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Abstract. The modern world is characterised by the rapid development of digital technologies and the sale
of services online, which has significantly impacted the communication process, information exchange, and
business. One of the most significant changes is social media’s emergence and widespread use, which has become
integral to many people’s daily lives. This article aimed to analyse the effectiveness of social media strategies for
promoting book products. The research methodology included general scientific and specific methods that provide
a comprehensive analysis of strategies for using social media in book marketing, namely: analysis, synthesis,
generalisation, abstraction, and comparative analysis. A comprehensive approach to analysing and developing
strategies for using social media in book marketing offered new insights and practical recommendations that can
be used by publishers and authors to improve the effectiveness of their marketing efforts and increase sales. Using
social media can be a highly effective way to promote books. It is essential for publishers and authors who wish to
use social media to develop a clear strategy and select the appropriate platforms for their target audience. The use of
social media to promote books is an effective and affordable tool for authors, publishers, and bookstores. However,
the growing focus on data privacy may affect the methods of collecting and analysing information, requiring
marketers to be more cautious and responsible in their strategies. Challenges related to digital saturation and
information overload will also necessitate new approaches to effectively attract attention and engage readers. The
results obtained can be used to optimise the activities of publishers, authors, and marketers seeking to promote
books effectively and engage readers through social media
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Introduction

The modern world is characterised by the rapid devel-
opment of digital technologies and the sale of services
online, which has significantly impacted the commu-
nication process, information exchange, and business.
One of the most significant changes is the emergence
and widespread use of social media, which has become
an integral part of many people’s daily lives.

The relevance of the research article is driven by
the main key factors, namely the change in consumer
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habits, as modern readers increasingly rely on social
media for recommendations on new books, making so-
cial media an important channel for influencing read-
ers’ choices. Another significant aspect is the targeting
capabilities of social media platforms offer provide
unique opportunities for detailed audience research
based on interests, behaviour, and demographics.

The popularisation of book marketing is evident
in the analysis and measurement of communication
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effectiveness, as social media tools provide an oppor-
tunity to track and analyse the dynamics of marketing
campaigns. This allows publishers to optimise their
strategies and achieve better results. Cost-effectiveness
is also of particular importance; compared to tradition-
al methods of promotion, social media often requires
less financial expenditure, making it affordable even for
small publishers and independent authors.

For the study of this problem, works on brand
promotion strategies and the strategic development
of publishing houses are of particular importance.
M.]. Johnson’s (2019) work “What is a book? Redefining
the book in the digitally social age” was a relevant study
on the transformation of the concept of a ‘book’ in the
era of digital technologies and social networks. The au-
thor analyses how the definition, form, and functions of
abook are changing in the modern world. The article by
E. Montaguti et al. (2023) was important for marketers
and brand managers as it provides insight into how so-
cial media can be used to effectively engage customers
and increase brand loyalty. The results of the study can
be applied to the development of effective social media
marketing strategies. In a similar vein, I. Shyle (2022)
analysed various tools and methods for promoting book
publications on the Internet. The author examined the
role of social media, blogs, forums, and other online re-
sources in disseminating information about new books.

A particularly significant area in substantiating the
theoretical foundations of the problem under study is
scientific research on the peculiarities of social me-
dia promotion strategies For instance, A. Korombel &
0. Lawinska (2019) analysed the impact of a company’s
social media profile on the purchase decisions of Gener-
ation Z representatives. Researchers M.-1. Rodriguez-Fi-
dalgo et al. (2023) have studied the use of informative
Reels on Instagram to attract a new audience.

The activities of book publishers, including the
formation of strategies for the development of the
book industry, were analysed in scientific studies by
T. Krainikova & O. Ryzhkova (2023), who described the
transformation of communication strategies of book
publishers in the digital age. N. Podoliaka (2023) ana-
lysed the popularity of book merchandise among Tik-
Tok users, identifying the types of merchandise most
in demand, and focused on the brands that actively
promote it. In their article, O. Trishchuk & I. Shevchen-
ko (2023) explored in detail the effective use of social
media to promote books and engage with readers.

