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Abstract: The article presents the results of a survey devoted to identifying problems of communication of book publishing houses 

of Ukraine with readers and buyers of their products. Priority communication channels have been identified, from which readers will 

learn about publishers' news and book market events. 
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Introduction. Ukraine's publishing industry is currently in 

crisis. One of the causes of the crisis was the COVID-19 

pandemic, the introduction of quarantine and blocking, 

which led to changes in people's media behavior [3], the 

closure of bookstores, libraries, the cancellation of presen-

tations, exhibitions, fairs. In such a difficult situation, pub-

lishers try to organize various promotions and PR cam-

paigns to influence the popularity of their publications. To 

identify sources of information about new books and 

events in the book market, communication channels that 

affect the sale of books, we conducted a survey, the results 

of which are presented in this article.  

Sociological surveys related to reading and book pub-

lishing in Ukraine are conducted mainly by state institu-

tions, in particular the Ukrainian Book Institute. The all-

Ukrainian big project "Ukrainian Reading and Publishing 

Data 2018" from the cultural and publishing project Chy-

tomo, analytical Razumkov Centre and a digital publishing 

house Gutenbergz, the results of which are presented on the 

website Ukrainian Reading and Publishing Data 2018 

http://data.chytomo.com [5]. 

The main questions of this poll concern the state of the 

modern publishing market and readers' preferences of 

Ukrainians. Some questions (for example, reasons for book 

selection) intersect with the questions in our study, so it 

would be appropriate to compare the answers, given that 

the survey was conducted at the same time. In 2020, the 

governmental organization Ukrainian Book Institute com-

missioned an all-Ukrainian sociological survey "Reading 

in the context of media consumption and life design" [4]. 

This study is important because its organizers aimed to 

study the typology of readers in the context of media con-

sumption and identify effective channels of communica-

tion with them. Questions from this study (about leisure 

and frequency of reading magazines, watching television, 

listening to the radio) help to understand the behavior of 

readers and buyers of books. In addition to these questions, 

it is important to find out how often readers and shoppers 

use the Internet, in which social networks they spend the 

most time. The difference between our research and the 

above is that our research is aimed directly at identifying 

priority sources of information about new books and book 

market events. The study is relevant because publishers, 

like any organization, have great opportunities to promote 

their products, but often do not know how to use them to 

inform their potential readers or buyers and influence sales. 

This poll was conducted to answer this question.  

Analysis of recent researches and publications. The 

state of Ukrainian book market at the present stage, in par-

ticular its communication challenges, is studied by both 

Ukrainian and foreign scientists, in particular digital trans-

formations in the publishing industry – M. Zhenchenko, 

communication innovations – S. Vodolazka, publishing 

marketing V. Teremko. Interesting from the point of view 

of advertising and promotion of publications are the works 

of T. Bulakh, I. Kopystynska, A. Sudyn, which covers the-

oretical and practical issues of advertising and marketing 

in publishing, emphasizes the importance of promoting 

publications among the main tools of book marketing. N. 

Zelinska, O. Skiban, and O. Skochynets have partially re-

searched the promotion of book editions in traditional and 

modern Ukrainian media. H. Klyuchkovska’s dissertation 

is devoted to book promotion in the media, but more than 

20 years have passed since the study, during which time 

significant changes have taken place in the development of 

the media space, and new opportunities and information 

channels have appeared in publishing houses [2]. The role 

of mass media and social media in the formation of the cul-

ture of reading Ukrainian books in the information society 

in the dissertation was clarified by A. Bessarab [1]. 

Thus, many works of Ukrainian scholars are devoted to 

the topic of popularizing reading, promoting books in tra-

ditional and modern Ukrainian media, but they did not 

study the opinions of readers and buyers of books on 

sources of information about the book publishing market. 

It is worth looking at the problem more broadly, analyzing 

the various channels from which readers receive infor-

mation and which publishers can use to inform readers 

about books, as the topic requires a comprehensive ap-

proach. 

