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The article analyses websites as a tool for advertising and promotional work of pub-
lishing houses. The web resources of leading Ukrainian publishing houses (“Old Lion Pub-
lishing House”, “A-ba-ba-ha-la-ma-ha”, “Nash Format”, “Family Leisure Club”, “Ranok”,
“Osnovy”, “Folio”, “Vivat”, “Vihola”, “Knigolove”, “ArtBooks”, “Abuk”) were studied.

The article focuses on the advantages of creating and filling websites as a PR techno-
logy in the publishing industry, on their capabilities for promotional activities of a pub-
lishing house to fully represent the company on the Internet; to place a large amount of
various information about the publishing house activities; to clearly structure all content
into sections according to the necessary criteria; to facilitate the audience’s access to the
publishing house products (sale of books and other goods via the Internet); to sell not only
those books that are currently available in the publishing house, but also pre-sell them,
announce new products, leave a request for books that are temporarily out of stock; post
complete information about the publishing house, a clearly structured catalogue of books
and other products, a photo gallery, video reviews and book trailers, as well as a news
section and various forms of interaction with readers (blogs, forums, feedback pages, etc.)
maintain interactive communication with the audience; hold photo contests, interactive
games, quests, creative contests, etc. for the audience through the website; post extensive
annotations to books, book previews, video reviews, book trailers; perform a quick search
for the necessary information; duplicate the most important information in several sections
of the website; issue subscriptions through the website; cooperate with other publishers and
online bookstores; provide gift certificates.

The types of the leading Ukrainian publishing houses content are also studied and clas-
sified, with considerable attention paid to the rubrication of websites and the multi-level
and extensive structure of books and other products catalogues.

Moreover, the article analyses the type of web resource most often chosen by publishers.
It was found that preference is given to online stores and corporate websites.

The article also presents the rules for creating, structuring and filling websites that
publishers follow, focusing on the needs and interests of their target audience and the types
of content.

Keywords: publishing house website, book products promotion, advertising and PR
activities of publishing houses, website content structuring, website sectioning, book pro-
ducts catalogue, website usability.
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V cmammi npoananizosano eebcatimu K 3aci6 pekaamMHO-npoMOyitiHoi pobomu 6u-
dagHuyma. [JocnioxceHo 8ebpecypcu NpogioHUX YKPaiHcbKux 8udasHuymes («BudasHuymaeo
Cmapozo Jlesa», «A-6a-6a-za-na-ma-za», «Haw @opmam», «Kny6 cimetiHozo 00381115,
«PaHok», «OcHo8u», «Dosio», «Bisam», «Bixona», «<KHuzonas», «ArtBooks», «AGYK»).

AKUYeHmoeaHo ysazy Ha nepesazax CmeopeHHs Ui HanoeHeHHs caiimieé sk PR-mexHonozii
Y 8udasHuuiii 2anysi, Ha ixHix MoxcAUB0CMAX 0J11 NPOMOYILiHOT disibHOCMI 8UJABHUYMBA —
N08HOYIHHO npedcmasisamu niONPUEMCMB0 8 iHmepHemi; po3miwyeamu 8euKy KinpKicme
pi3HomanimHoi ingpopmayii npo disnbHicms 8udABHUYMEA; UimMKo cmpykmypysamu 6ech
KOHmMeHm y pyOGpuku 3a nompioHumu Kpumepismu; nonezutyeamu docmyn ayoumopii 0o
npodykuii eudasHuymea (npodaxc KHuz ma iHWUX Moeapie uepe3 iHmepHem); npooaea-
mu He MibKu mi KHUeu, sIKi 3apa3 HaseHi y eudasHuymei, a Ui 30ilicHoeamu nonepeoHiti
npooaxc, AHOHCY8amu HOBUHKU, 3AJUWAMU 3aA518KY HA Mi KHU2U, SKUX MUMUYACO80 HEMAE
6 npodaxcy; po3miujysamu noeHy iHgopmayio npo eudasHuymeo, uimko cmpykmypoea-
HUll Kamasoz KHUXCOK ma iHwoi npodykyii, pomozanepero, 8ideooznsdu ii 6ykmpetinepu,
a makox HOBUMHULL 610K ma pi3HOMAHimHi popmu é3aemoodii 3 uumavamu (6noeu, gopy-
Mu, cCmopiHKu 3 gidzykamu mowo); niompumyeamu iHmepakmugHuii 38’130k 3 ayoumopi-
€10; nposodumu uepe3 caiim ona ayoumopii pomoxkoHKypcu, iHmepakmueHi izpu, keecmu,
meopui KOHKYpCU moujo; po3miwjyeamu po3sJiozi aHomauii 0o KHue, npee’io KHUMOK, 8ideo-
2opmanxu, 6ykmpetinepu; 30iticHio8amu weudKulli nowyx Heob6xioHoi iHopmayii; dybro-
eamu Hatigaxciusiwy iHgpopmayito 8 dekinvkox pydpukax caiimy; ogopmatoeamu nionuc-
Ku uepe3 catim; cnignpayiosamu 3 iHWUMU 8UOABHUYMBAMU Mda iHMepHem-KHU2APHAMU;
oopmaiosamu nodapyHkosi cepmudgikamu.