An analysis of research and publications demon-
strated the increasing importance of social media in
book marketing. Studies emphasise the need to adapt
content to the specific requirements of different plat-
forms, employ interactive strategies to engage the
audience, and constantly monitor the effectiveness of
marketing campaigns.

This study aimed to determine how social media
can be used most effectively to increase awareness of

book products, drive sales, and engage with readers.
The research and development of innovative strategies
for using social media in book marketing are essential
tasks that can significantly enhance the competitive-
ness of publishers and authors, promote the develop-
ment of the book market, and elevate the level of reader
culture.

The scientific novelty of this study lies in its com-
prehensive examination and analysis of contempo-
rary strategies for using social media to promote book
products, taking into account the latest trends and in-
novations in this field.

Materials and Methods

The research methodology included general scientific
and specific methods that provided a comprehensive
analysis of strategies for using social media in book
marketing, namely: analysis, synthesis, generalisation,
abstraction, and comparative analysis. These methods
enabled a thorough study of social media marketing
strategies, yielding both theoretical and practical results
thatcanbeappliedbypublishers,authors,and marketers.

The analysis method helped identify key trends, as
well as the advantages and disadvantages of various
social media platforms (Facebook, Instagram, Twitter,
TikTok) in the context of promoting book products. It
also assessed marketing issues, particularly their ef-
fectiveness in attracting readers and increasing sales.
Through the process of combining data and information
from various sources to create a comprehensive study,
the synthesis method was employed to gather diverse
data on strategies, compare them, and apply the most
effective approaches. The synthesis method was fur-
ther utilised to analyse successful case studies, examine
social media audiences, and evaluate the effectiveness
of various communication channels. This comprehen-
sive approach facilitated the creation of a detailed study
and helped to identify the most effective strategies for
promoting book products on social media, which are
outlined below. These strategies focus on maximising
engagement and reaching target audiences.

The generalisation method was used to draw
broad conclusions based on the analysed data. This
method was instrumental in identifying the key prin-
ciples and emerging trends in book promotion strat-
egies across various social media platforms. Further-
more, it facilitated the development of a theoretical
model, providing a structured framework for under-
standing these strategies. Additionally, the method en-
abled the formulation of practical recommendations,
offering valuable insights that can be effectively ap-
plied in real-world book marketing efforts to enhance
visibility and engagement.

The method of comparative analysis was used to
compare different strategies (creating brand aware-
ness, attracting an audience, selling books, collaborat-
ing with influencers, creating a community, personal-
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ising content) for using social media to promote books.
This method allowed for the evaluation of the effec-
tiveness of the strategies, their advantages and disad-
vantages, and helped determine which strategies work
best for different types of book products and audienc-
es. The use of these methods provided a comprehen-
sive approach to the study of strategies for using social
media in book marketing, allowing for both theoretical
and practical results.

Results and Discussion

Inthe 2022-2024 medialandscape, social media is a pow-
erful tool for engaging audiences, particularly in the book
industry, where the primary target audience consists of
active Internet users seeking new books to read. Social
media not only enable publishers and authors to reach
potential readers with a wider and deeper reach butalso
provide unique opportunities for interaction, engage-
ment, and audience participation. However, it should be
borne in mind that interactivity and customer focus have
transformed marketing strategies from standard adver-

tising campaigns into multi-level, dynamic dialogues.

The development of social media and its impact on
the book industry creates new opportunities for com-
munication with audiences and the promotion of liter-
ary works. Researching the role of social media in the
book business is important in the context of rapidly
changing marketing strategies. Of particular signifi-
cance is the increasing use of social media and electron-
ic resources to communicate with audiences, which has
become an increasingly popular means of popularising
books in the modern world, allowing authors and pub-
lishers to reach new heights. The distinctiveness of book
marketing positioning lies in the creation of a content
strategy, including book teasers, author interviews, live
discussions with readers, and contests, which help to es-
tablish a close connection with the audience.

