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Abstract. The relevance of the topic is due to the influence of the Internet on all spheres of life and business, which
requires printing enterprises to adapt their economic and marketing processes to modern realities. The aim of the work
was to study the impact of the Internet on the economy and marketing of printing industry enterprises in the context
of general digitalisation and popularisation of electronic publications. The theoretical basis of the study were scientific
works of Ukrainian and foreign scientists-theorists in the study of adaptation processes of printing enterprises to the
new information environment, and the main scientific methods - the method of system analysis, strategic planning
(SWOT-analysis), updating and periodisation. The results of scientific work were the assessment of the degree of influence
of the World Wide Web on the activities of printing enterprises in the context of assessing their economic and marketing
indicators, as well as finding potential ways of development of the printing industry of Ukraine through the integration
of publishing and printing enterprises in the Internet environment, as well as attracting attention and updating the study
of the current issue. The significance of the results obtained is presented in highlighting the prospects of development of
the publishing and printing industry of Ukraine due to the process of integration and the need for interaction of printing
enterprises with electronic tools of communication within the framework of the World Wide Web. The study demonstrated
that despite the crisis phenomena caused by the Internet, the printing industry of Ukraine retains significant potential for
turther development due to the integration of digital technologies. The introduction of innovative production systems,
such as Industry 4.0, and the active use of Internet marketing to expand advertising opportunities and increase the
competitiveness of enterprises are suggested as ways of modernisation. The results of the study can serve as a basis for the
development of new business models adapted to the conditions of the digital market
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INTRODUCTION
The relevance of the study of the impact of the World Wide = models based on traditional methods are no longer able
Web on the economics and marketing of printing enterpris-  to compete without the introduction of modern Internet
es is due to the global changes that have occurred asaresult  innovations. Printing companies are faced with the need
of digitalisation and the introduction of Internet technol-  to adapt their marketing strategies to remain competitive
ogies. With the rapid growth of the online space, business  and meet the needs of the digital market. The decreasing
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demand for printed publications and the growth of elec-
tronic communication between producers and consumers
requires a rethinking of the ways of promotion and interac-
tion with customers. Thus, the study of the mechanisms of
the Internet’s impact on the printing industry is crucial for
determining further strategies for the industry’s develop-
ment in the context of digital transformation.

Studying the issue of the impact of digital technologies
on printing enterprises, researcher O. Shapovalov (2024),
noted the decline in demand for printed publications. The
crisis of the publishing and printing industry caused by the
spread of the Internet is also noted by Kh.B. Kulchytska &
M.R. Semeniv (2023), emphasising that there is a tendency
of decline in the volume of printed matter and also noting
the decrease in the number of printing companies. The glob-
al situation caused by the worldwide coronavirus pandemic
has also led to a shift in consumer engagement in favour of
the Internet and online businesses. Researchers G. Gamprel-
lis et al. (2021) observed that there is a downward trend in
the number of printed books and newspaper publications.
However, at the same time, there is a significant growth in
the areas of printing of advertising materials, packaging, and
labels as the number of products on the market is increasing
all the time. Ya.V. Bruyaka (2024) focused her study on the
problems associated with the lack of development of digi-
tal competencies of workers in the printing industry. The
researcher came to the conclusion that it is informal edu-
cation (courses, trainings, seminars, webinars, masterclass-
es) of printing specialists that plays an important role in
modern conditions, as it is the most accessible to the public
and can provide an increase in their level of knowledge in
short terms. A. Kvasko & O. Sukhorukova (2023) described
the trends of the modern printing sphere. The researchers
were able to establish that in 2022-2023, there is a decrease
in the volume of printed publishing products, namely news-
papers and magazines, the number of electronic copies
increases, which contributes to the reduction of the oper-
ating cycle, as well as reducing the costs of the enterprise.

Many researchers insist on the need to change the
marketing strategies of enterprises in the publishing and
printing industry. Thus, in her research paper, E. Kasumo-
va (2020) insisted that the marketing strategy of printing
enterprises in Ukraine should introduce mechanisms of
systematic electronic marketing, using such tools as con-
textual advertising on the Internet, SEO-promotion (Search
Engine Optimisation — a mechanism of website promotion,
with its optimisation for search engines) and SMM-pro-
motion (Social Media Marketing - marketing promotion
in social networks). The mechanisms used by Ukrainian
printing enterprises are somewhat outdated, which leads to
even greater lagging behind publishing and printing com-
panies from the rapidly developing Internet and electronic
publications. The printing business needs to adapt to new
realities by mastering new technologies and finding ways to
integrate print and electronic communications.