The purpose of the study. The purpose of the article is 

to identify sources for obtaining information about the ac-

tivities of the publishing house, to find out the prospects of 

the publishing house's use of mass media and the Internet 

to promote book editions. 

Materials and methods. Our survey was conducted in 

the fall of 2019. The survey involved 200 respondents - 

people who visited the Book Forum Lviv, the largest 

Ukrainian book fair and one of the most popular events of 

its kind in Eastern Europe. The survey was conducted us-

ing a questionnaire, respondents had to fill out a paper ver-

sion of the questionnaires. The sample consisted of people 

who voluntarily answered the questionnaire. Additional 

questions about the age, gender, income level, place of res-

idence and employment of the respondents allowed to 

study in more detail the answers of specific groups of 
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people. The purpose of the study was to find out where 

readers get information about new books and the activities 

of Ukrainian book publishing houses; determine which In-

ternet sources are trusted; to investigate what information 

about the book market attracts the attention of respondents 

and what events organized by publishers’ people attend. 

Results of research. One of the key questions is where 

visitors to the book fair get information about new books 

and the activities of Ukrainian publishing houses. The pur-

pose of the question is to identify the main information 

channels that people use to learn about new books. The re-

sults of the answers are presented in detail in figure 1. To 

the question "Where do you get information about new 

books and activities of Ukrainian publishers: print media 

(newspapers, magazines), radio, television, Internet, 

bookstores, acquaintances, friends, colleagues, advertising, 

etc." it was necessary to choose sources of information 

about publishing houses and number them according to the 

level of priority, evaluate on a 7-point scale, where 1 is the 

main – the most important source, 7 – the least important. 
 

 
Figure 1. Channels for obtaining information about the activities of publishing houses. 

 

Thus, the main source of information is the Internet, 

only 2% of respondents do not use it to obtain information, 

and 80% of respondents put it in the first place. Interest-

ingly, in second place in the importance of informing about 

new books and activities of Ukrainian publishing houses 

not the media, but acquaintances, friends, colleagues (for 

83%, in addition, 28% of them put this source in the first 

place), and in third place - bookstores (74%, and 18% in 

the first place), where readers can directly get acquainted 

with new books. By the way, respondents do not rely too 

much on the advice or advice of sellers, rely on their own 

tastes, preferences, reading experience. The press is a 

source of information for 53% of respondents (47% did not 

choose such a channel of information), but the largest num-

ber of respondents put this source in 5th place, as well as 

television. Interestingly, half of the 54% of respondents do 

not receive information from television (although in many 

answers – regret that there are no/few programs on TV ded-

icated to books and reading). Radio is a source of infor-

mation for 57% of respondents, although almost all re-

spondents put this source in the last place, and 43% did not 

choose such a channel of information. 

Thus, according to the study, the priority source of in-

formation is the Internet (the choice of 98% of respond-

ents), the lowest priority is an advertising and traditional 

media. Respondents' choice of the new media as infor-

mation channels, in contrast to the traditional ones, is in-

correctly explained by the age of the respondents, firstly, 

among the interviewed people of different ages, and sec-

ondly, mainly by middle-aged respondents – 30-50 years. 

The problem is that information about new books and the 

activities of Ukrainian publishers is difficult to find in tra-

ditional and online media, and the Internet remains the only 

source of information where information about new books 

and publishing activities appears. 

Since the Internet is identified by most respondents as 

the highest priority source of information, it was interesting 

to investigate from which Internet sources respondents 

draw information about events in the publishing industry, 

which Internet sources enjoy the most trust of readers. Re-

spondents were asked to number the following channels by 

priority level (from 1 – most important to 7 – least im-

portant): websites of publishing house, official pages of 

publishing house in social networks, personal pages/blogs 

of publishers or authors, pages of profile communities in 

social networks, book internet shops, specialized Internet 

sites that write about literature and publishing, online me-

dia and more. The results of the answers are presented in 

detail in figure 2. 