Book marketing through social media also con-
tributes to the international distribution and acces-
sibility of books, expanding markets and audiences
beyond traditional geographical boundaries. This is
evidenced by the growing number of people using so-

Table 1. Number of active social media users globally

Indicators December 2021 July 2022 January 2023
Number of users (in billions) 4.5 4.62 4.76
Share of the world’s population (in %) 57 58.4 59.4

Source: based on O. Havryliuk (2023)

cial media (Table 1).

According to the data, the number of active social
media users worldwide is increasing annually. Further-
more, even a modest rise in the number of users is a
significant indicator, as it reflects the continued popu-
larisation of social networks among the global popula-
tion. This trend underscores the importance of social
media as a crucial channel for book marketing, helping
to boost their popularity among a broad audience. The

Selection of social media platforms
for marketing, as each of them offers

) ) Stages )
unique opportunities for content fori 8 N ' direct appeals to readers, announcements
.. . or implementing ‘ e 5
placement, targeted advertising. Audience a book marketing of new publications, literary events. And the
interaction and data analysis strategy on social media distribution of exclusive content

Engagement and interaction with
marketing agencies, which leads
to the development and implementation
of comprehensive book marketing
strategies in social networks

use of social media in book marketing is becoming an
increasingly important and effective means of achiev-
ing the objectives of promoting literary works.

In particular, a clear and well-coordinated structure
that encompasses various components and ensures
their interaction is crucial for effective book marketing
on social media. The initial step in implementing and
executing a social media strategy for book marketing is
the creation of a system that includes several key ele-

_ For publishers and authors. Social media is .
‘important for interaction with readers. Namel

Interaction with content creators
~ (bloggers, influencers, etc.) who cooperate with
' publishers to promote books through reviews.

4

 The importance of feedback from readers
! and content consumers who interact

with the content, make book purchases,
and participate in discussions

%

\Giveaways, interviews with authors.

Figure 1. Stages of implementing a book marketing strategy on social media

Source: developed by the authors
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ments (Fig. 1).

The number of social media users in Ukraine in-
creased from 60% of the population in 2021 to 76.6%
by July 2022, according to a study by GlobalLogic. By
the end of 2022, more than 28 million Ukrainian users
were registered on YouTube, more than 16.1 million on
Instagram, and 15.45 million on Facebook. TikTok had

GlobalLogic’

A Hitachi Group Company

TikTok  LinnkedIn

Instagram Facebook

YouTube

Figure 2. Number of Ukrainian social media
users in 2022
Note: *Number of users aged 18 and older; **LinkedIn
restricts the use of its platform to individuals aged 18 and older
Source: based on N. Zhyla (2022)

over 10.55 million Ukrainian users (Fig. 2).
Accordingly, the amount of time spent using the In-
ternet is also increasing. Specifically, in July 2022, the
Kyiv International Institute of Sociology conducted a
sociological study commissioned by the all-Ukrainian
NGO “Civil Network OPORA”, which found that the fre-
quency of Internet use has risen among Ukrainian us-
ers. According to the survey, 88% of respondents use
the Internet, and 79% do so daily or almost daily (Fig.
3). These data confirm the upward trend in online ac-
tivity among the Ukrainian population, which is signifi-
cant for understanding the popularity and effectiveness

Notused 11%

. Not every day 9%

Figure 2. Frequency of Internet use
among Ukrainian users
Source: based on Democracy, rights and freedoms of citizens
and media consumption in times of war: Results of the KIIS
survey for OPORA (2022)

of social media advertising campaigns.

Social media is one of the most effective tools for pro-
moting goods and services and for communicating brands
to target audiences (Ozuem et al.,, 2019). Its use is a cru-
cial method for authors to reach new readers, increase

sales, and build strong relationships with their audience.