The purpose of the research work was to study the
mechanisms of influence of the World Wide Web on the

economy and marketing of printing enterprises. The nov-
elty of the research work is the coverage of the topic of the
process of integration and interaction of publishing and
printing enterprises with the processes of digitalisation and
development of the Internet, which will give grounds for
the formation of new ways of development of the printing
industry of Ukraine.

MATERIALS AND METHODS
The methodological basis of the research covered the meth-
ods of statistical analysis, which were used to assess the state
of the printing industry on the basis of quantitative indica-
tors. In particular, data from the State Statistics Service of
Ukraine (n.d.), the Ministry of Finance of Ukraine (n.d.) and
the Ministry of Economy of Ukraine (n.d.) were used to ana-
lyse the dynamics of the number of enterprises and volumes
of products produced. Advertising market indicators pro-
vided by leading advertising agencies and research organi-
sations, such as All-Ukrainian Advertising Coalition (n.d.)
and information websites Reklamaster (n.d.) and Market-
er.ua (n.d.), were also considered. Statistical data included
quantitative indicators of the development of the printing
industry of Ukraine for the period from 2015 to 2023, the
dynamics of changes in the number of enterprises and the
volume of sold products. These data were used to analyse
the state of the industry and form conclusions regarding
key trends and challenges. The research period was limited
to the year 2023, as statistical data on the number of print-
ing industry enterprises and the results of their economic
performance had not been published at the time of writing.

In the course of the work, graphical and mathemati-
cal methods were used to create charts that displayed the
changes in the number of enterprises, volumes of prod-
ucts produced and the dynamics of the advertising mar-
ket. These charts were used to visualise key trends and to
facilitate data comprehension. SWOT analysis was used
to identify the strengths and weaknesses of the Ukrainian
printing industry, as well as opportunities and threats re-
lated to the external environment, including the impact of
the Internet and digital technologies. This analysis helped
to formulate strategic recommendations for further de-
velopment of printing enterprises in the context of digital
transformation of the market.

In addition, the study applied general scientific methods
of system analysis, comparison, and grouping. The meth-
od of system analysis was used to study the relationship
between changes in the printing industry and the develop-
ment of Internet technologies. The method of comparison
helped to compare the development indicators of the print-
ing industry in different time periods, as well as between
different market segments. The grouping method made it
possible to classify printing industry enterprises according
to the degree of their adaptation to new market conditions.

RESULTS AND DISCUSSION
The printing industry is a socially important branch of
the country and directly depends on the socio-economic
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stability of the society and is extremely vulnerable in the
conditions of economic instability. The development of in-
formation technologies creates new challenges for produc-
tion enterprises in all countries of the world. The influence
of the World Wide Web on the printing industry is quite
strong. Today’s rapid development of digital technologies
and constant improvement of visual information dissemi-
nation processes raise the issue of relevance and efficiency
of printed products.

The modern market of printing services is quite ambig-
uous. According to the conducted research, the main vol-
ume of printed products of printing enterprises previously
accounted for fiction, newspapers, and magazines. It is not
worth ignoring the fact that more and more people prefer
electronic media, whether it is news publications or fiction,
which has led to a significant decrease in demand for print-
ed publications and, consequently, to a decline in the pro-
duction of this type of products. At the same time, there has
been a marked shift in the industry towards the production
of promotional materials. The printing industry worldwide
has witnessed a rapid growth in the printing of promotional
materials and labels. The rapidly growing market for pack-
aging and printed promotional products is attracting more
and more printers from across the country who are active-
ly pursuing it (He, 2019). To compensate for the declining
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profitability caused by the decreasing distribution of tra-
ditional printing products, some printing companies are
finally switching to the production of packaging and pro-
motional products, leaving traditional printing in the past.