According to the survey, respondents (74%) receive in-

formation from the official pages of the publishing houses 

in social networks; from websites of publishing houses – 

72%; personal pages/blogs of publishers or authors – 67%, 

online bookstores (50%), specialized websites (such as 

"Chytomo","Bukvoid","Litakcent"), which write about lit-

erature, publishing (49%), a significant proportion of read-

ers turn for information to profile communities (such as 

"My book") in social networks (48%),  online media, 

which on their pages cover issues of the promotion books 

or events in rubric “Culture” (such as 

https://www.pravda.com.ua , https://lb.ua, 

https://www.the-village.com.ua/ etc.) – 47%. 
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However, it cannot be stated unequivocally that all 

online resources are used by many consumers of infor-

mation at the same time. Yes, half of the respondents do 

not use the online bookstores, specialized websites, which 

write about literature, publishing, a profile communities in 

social networks and  online media; one third of respondents 

do not use the websites or official pages of the publishing 

houses in social networks and personal pages/blogs of pub-

lishers, authors.  
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Figure 2. Internet channels of information about the publishing industry. 

 

From the suggested answers of the respondents, we see 

that most respondents learn about new books from social 

networks and friends, get information on websites – more 

than a third, 53% – from newspapers and magazines, 54% 

– on television, 57% – on radio stations and 58% from ad-

vertising. It should be noted that the level of priority of me-

dia channels is quite low: only 2% of respondents put in 

the first place the press and radio and only 3% of respond-

ents put television and advertising in the first place as the 

channel of information about the publishing industry. 

As can be seen from the results of the study, the Internet, 

in particular social networks, is a significant source of in-

formation, because the results of surveys show that many 

respondents learn about new books on social networks. In-

terestingly, people's recommendations are also one of the 

priority channels for obtaining information about new 

books and a motivating factor in choosing a book. A more 

detailed study of the role of readers in the communication 

of book publishing in Ukraine is presented in the publica-

tion "Book PR: do readers influence on the communication 

of publishing company?" [6]. Information channels, which 

are in front of the eyes of a large part of the audience (TV, 

advertising), are rarely used by publishers. TV channels 

have almost no programs dedicated to books or reading, 

and publishers do not have enough money for advertising, 

so people who are actively interested in modern literature 

and often buy books do not receive enough information 

from them because these channels do not broadcast it. 

The answers of the respondents shows that they pay at-

tention to news about books and the activities of publishing 

houses from different information channels depending on 

age, location, income level, field of employment. People 

who read a lot and buy books (namely such visitors to the 

book fair Book Forum Lviv) learn about book news 

through various information channels (television, radio and 

advertising). This shows that this audience pays attention 

to news from the book world. 

It was equally important to find out the information 

needs of readers about the book market. To the question of 

the questionnaire "What information about the book mar-

ket attracts your attention?" respondents had to choose sev-

eral options: about new books, about authors, about presen-

tations, competitions, exhibitions, about the cost of books, 

and more. The dynamics of the structure of information 

needs about the book market is such that the greatest inter-

est in new books (the vast majority (62%) identified such 

information as a priority, and all are interested in such 

messages – 68%), two thirds of respondents (60%) are pri-

marily interested in various events in the book market – 

presentations, competitions, exhibitions, and more than 

half (56%) prefer information about authors, and they are 

least interested in information about the cost of books (92% 

of respondents – do not pay attention to such information). 

Some respondents acknowledged that price is important. 

This is evidenced by the answer to the question about the 

factors of choice of the book by readers, where the price 

was mentioned as an important factor for 86% of respond-

ents, although they did not put it in the first place, but only 

in the third, fourth, fifth places. 

It can be argued that the information needs of readers 

are high and diverse, they are interested in new books, au-

thors, events in the publishing industry (presentations, 

competitions, exhibitions), without putting information 

about the price of the book in the first place. Among other 

things, respondents said that they were interested in "cur-

rent topics, about publishing houses", "about publishing 

news", "only information about books of a certain genre", 

"I do not follow the news, I learn information from friends 

and acquaintances" and so on. The answer to the question 

about the information requests of the visitors of the book 

forum will help the PR managers of the book publishing 

houses to decide on the topics of PR-messages, to choose 

the appropriate communication tools. 