Speaking further about the social networks of pub-
lishing houses, it is important to highlight their role
as a means of communication with readers. Publish-
ers and authors share book reviews, announcements
of new releases, interviews, quotes, quizzes, contests,
reports from book fairs and festivals, live broadcasts,
and more. Social networks also enable publishers to
receive feedback in the form of readers’ suggestions,
complaints, and recommendations, which are subse-
quently considered to improve their operations. It is
worth noting that Ukrainian publishers have a signif-
icant number of followers on social media, which di-
rectly influences book circulation, as these aspects are
often interconnected and are always considered when
deciding to print new editions.

One of the key elements of building a book market-
ing strategy on social media is the creation of commu-
nities of readers, as this helps authors and publishers
develop relationships with readers, gather feedback
on their work, and encourage readers to recommend
books to others. In addition, holding contests and
sweepstakes on social media is an effective part of a
book marketing strategy to attract new readers and
boost book sales. Online events organised by publish-
ers, such as readers’ clubs, interviews, and virtual book
launches, are becoming increasingly important. Nota-
bly, tracking the results of marketing campaigns is a
vital component of a book promotion strategy, as social
media analytics allows publishers and authors to assess
the effectiveness of their marketing efforts and make
necessary adjustments.

To effectively use social media in book marketing,
it is essential to understand and define the target audi-
ence. Audience analysis involves identifying age groups,
gender, geographical location, interests, and reading
preferences. This analysis can be conducted using so-
cial media tools such as Facebook Insights or Google
Analytics, which provide detailed information about
user behaviour and preferences.

Of particular importance is the study of comments
and responses to posts, as well as the analysis of the
most popular topics, to understand which books or
genres are most in demand. Engaging in discussions on
topic-specific forums, such as Reddit or Goodreads, can
also offer valuable insights into audience preferences.
This data forms the basis for creating relevant content
that meets the needs and interests of readers.

When promoting a brand on social media, business-
es usually want to ensure that as many people as pos-
sible are aware of their products or services. However,
such a strategy does not always lead to increased sales.
To be effective, brand information must reach potential
customers who are ready to purchase the advertised
product or service (Montaguti et al., 2023).

In the context of this research topic, namely the
effectiveness of book marketing strategies on social
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media, an important element is the development of
targeted content. In particular, it is advisable to create
materials that align with the interests and needs of
readers. The following key components should be con-
sidered when designing publications: creating posts
that provide in-depth analysis of literary topics, the
history of genres, advice for young authors, writing in-
structions, and more, which will help position the page
as an authoritative source in the field of literature; the
use of attractive and meaningful quotes from books
can evoke an emotional response and increase interest
in reading the entire work; creating content that high-
lights relevant topics in society or the literary world,
engaging the audience and stimulating active discus-
sion; publishing video interviews with authors, book
reviews, and live events (e.g., presentations of new
publications), which is also a powerful tool for attract-
ing and retaining an audience.

The key to successful content is its relevance and
ability to stimulate interest and interaction. It is im-
portant to update content regularly to keep the audi-
ence engaged and to adapt strategies based on chang-
es in preferences and trends. Visual content plays a
key role in attracting attention on social media, as the
human brain processes images much faster than text.
High-quality, attractive visuals can not only capture
users’ attention but also foster an emotional connec-
tion with the content. This is especially important in
book marketing, where the book cover often serves
as the first and most significant factor influencing
the purchase decision.

Firstly, it is essential to focus on the cover image, as
campaigns on Instagram or Facebook that include cov-
ers with bright, expressive images typically generate
higher engagement rates. Adding quotes from the book
or a testimonial from another renowned author of a
similar genre to the cover can further enhance interest
in the literary product. Secondly, the strategy of design-
ing a series of posts that are visually connected and tell
a story through a sequence of publications is important.
This approach not only keeps the audience excited but
also encourages them to stay and follow each new post.
Thirdly, the use of video content, such as video book re-
views, interviews with authors, and behind-the-scenes
footage of book creation, is a great way to use visual
content to attract an audience.

The use of visual content on social media for book
marketing offers many forms and possibilities, and
each publisher or author can tailor these approaches to
their unique needs and objectives. Selecting the appro-
priate visual representation strategy can significantly
increase the chances of success in interacting with po-
tential readers and stimulating interest in new books.