Thus, in recent years, in the period from 2015 to 2023,
the total number of enterprises engaged in printing ac-
tivities in Ukraine has decreased by almost 23%, to 3.72
thousand business units, many of the closed enterprises
underwent a financial crisis and had to close production
due to the unstable economic condition. More than 20% of
enterprises in the sector had low financial performance in-
dicators (Kachmar, 2023). In the period from 2020 to 2023,
the situation in the industry had not improved, moreover,
additional difficulties of doing business were added, such
as the worldwide pandemic of coronavirus infection, ac-
tive hostilities on the territory of Ukraine, which further
contributed to the growing demand for Internet resources.
Physical losses of production capacities of Ukrainian pub-
lishing houses due to the war, especially in Kharkiv, which
was one of the largest printing centres of the country, sig-
nificantly undermined the work of the industry, although
some enterprises were able to partially restore their activ-
ities. Figure 1 shows the dynamics of change in the num-
ber of enterprises in the Ukrainian printing industry for
2015-2023 (Shapovalov, 2024).
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Figure 1. Dynamics of the number of enterprises in the printing industry of Ukraine in the period 2015-2023

Source: composed by the authors based on O. Shapovalov (2024)

In addition to the reduction in the total number of
enterprises in the publishing and printing industry, these
years saw a strong decline in their profitability. In the pe-
riod up to 2018, less than 80% of the enterprises in the in-
dustry made a profit from their operations. After 2018, the
situation continued to deteriorate. According to the State
Statistics Service of Ukraine (2024), by 2023, only 60% of
enterprises in the industry were able to make a profit from
their operations, which is 20% lower than before 2018
(Kachmar, 2023). The main reasons for the decline in prof-
itability were reduced demand for printed products caused
by the popularisation of digital and electronic media, ris-
ing raw material and logistics costs in the context of in-
flation, and physical losses of production capacity due to

hostilities. The Internet has become only one of the main
factors having a negative impact on the functioning and de-
velopment of the printing industry in Ukraine.

Given the shift in printing production towards ad-
vertising products, as discussed above, it is important to
analyse the industry’s place in the intensively expanding
advertising market. As of 2020, the first place among the
channels most frequently used by advertisers was occu-
pied by online advertising, with a market share of more
than 50%. Print advertising and press, on the other hand,
was only third in this ranking, with only 13% of the mar-
ket share. The size of the advertising and communication
market in terms of percentage for 2019-2023 is shown in
Figure 2 (Semenyuk & Bagmut, 2024).
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Figure 2. Advertising market size in terms of percentage for 2019-2023
Source: composed by the authors based on A. Semenyuk & I. Bagmut (2024)

In 2020, online advertising surpassed all other commu-
nication channels in terms of volume, which dealt an even
greater blow to the print industry, causing a decline in out-
put and, consequently, profits. At the end of 2021, online ad-
vertising remained dominant with over 60% of the market,
while print advertising continued to decline and by the be-
ginning of 2023 only accounted for about 10% of the total
advertising market (Semenyuk & Bagmut, 2024). Speaking
about the main stratum of production by printing enter-
prises, it is worth mentioning packaging products. The most
popular and promising niches are the production of bags, la-
bels, and other packaging elements. The increased demand
for such products is caused by the fact that, having placed
advertising on the Internet, companies cover large volumes
of audience, including a fairly accurate hit of advertising
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in the target audience, at acceptable costs, however, to sell
their products companies need packaging materials, which
must have a physical expression and cannot remain in vir-
tual space. Moreover, there is an increasing trend in de-
mand for the production of security printed elements that
prevent goods from being tampered with or tampered with.

Apart from the growth in demand for packaging prod-
ucts, which is related to the development of online adver-
tising and the need for physical packaging for goods, it is
important to note other factors affecting the volume of
printed products sold. One of such factors is the state sup-
port of the printing industry, aimed at stimulating business
during the crisis. This was reflected in the dynamics of the
volumes of sold printing products, which for the period
2015-2023 is presented in Figure 3.
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Figure 3. Advertising market size in terms of percentage for 2019-2023

Source: composed by the authors based on O.P. Butenko et al. (2024)

Based on the presented data, we can see that the volume
of sold printing products increased by 50% from 2015 to
2021, reaching a maximum value of UAH 12.6 billion. This
growth indicates a gradual recovery of the industry despite
the crisis phenomena. However, from 2021 onwards, there
is a decline in sales volume, reaching UAH 11.5 billion in
2022 and recovering slightly to UAH 12.1 billion in 2023.
This contradiction between increasing sales volume and
decreasing profitability is attributed to changes in product
mix and rising production costs. Printing companies are

facing rising prices for raw materials and logistics costs,
which has led to lower margins. Additionally, despite the
growth in sales volumes, profit margins are declining due
to high demand for cheaper products such as packaging
and labels, which, although produced in high volumes, are
less profitable than traditional printing products. Thus, the
growth of sales volumes does not always correlate with the
growth of profitability of companies. In order to return
the previous production volumes, or at least to increase
the current indicators, thus ensuring profitability and
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efficiency of enterprises, it is necessary to create a supply.
To solve this problem, it is advisable to use the possibilities
of Internet-mechanisms.