It was important for us to find out whether the respond-

ents attended events organized by publishers. According to 

the survey, most respondents (76%) say they attend book 

presentations, autograph sessions of writers, almost half 

(52%) say they attend specialized book exhibitions and fo-

rums, only 12% follow the awards, the announcement of 

the winners of the competition, 8% of respondents an-

swered that they do not attend any events held in the book 

publishing industry. Let me remind you that the research 

was conducted at the International Book Forum Lviv – the 

most important and most anticipated book, literary and cul-

tural event of the year in Ukraine. The purpose of the Book 

Forum is to draw public attention to the most pressing is-

sues of modern Ukrainian book publishing, to support the 

tradition of professional discussions and seminars. For its 

visitors, the forum itself is an important source of infor-

mation about new books. Respondents also named 

bookstores and universities, colleges, or other educational 

institutions as places to attend, as well as individual pub-

lishers and local writers who initiate meetings with readers. 

During the pre-quarantine period, the country regularly 
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hosted book exhibitions and festivals, publishers organized 

presentations in shops and clubs, meetings with authors 

and autograph sessions, various cultural events to promote 

their authors and their books. It is worth noting that people 

who have higher education and live in big cities – Kyiv, 

Lviv, where the biggest and most important events of the 

book publishing market of Ukraine – Book Arsenal and 

Book Forum – are most active in attending book cultural 

events. 

It is interesting to compare the answers of our study with 

the results of a poll conducted by "Ukrainian Reading and 

Publishing Data 2018" from the cultural and publishing 

project Chytomo. The question "What most influences the 

choice of the book?" 46.2% answered – recommendations 

of friends, and recommendations of the seller (for example, 

in a bookstore, at a book exhibition) – 11.8%, 12.4% – re-

views on social networks, on sales sites; reviews and re-

views in the press and online media – 11.1%, reviews on 

book sites 9.9%, mentions on TV and radio – 4.7% (per-

centages are given for those who read books) [5]. 

If we consider in more detail the answers of the study 

all-Ukrainian sociological survey "Reading in the context 

of media consumption and life design" (2020), we can 

highlight the following book selection factors (% of those 

who buy printed books): friends' recommendations (46%), 

reviews on book sites (15%), reviews on social networks, 

on sales sites (15%), seller's recommendations (11%), re-

views and reviews in the press and online media (11%), 

blogger recommendations, podcasts (6%), mentions on TV 

and radio (5%) [4]. 

Even though the questions in this study were posed 

somewhat differently, the general trend persisted. 

Given the results of research on sources of information 

for readers and buyers of books, PR managers of publish-

ing houses should pay attention to these online platforms, 

using them as channels of communication with readers and 

books buyers. 

Conclusions. The formation of the corporate reputation, 

image and brand of the publishing house is influenced by 

media and non-media factors. Under the influence of com-

munication, the sum of impressions of the target audience 

from the publishing houses is formed.  

When launching certain PR campaigns, it is important 

for publishers to analyze what sources of information are 

used by the target audience of their books. According to the 

survey results, it can be concluded that the most active 

ways to promote books are Internet channels (sites and so-

cial networks), as well as recommendations from friends 

and acquaintances, who, in turn, also often share their opin-

ions on the Internet and on social networks. Although the 

standard methods of promotion in the past through adver-

tising, media, radio and television work, they are the least 

active. Media mentions and advertisements are important, 

but unfortunately, there are not have enough programs in 

books and reading in mass media. Book exhibitions and 

book cultural events are particularly popular among the re-

spondents. From this we can conclude that it is important 

for publishers to actively promote books on social net-

works, to promote the publisher's brand in the media, since 

the brand or the well-known name of the publisher affects 

the audience. 

Thanks to the media and other communication channels, 

the attitude of readers and other groups of the target public 

to a certain publishing house is formed, and the culture of 

reading in society in general increases. This is influenced 

by many factors and, above all, the media environment, 

both broad and narrow, in which publishers must intensify 

their communication activities if they want to develop their 

publishing business and the productive existence of their 

publishing houses. 
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