The third component of the conceptual strategy of
book marketingis the use of interactivity on social media,
which is not just a means of attracting an audience but
also a powerful tool for increasing audience activity and

engagement. Using various forms of interactive content
can significantly boost audience participation and loyal-
ty (Podoliaka, 2023). The most popular forms include:

1. Organising contests where participants have
to complete certain tasks or answer questions to win
books or merchandise. This approach not only stimu-
lates activity but also increases reach, as participants
often share such posts on their profiles.

2. Polls and voting enable the audience to express
their opinions on various issues, which provides feed-
back and enhances engagement.

3. Organising quizzes about books, authors, or lit-
erary topics can be both interesting and educational,
further stimulating audience interaction.

Interactive elements in social media offer a range
of important advantages that can significantly enhance
marketing strategies, such as increasing loyalty; build-
ing a strong community support group; and expand-
ing reach. Thus, interactivity on social media not only
increases audience engagement and activity but also
helps to create more meaningful relationships, which is
crucial to success in modern book marketing.

Collaboration with bloggers and influencers can
significantly enhance book marketing strategies, as
they have an established audience that trusts their rec-
ommendations. Selecting the right influencers requires
careful consideration of the following criteria: audience
relevance - the influencer’s audience must align with
the book’s target audience; credibility - the influencer
must have a well-established reputation and authority
in their niche, ensuring the credibility of their recom-
mendations; interaction and engagement - a high level
of interaction (comments, reposts) indicates an active
audience that responds to the influencer’s content. Col-
laboration with influencers opens up new opportuni-
ties for book marketers to increase the reach of their
products and effectively influence sales by leveraging
the authority and audience of influential personalities
in certain genres or areas of interest.

The prospects of using the Goodreads platform
should be emphasised, as it is a specialised platform for
readers that allows authors and publishers to interact
directly with their audience. Here are the strategic prin-
ciples of effective book promotion on the Goodreads
platform: creating a profile that describes the author
or publisher in detail, including a biography, a list of
published books, and upcoming projects; actively par-
ticipating in groups on Goodreads that are interested
in genres or topics relevant to the book being promot-
ed; creating and sharing lists of recommended books
that include the publication; encouraging readers to
leave reviews of books; conducting giveaways, which is
a powerful tool for attracting attention to new releas-
es; using advertising options that allow targeting those
readers who are most likely to be interested in the book;
participating in forums, discussions, and other events
on Goodreads increases an author’s visibility and helps
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them connect with readers. Using Goodreads as part of
a marketing strategy can significantly increase aware-
ness of authors and books, attract an active readership,
and boost sales. This platform, in particular, offers nu-
merous opportunities for interactive engagement and a
deeper immersion into the world of literature.

Social media has significantly transformed ap-
proaches to book marketing, providing authors and
publishers with powerful tools for engaging and inter-
acting with readers. From targeted content and visual
appeal to interactivity and personalised communica-
tions, social media not only boosts sales but also helps
build strong personal connections with the audience.
Social media platforms also provide valuable data for
analysis, enabling marketers to optimise strategies in
real-time and achieve new levels of performance.

With the development of technology and changes in
reading habits, the prospects for using social media in
book marketing will only continue to expand. Artificial
intelligence and machine learning are likely to lead to
even more personalised marketing campaigns that can
analyse and predict reader behaviour with unprecedent-
ed accuracy. Digital integration across various platforms
will provide a deeper immersion in content, makinginter-
action with book brands more engaging and interactive.

Social media has become an indispensable tool for
book publishers and authors. Major platforms such as
Facebook, Instagram, Twitter, and TikTok are active-
ly used to promote new book releases, build authors’
brands, and facilitate communication with readers.
However, a key strategy for success is to adapt market-
ing approaches to the specific features of each platform.
For example, while Facebook and Twitter are effective
in reaching wider audiences through text posts, Insta-
gram and TikTok are more focused on visual content
and videos, allowing authors and publishers to create
more creative advertising campaigns.