The influence of the Internet has not only affected
the economic components of the process of implemen-
tation of printing enterprises, but also caused the need
to transform marketing strategies. Thus, the development
of a new marketing strategy can be considered as an ad-
ditional element of finding ways to improve the efficien-
cy of publishing and printing enterprises in the current

conditions of digital transformation of the market. One
of the methods used for this purpose is SWOT-analy-
sis. It is based on the identification of internal strengths
and weaknesses of the company, as well as threats from
the external environment in a new market or a market
with significant changes, and the subsequent compari-
son of strengths and weaknesses with opportunities and
threats. Within the framework of this research study, a
SWOT-analysis was carried out, showing the ways of de-
velopment of the printing industry of Ukraine (Table 1).

Table 1. SWOT-analysis of prospects of development of printing enterprises

Strengths

Weaknesses

* possibility of introducing innovative activities
* printing of advertising products

* low level of competition

* convenient logistics

* production of non-standard products

¢ loss of target audience caused by the development and spread
of the Internet

¢ long lead times
¢ low economic efficiency

Opportunities

Threats

¢ publishing of premium products for collecting
¢ government support (tenders, competitions, grants)

¢ development and expansion of the range
of printed advertising products

¢ implementation of SEO-promotion and SMM-promotion
* cooperation with Influencers (opinion leaders)

¢ rising costs of raw materials and their delivery

¢ development of the Internet, leading to the complete
discontinuation of printed news publications

¢ changes in the market of main consumers
¢ decreasing solvency of the population
¢ declining demand for traditional printing

¢ pandemics, crises and unforeseen world changes

Source: composed by the authors based on A. Semenyuk & I. Bagmut (2024)

The weaknesses and threats to the industry include
the unstable situation with the economic and political state
of the country (Hamilton, 2020). One of the main threats
to the functioning and development of the industry is the
popularisation of the Internet. The World Wide Web covers
all sectors of economic activity and brings about a cardinal
restructuring of the entire business environment. Despite
this, the printing industry enterprises have a chance to turn
this threat into an advantage by trying to find ways to in-
teract with it. Within the framework of this interaction, the
printing industry enterprises can get additional consum-
er demand. This will be possible due to the correctly built
marketing strategy of production and implementation of
SEO and SMM-technologies. Interaction can start small,
including the recruitment process, advertising of enter-
prises to expand the consumer market and find new target
audiences, online shops, which can also become consum-
ers of printing products. The main consumers of printing
products are industrial, food, pharmaceutical, cosmetic
and alcoholic products.

The strengths of Ukrainian printing companies include
the possibility of introducing innovative technologies such
as flexographic and digital printing. Additive manufac-
turing, which is a rather promising technology with great
development potential, can also be considered as a poten-
tial area of development. Studies by R. Godina et al. (2020)
proved that 3D printing can contribute to the sustainabil-
ity of manufacturing systems due to its potential to opti-
mise material consumption, create new shapes, customise

designs and reduce production time, which together will
significantly change some already existing business mod-
els in the near future. Advances in technology in produc-
tion will enable printing companies to realise significant
economic benefits, shorten production times and improve
their competitive position. Also, an important indicator of
the industry’s prospects is the ability to produce non-stand-
ard products of different shapes and sizes in any volume,
production of premium and collectible products (limited
edition gift books and so on).

Taking into account modern trends, the sphere of pol-
ygraphy should be modified and adjusted to the market.
Polygraphic enterprises should focus on technological de-
velopment and introduction of innovations in production,
as well as find ways to interact with the World Wide Web
and electronic promotion mechanisms. It is necessary to
optimise the company’s activities: the development of ad-
vertising and marketing strategies, including the establish-
ment of promotion channels, will help to expand the cus-
tomer base and increase the number of products.

