors covered a fairly wide range of theoretical and methodo-

logical problems that hinder of the creation processes management and 

innovation diffusion, the tools and methods for innovation management 

and marketing innovation improvement. In particular, the problems re-

lating to: the innovation place and role and innovation activities in the 

economic growth processes are clarified; the mechanism of innovative 

development market-oriented management is improved; the innovation 

business social responsibility, overcoming the contradictions between 

the environment growth and preservation, or even improvement; the  

innovation marketing and logistic creation and implementation as a tool 

for promoting innovation development and etc. 

The different scientific school’s representatives’ approaches from dif-

ferent perspectives reveal certain aspects of the organizational-economic 

mechanism of innovative development marketing management are pre-

sented in the book. This approach, despite some contradictory  

approaches, allows to reveal fully the peculiarities of mechanism compo-

nents functioning and their elements, to identify existing conflicts and 

to find ways for effective resolving them. Many years experience in the 

monograph preparation and publication has shown that each of them 

complements and builds upon the innovation management theory and 

marketing innovation and innovative marketing, identifies the relevant 

areas for the further research. A number of authors’ ideas and scientific 

achievements that have been outlined in the previous monographs, have 

been developed in the further studies and have been successfully de-

fended the master’s or doctoral theses.  
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The last editions were written in the Ukrainian language that limited 

the readership and were not allowed to convey the authors’ ideas and 

achievements of a wide readers circle, first of all, the foreign one. Writing 

a monograph in English the authors goal was to expand the readers cir-

cle due to the English-speaking scholars and practitioners who are in-

terested in the subject, to familiarize them with the scientific results. 

The unbiased critical reviews will allow to adjust the research direction, 

taking into account global trends, to consider these tendencies in the fur-

ther studies. On the other hand, the authors try to include English-

speaking scientists in their studies and hope that they will participate 

in next further editions. 

The authors do not claim to be peremptory of their findings and rec-

ommendations and will greatly appreciate the colleagues’ critical com-

ments that will be taken into account in the further studies. 
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