Oneimportantaspectisthatsocial media helpsbook
publishers reach new markets and audience segments
that might previously have been beyond their reach. At
the same time, questions arise regarding the long-term
effectiveness of such strategies. Frequent changes in so-
cial media algorithms can significantly affect the visibili-
ty of content, so authors and publishers must constantly
adapt their approaches. Additionally, the potential risks
of over-commercialisation of content must be consid-
ered,asthismayalienate readers who value authenticity.

Researchers such as W. Legrand et al. (2020) and
D. vom Lehn (2024) have made significant contri-
butions to understanding the role of social media in
book marketing. They emphasised the need for deep
audience segmentation on different platforms and
the importance of selecting the right content formats
to engage users. D. vom Lehn (2024) focused on the
psychological aspects of interaction with readers, high-
lighting that emotionally rich content on platforms
such as Instagram creates a deeper connection with

the author’s or book’s brand. W. Legrand et al. (2020)
analysed the dynamics of sales in the context of viral
campaigns on TikTok and demonstrated that recom-
mendations from influential users of this platform can
significantly increase interest in books.

The authors 0. Adeola et al. (2022) offered a valua-
ble analysis of the development of marketing strategies,
particularly in the context of modern technologies such
as artificial intelligence (Al), virtual reality (VR), and
neuromarketing. This study focuses on communication
and brand strategies in developing countries, providing
important insights into how marketing approaches are
evolving in these environments.

Researchers N. Ameen et al. (2022) have made
a significant contribution to the study of the impact
of new digital technologies on consumer behaviour
and self-esteem, especially among women of Gener-
ation Z. The work combines aspects of psychology
and marketing, making it useful for professionals in
these fields, as well as for developing more ethical
marketing strategies in a world where social media
and digital technologies play a key role in shaping the
consumer experience.

In general, current trends in book promotion are
not sufficiently studied in terms of their application
and effectiveness. The article by L. Blasco-Arcas et
al. (2022) represented a significant scientific contribu-
tion to the study of the role of consumer data in market-
ing, which enables companies to better understand the
needs of their customers, predict their behaviour, and
develop more personalised marketing strategies. The
article noted that the use of data facilitates the transi-
tion from mass marketing to individualised approach-
es. It outlines the opportunities and challenges compa-
nies face in using data to improve marketing strategies.
The authors also analysed ethical issues, making the
study relevant to the modern business environment.
It is worth noting that the source by S.L.C. Castro et
al. (2023) examined the impact of artificial intelligence
on market behaviour analysis and proposes an inte-
grated approach to marketing using innovative technol-
ogies. This study focused on how artificial intelligence
is transforming approaches to studying consumer be-
haviour and optimising marketing strategies, which is
an important element in promoting book products.

A. deWaard (2024) explored the relationship be-
tween the media industry and financial markets, specif-
ically how Wall Street utilises culture as a commercial
product. The author examined how culture, which once
held different values, is transformed into a consumer
product under the influence of financial structures. Fac-
tors influencing customer engagement on social media
are important. R. Hinson et al. (2019) investigated
the factors that affect customer engagement on social
media, particularly on the Facebook platform, as well
as the results of this engagement. The authors analysed
the issue through the lens of attachment theory, which
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considers the emotional connection between consum-
ers and brands. They also emphasised the importance
of Facebook as a platform for building sustainable emo-
tional connections between brands and consumers.
Customer engagement on this platform contributes not
only to short-term commercial benefits but also to the
formation of long-term relationships, which is crucial
for a brand’s long-term success.