Acquaintance with the scientific works of other re-
searchers, within the framework of the studied issue, gave
grounds to believe that in the conditions of economic and
political instability, introduction of modern tools, digital
transformation, and digitalisation in the industry, as well
as the development of the Internet, the market of printing
services undergoes changes and loses the former volumes
of production, as a result, loses profit. Taking into account
the process of digitalisation and the development of online
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business mechanisms, it is worth noting that innovation
is one of the main elements of the competitive struggle.
Constant analysis of the impact of Internet technologies
on the publishing business and the search for options to
improve the country’s printing industry involves constant
monitoring of the state of the industry, as well as system-
atic study of international experience, among other things
(Ruidong & Jun, 2021).

Speaking about the prospects for the development of
industry, including the printing industry, scientists empha-
sise the need to implement Industry 4.0 technology. The
concept of Industry 4.0, which defines the level of evolu-
tion of production, requires a responsible approach on the
part of all participants in production, including the top
management of enterprises and qualified personnel. The
foundation of the concept is based on the identified driv-
ers and barriers to this technological transformation. The
concept of Industry 4.0 is considered along five business
dimensions: strategic, organisational, technological, legal
and ethical (Ghadge et al., 2020). In particular, R. Godi-
na et al. (2020) believe that this technology will take the
industrial market to the next level. Within the printing in-
dustry, this model will help to reduce cost levels and enable
the production of technically more complex product vari-
ants, through the rapid and relatively inexpensive develop-
ment of photographic plates, clichés and dies for die-cut-
ting products. The proposal to find new options for the
development of printing companies is justified, because the
production capacity of the printing house is almost always
used more than 100%, which means that it is necessary to
look for additional tools to simplify the production process.

Chinese researchers P.-H. Wang et al. (2019), in addi-
tion to implementing Industry 4.0 technology, propose to
apply neural networks in the process of predicting the per-
formance of enterprises, thereby setting a vector for the use
of the Internet and digital technologies at all stages of en-
terprise functioning. In their opinion, this will increase the
accuracy of forecasts and optimise production and market-
ing processes, which is especially important in a dynami-
cally developing market. As a result, enterprises will be able
to respond more quickly to changes in demand and better
manage their resources, which will contribute to improving
their competitiveness.

In turn, researcher M. Salwin (2021) talks about the
need to implement Product-Service System (PSS) technol-
ogy. This system is an integrated business model in which
companies offer customers not just a physical product,
but a range of services that may include technical support,
maintenance, staff training and other services that add val-
ue to the product for the consumer. M. Salwin believes that
the introduction of this technology for the printing indus-
try has an extremely positive effect, extending the lifecycle
of equipment, as printers will receive comprehensive main-
tenance and optimisation services. This will help businesses
to minimise maintenance costs, as well as customise equip-
ment to meet specific needs, helping to improve competi-
tiveness and business resilience in a changing market.

Many scholars state that it was the development of
the Internet that caused the decline in demand for print-
ed products and the crisis in the popularity of printing
enterprises. A. Drogovoz (2018), in his research, notes a
steady tendency to reduce consumer interest in traditional
printed publications, which negatively affects the economy
of printing companies. Such dynamics are confirmed by
G. Gamprellis et al. (2021) and L.H.A. Amri et al. (2022),
who record a decrease in the output of printing products.
The decrease in demand is associated with the active tran-
sition of consumers to digital media formats, which makes
traditional print publications less in demand.

However, the printing industry has the ability to adapt
and interact effectively with the Internet, despite the bar-
riers and difficulties encountered. For any business, in-
cluding the printing industry, along with the quality of its
products, promoting these products online and building a
reputation is often the key to success, claimed by J.M. To-
masena (2019). Such promotion has several significant ad-
vantages, these include:

¢ significant user audience;

¢ the average cost of business development in the on-
line environment, including the creation of a company im-
age and promotional tools, is lower than with traditional
advertising methods;

¢+ the process of digitalisation helps in cost savings;

¢ increased brand value and consumer awareness;

¢ the Internet acts as a universal and convenient chan-
nel of interaction with customers and partners.

Researcher E. Kasumova (2020) insists on the need
to build the process of implementation of publishing and
printing enterprises in interaction with the Internet, as well
as with the use of Internet technologies, including the de-
velopment of Internet marketing. E. Kasumova emphasises
that the interaction of printing enterprises with the Internet
should be exclusively within the framework of reinforcing,
reminding and advertising functions. The researcher be-
lieves that the development of an Internet-oriented market-
ing plan should include strategies for promoting products
in the global network, advertising, and the process of man-
aging the communication mechanism (communication
with consumers). These recommendations are absolutely
relevant as the implementation of internet marketing plays
an important role in the business model of enterprises, in-
cluding those in the printing industry. Internet marketing,
providing a complete statistical picture of the effectiveness
of selected marketing campaigns, allows companies, in real
time, to respond to changes in the structure of supply and
demand, to offer new solutions and attract new customers.
This form of interaction of publishing and printing indus-
try enterprises with the Internet is effective.

Another niche, practically not used in Ukraine, but
potentially able to have a positive impact on the state of
printing enterprises, is the popularisation of products and
companies themselves through blogger sites on the Inter-
net. This is also the opinion of P. McIntyre et al. (2023).
The researchers believe that cooperation and cooperation
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with opinion leaders, so-called Influencers, is a powerful
additional advertising channel to promote printing prod-
ucts and increase demand for them. Adopting the positive
international experience, Ukrainian publishing companies
can increase the number of products by publishing the-
matic literature by popular and authoritative personalities.
Such cooperation will help printing companies to increase
the volume of printed publications and increase profits, and
Influencers - to increase quotability in mass media and get
an additional source of income.

The Internet has had a significant impact on the
printing industry, causing a decline in demand for print
publications and a decrease in output. At the same time,
digitalisation provides new opportunities for businesses
that are ready to adapt to changing market conditions by
introducing modern technologies and revising marketing
strategies, finding new points of interaction with both
suppliers of materials and equipment and consumers of
products through the global network. Thus, the industry’s
prospects will depend on the ability of enterprises to in-
tegrate innovative solutions and find a balance between
traditional and digital formats.

CONCLUSIONS
According to the results of the study, the impact of the
World Wide Web on the activities of printing enterprises,
in many respects, has been negative, causing significant cri-
sis phenomena in the industry. But at the same time, the
tools and opportunities offered by the Internet and digi-
tal technologies in general, have a significant potential for
modernisation and development of printing production
in Ukraine. The results obtained in the course of the re-
search provide grounds for the following conclusions. The
printing industry in Ukraine is experiencing a crisis. It was
found that from 2015 to 2023 the number of enterprises
in the printing industry of Ukraine decreased by 23% - to
3.72 thousand units. More than 20% of the enterprises of
the industry have low financial performance indicators.
The situation is caused by various economic, social and po-
litical problems, as well as the increasing influence of the
World Wide Web on global trends, and particularly the
printing industry. In particular, a significant proportion of
people favour electronic media; the share of online adver-
tising in the Ukrainian advertising market has grown from

50% in 2020 to a dominant position in 2023, displacing
print advertising, which occupies only 13% of the market.
The output of printed polygraphic products has decreased
in volume, and the main emphasis in the assortment policy
has shifted from fiction and news literature, to the produc-
tion of advertising and packaging products.

SWOT-analysis revealed the main threats to the in-
dustry: unstable economic and political situation, full-
scale war on the territory of Ukraine, popularisation of the
Internet. At the same time, the opportunities for the de-
velopment of the printing industry were identified, which
are expressed in the introduction of innovative printing
technologies, the development of packaging and labels
production, and the use of Internet marketing. Among the
options of interaction with the latest technologies and the
Internet, the most productive is considered to be the intro-
duction of innovative systems into the process of printing
production, including Industry 4.0 production systems,
‘Product-Service’ management systems and neural predic-
tion mechanisms. The study also highlighted the feasibili-
ty of developing additive manufacturing and cooperation
with influencers to expand their own advertising capabili-
ties and promote their products.

Thus, the study demonstrated the need for the Ukrain-
ian printing industry to adapt to new market conditions
through the introduction of innovations and active use of
Internet technologies for marketing and business develop-
ment. In future research it is advisable to analyse effective
ways of involving artificial intelligence in the development
of printing enterprises in Ukraine. This would help identify
practical tools for modernising production processes and
improving service delivery. Ultimately, such advancements
are essential for enhancing the industry’s competitiveness
and securing its long-term sustainability in both domestic
and international markets.
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Publishing business VS the Internet...