The topic of book marketing is under-researched,
but concepts relevant to promotion strategies are dis-
cussed by V. Kumar et al. (2021), who explored the
impact of the latest technologies on marketing and
offer prospects for further research in this area. The
authors analyse the role of technologies such as arti-
ficial intelligence, big data, blockchain, the Internet
of Things (IoT), and other innovative solutions that
are transforming approaches to marketing, customer
engagement, and brand management. The concept of
brand storytelling in the digital age, analysing the the-
oretical foundations, practical approaches, and their
application in marketing strategies, were examined
by S.M.A. Moin (2020). The study emphasised the im-
portance of storytelling in forming an emotional con-
nection between brands and consumers. It provides
an in-depth analysis of brand storytelling in the digi-
tal age, highlighting its significance for effective mar-
keting. The author successfully demonstrated how
emotional narratives can be employed to create last-
ing connections between brands and consumers. This
source represented a valuable contribution to mod-
ern marketing research, particularly in the context of
digital transformation.

In general, the article by A. Park et al. (2023) re-
vealed the concept of brand storytelling in marketing
through the lens of bibliographic analysis. The scien-
tific work covers the history, development, and theo-
retical foundations of brand storytelling, as well as its
practical applications, providing an in-depth analysis
of brand storytelling in marketing and emphasising
its importance for attracting consumers and forming
emotional connections with brands. The bibliographic
approach helps to identify the main trends and topics
in research, which makes this article a valuable contri-
bution to marketing theory and practice, opening up
new perspectives for further research in the field of
brand storytelling and its impact on consumer behav-
iour. I. Ullah & S. Khusro (2020) analysed the impact of
social web platforms on book search and recommen-
dation processes. The authors noted that social media
are changing traditional models of information-seek-
ing and recommendation in the literary world. They
provide an important analysis of the impact of social
media on book searches and recommendations. The
researchers describe how social platforms are trans-
forming traditional models of how readers interact
with literature, emphasising the significance of social
context in reading decisions. This study was a valuable

contribution to the understanding of contemporary lit-
erary marketing and can serve as a basis for further
research in this area.

Thus, to effectively utilise social media in book
marketing, it is essential to apply integrated strategies
that encompass different platforms, engage audiences
through creative and authentic content, and adapt to
the ever-changing digital environment.

Conclusions

Social media can be a powerful tool for book marketing.
However, to achieve results, it is necessary to develop
a strategy and choose the best platforms that meet the
needs of the target audience. The use of social media
to promote book products is an effective and affordable
tool for authors, publishers, and bookstores.

The growing focus on data privacy may affect how
data is collected and analysed, requiring marketers to
be more cautious and responsible in their strategies.
Addressing the challenges of digital saturation and in-
formation overload will require new strategies to effec-
tively capture and retain readers’ attention. Thus, social
media will continue to be a critical element in market-
ing strategies for the book industry. Its role as the main
channel for promoting and engaging readers will only
grow, making it an indispensable tool in the hands of
creative and innovative marketers.

For successful marketing, it is important not only
to create and implement strategies but also to be able
to analyse their effectiveness. Data monitoring allows
marketers to track how the audience reacts to differ-
ent campaigns and determine which ones are the most
successful. Among the key indicators that should be
monitored are interaction, comments, reposts, video
views, reach, conversions, and website traffic. Based
on the collected data, marketers can adapt and opti-
mise marketing strategies to improve results. Recom-
mendations for optimising the use of social media in
book marketing include developing individual strat-
egies for each book, strengthening engagement with
reader communities, and continuously improving con-
tent to maintain audience interest. It is also important
to test different approaches, change targeting, opti-
mise content, and focus on the most effective channels
to achieve the best results.

Prospects for further research on this topic include
studying personalised approaches to book advertising
on social media based on users’ behavioural data and
interests, which will lead to the development and im-
plementation of individual promotion strategies for
different audience segments. Additionally, researching
social platform algorithms and how changes in them
affect the visibility of book content will help devel-
op strategies that will allow marketers to effective-
ly adapt to algorithmic changes. Studying which key
performance indicators best reflect the success of
social media campaigns for book promotion and
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Ctparerii BHKOPUCTaHHSA COLiaAbHHUX MepPeX Y KHHKKOBOMY MapKETHHTY

lanHa OxpiMeHKO
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AHOTaWifl. CyyacHUI CBiT XapaKTepU3yeTbCA CTPIMKUM PO3BUTKOM HUPPOBHMX TEXHOJIOTIH Ta NpOoJaXkeM
MOCJIYT OHJIAMH, 110 CYTTEBO BIJIMHYJIO Ha mpolec KoMyHikalii, 06MiHy iHpopmarljiero Ta BeseHHs 6i3Hecy.
OpHi€o 3 HAWOIIBII 3HAYYIIMX 3MiH € MOsIBA Ta UIMPOKe PO3MOBCIO/PKEHHS COIiaJIbHUX Mejia, siKi cTaau
HEeBi/'€MHOI0 4aCTHHOIO MOBCSK/AEHHOTr0 XUTTs 6araTbox Jjel. Metoto ctaTTi 6yB aHasli3 epeKTUBHOCTI
CcTpaTerii NpocyBaHHA KHMXXKOBOI MPOAYKLII B coljia/IbHUX Mepexax. MeTof0J10Tia AOCAipKeHHs BKJI0Yaaa
3arajJibHOHayKOBi Ta crnenudiyHi MeToAH, 1110 3a6€3MeYy0Th KOMIIJIEKCHUN aHa/i3 cTpaTerii BUKOPUCTAaHHSA
conjaJbHUX MeJlia B KHI)KKOBOMY MapKeTHHIY, a caMe: aHaJli3, CUHTe3, y3arajbHeHHsl, abCTparyBaHHs,
MOpiBHAIBHUN aHaJi3. KoMmiekcHUH mifxiJ /0 aHati3y Ta po3po6KU CTpaTeriii BUKOPUCTAHHS COLiaJIbHUX
MepeX Yy KHMXKKOBOMY MapKeTHHTY INPOINOHYE HOBI ifjei Ta mpakThyHi pekoMeHfauii, siki MOXyTb 6yTH
BUKOPUCTAHI BUAABISMH Ta aBTOPaAMHU [JI MiJBUIeHHS e(EeKTUBHOCTI CBOIX MapKETHHTOBUX 3YCHJIb
Ta 36iJblIeHHs] NpojAaXXiB. BUKOpUCTaHHSA COIjiaJIbHUX MepeX Moxe O6yTH BUCOKOepEeKTHUBHHM CHOCOG0M
MPOCYBaHHS KHUKOK. /lJi1 BUAABIiB Ta aBTOPIB, sIKi 6akaloTh BUKOPUCTOBYBATH COLjia/ibHI MeJiia, BaXJ/JIMBO
pPO3pOOUTH UITKY CTpaTerito Ta 06paTH BiAnoBigHI niaTdopmu A cBOEI 1[iboBOI ayauTopii. BukopucTanHs
coljiaJIbHUX MePeX /151 TPOCYBaHHs KHHUKOK € eQeKTUBHUM 1 OCTYITHUM iHCTPYMeHTOM /1151 aBTOPiB, BU/ABIIiB
i kaurapenb. OfHAK, 3pocTarya yBara 1o KOHQiAEHI[IHHOCTI JaHUX MOXe BIJIMHYTH Ha MeTOoAd 3060py Ta
aHaJsi3y iHdopmMmarii, BUMaraw4y BiJj MapKeToJIOTiB 6yTH 6iblI 06epeXXHUMHU Ta BiZjMOBifaJbHUMU Y CBOIX
cTpaTterisx. Bukinky, nos’sizaHi 3 [uppoBo HachyeHicTIO Ta iHGOpMaliiHUM NepeBaHTAXKEHHSAM, TAKOXK
BUMaraTUMyTb HOBUX MiZiXoAiB AJig epeKTHUBHOrO NPHMBEPHEHHS yBaru Ta 3ajydeHHs yuTadiB. OTpumani
pe3yJIbTaTH MOXYTb OYTH BUKOPHUCTAHI AJis ONTUMIi3alil AissibHOCTI BU/IaBIIiB, aBTOPiB Ta MapKeTOJIOTiB, AKi
NparHyTh eGeKTUBHO NPOCYBATH KHUTH Ta 3aJly4aTH YMTA4iB yepes collia/bHi Mepexi
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