BugaBHMUMK 6i3Hec VS IHTepHeT: K BCECBITHA MepeXa BniMHyna
Ha eKOHOMIiKY Ta MapKeTUHI nonirpadiyHMx NiaANpUeEMCTB?
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AHOTAaLiA. AKTyanpHICTD TeMu 3yMOBJIeHa BIUIMBOM [HTepHeTY Ha Bci cepu »uTTs Ta 6i3Hecy, 1110 BUMarae Bif
noynirpadivHNX NifIpreMCTB affanTanii IXHiX eKOHOMIYHIX i MapKeTMHIOBUX IIPOLIeCiB IO CydacHUX peaiit. MeTolo
pobotu 6y/10 BUBYEHHA IMTAaHH:A BIUIMBY [HTepHETY Ha €KOHOMIKy Ta MapKeTUHT MifIIpUeEMCTB Honirpadivnoi ramysi
po3pisi 3aranpHoi udposizalii Ta moNyIApU3alii eIeKTPOHHNX BYJaHb. TeopeTH4HOI0 6a3010 JOCTiIKeHH A BUCTYIVINA
HayKOBi ITpalli YKpaiHChKUX i 3apyODKHUX yYeHUX-TeOPeTHUKIB Y NMTaHHI BUBYCHHA IPOLleciB afanTauii mianpueMcTs
nostirpacii 10 HoBOro iHpOpMaIiiTHOTO cepefoBUIIa, @ OCHOBHUMM HAyKOBYMIU METOIaMM — METOJI CICTEMHOTO aHaJIi3Yy,
cTparerivHoro wianyBanusa (SWOT-ananis), akryanisanii ta nepiognsanii. PesypraTamMy HaykoBoi poOOTH € OLliHKa
CTYIIeH: BIUIMBY BCeCBiTHBOI Mepexxi [HTepHeT Ha AisIbHicTD NOJirpadivHNX MiANPUEMCTB y po3pisi OLliHIOBaHHA IXHIX
eKOHOMIYHMX i MapKeTUMHIOBMX [IOKa3HJKIB, a TAKOXK, 3HAXOMKEeHHA IOTEHIIITHNX UIAXiB PO3BUTKY HosirpadivHoi ramysi
YkpaiHy 3aBfAKM iHTerpalil BUAaBHNYO-IONIrpadivHNX MiAIPUEMCTB JI0 IHTepHET-CePeJOBIIIA, @ TAKOXK IPUBEPHEHHS
yBary Ta aKTyajisanis BUBYEHHS IOTOYHOTO NMUTAHHA. JHAYMMICTh OTPMMAHUX Pe3y/IbTaTiB IIOJIATAE Y BUCBITIEHH]
IIepCIeKTUB PO3BUTKY BUIaBHIYO-NIoNIirpadivnol inpycTpil Ykpainu saBasaky mporecy inrerpauii Ta HeoOXifHOCTI
B3aeMozii moirpadiyHuX MiAIPUEMCTB 3 eJIEKTPOHHUMY IHCTPYMeHTaMM KOMYHiKallii B paMKaX BCeCBITHBOI Mepexi
InrepHer. [loc/iKeHHA IPOAEMOHCTPYBAJIO, 1110, He3Ba)XKAI0UM Ha CIIpM4yHeHi IHTepHeTOM Kp13oBi ABMINa, noirpadivHa
rajysb Ykpainu 30epirae sSHa4HMII IIOTEHIias JJIA IOMA/IbIIOTO PO3BUTKY 3aBAAKM iHTerpauii 11(ppoBUX TEXHOIOTII.
SIK nUIAIXM MOJepHi3allii 3aIIpOIIOHOBAHO BIIPOBAJKEHH iHHOBALiITHUX BI/IpO6HI/I‘~II/IX CUCTEM, TaKUX SIK Industry 4.0,
Ta aKTUBHE BUKOPUCTAHHA iHTEPHET-MAaPKETUHIY [/I PO3IIMPEHHA PEKIaMHUX MOX/IMBOCTEN i MigBUILEHH
KOHKYPEHTOCIIPOMO>XKHOCTI IAIIPUEMCTB. Pe3ynbraTy JOCTIPKeHHA MOXKYTh CIyTyBaT/ OCHOBOIO JyIs pO3pO06IeHHA
HOBUX 6i3Hec-Mogeeil, alallTOBaHNUX [0 YMOB 1M (PPOBOTO PUHKY

KntoyoBi cnoBa: inteprer-MapKeTHHr; HoTirpadivHa iHAyCTpis; eKoHOMIuHA e eKTUBHICTD; udpoBa TpaHCchopMallis;
IHHOBAILIiJIHI TEXHOJIOTII JPYKY; iIHHOBALi/IHI TEXHOOTII IPYKY
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