Takoxc docnidxceHo Ui KnacugikosaHo munu KOHmMeHmMy npoeioHUx YKpaiHCbKux eudas-
HUYme; 800HOUAC 3HAUHY y8azy npudineHo pybpukayii caiimie i 6azamopieHesiii ma posea-
JIyMHEHIll cmpyKmypi Kamanozieé KHuz ma iHuWux moeapie.

Kpim mozo, npoananizosao, sikuii 6ud eebpecypcy Haliuacmiuie obuparme 8udagHuU-
ymea. 3’1c08aHo0, uj0 nepesaza HA0AEMbCsl iHMepHeM-Maza3uHam i KopnopamusHum cati-
mam.

Takoxc cmamms penpe3eHmye Npasuia CmeopeHHs, CMpyKmypyeaHHs i HaN08HeHHs
ee0catimis, AKUX 0OMPUMYOMbCsL 8UOABHUYMBA, OPIEHMYIOUUC, HA nompebu Ui iHmepecu
€80€i Yinvosoi ayoumopii ma Ha munu po3miujy8aHozo KOHMeHmy.

Kntouoei cnoea: catim eudasHuymea, npomouyisi KHUMK080i npodykuyii, pexiamua i
PR-disnvHicmy eudasHuyme, cmpykmypysanHs KoHmeHmy ge6catimy, pybpuxayis catimy,
Kama’soz KHUM#K080i npodyKuii, 103abinimi catimy.
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The relevance of the problem

Even though the modern audience prefers social networks to receive
various types of information, the websites of organisations (and publishing
houses are no exception) do not lose their relevance. Professor M. Tymoshyk
(2010), emphasising the advantages of Internet resources for both the read-
er and the publisher, notes: “The importance of such sites lies in the fact
that they contain not only general information about the publisher and a
list of books available for sale, but also reviews of the best editions, frag-
ments of electronic versions of individual chapters, information about the
next new releases” (p. 390). That is why today all publishing houses, except
for some regional ones, must have their own websites (compared to the 10s
of the 21st century, when this business was just emerging in Ukraine and
only a small number of publishing houses had their own websites: “Gene-
za”, “Osnovy”, “Smoloskyp”, “Yurinkom”, “Tekhnika”).

In addition, many modern people prefer online shopping, and publi-
shers sell their products online primarily through their websites, while oth-
er communication channels, including social media, publish a lot of infor-
mation about the publisher as part of their advertising and PR activities,
but redirect readers to the website to order or pre-order a book.

State study of the problem

The issue of advertising and promotional work of publishing houses
has been actively studied since the beginning of the twenty-first centu-
ry (M. Tymoshyk (2005, 2010); V. Tkachenko et al. (2008); H. Kliuchkovska
(2000); V. Shpak (2015); T. Yezhyzhanska (2016, 2017a, 2017b, 2017c, 2018a,
2018b, 2018¢); N. Zelinska (2014); I. Kopystynska and T. Hrynivskyi (2015);
I. Kopystynska (2018), Yu. Melnyk and O. Drachuk (2010), O. Skiban (2014,
2016, 2017, 2019); O. Skochynets (2010, 2011); I. Slavinska (2012); A. Sudyn
(2008); L. Tanchyn (2008)).

Scholars focus on the web resources of publishing houses, but either
only name the sites among other modern book promotion technologies
(O. Kanshyna (2017); O. Maniatina (2023); I. Vikyrchak (2018)) or briefly
describe them (K. Havryliuk and M. Rudkivska (2020); Z. Hryhorova (2020);
O. Skiban (2014, 2016)).

A separate study of publishing houses’ websites as a factor of book pro-
motion is the article by N. Ivanova (2016), in which the author analysed the
multifunctionality, architectonic organisation and web resources content of
two Ukrainian publishing houses: “Folio” and “Old Lion Publishing House”.

The study analyses theoretical sources with recommendations on creat-
ing and maintaining websites (V. Korolko and O. Nekrasova (2009); V. Ku-
ruch and A. Yakovets (2012); Ye. Ponomarenko (2011), as well as advice
from specialists of the Internet marketing agency “Webpromo” on usabili-
ty and increasing website conversion).
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The source base of the study is the websites of leading Ukrainian pub-
lishing houses that have been ranked first in various ratings in recent years,
which are focused on the market, on the needs of different members of their
target audience, and constantly use modern promotional technologies, i.e.,
those publishing houses whose brand is recognisable: “Old Lion Publishing
House” (https://starylev.com.ua), “A-ba-ba-ha-la-ma-ha” (https://store.
ababahalamaha.com.ua), “Nash Format” (https:/nashformat.ua), “Family
Leisure Club” (https:/ksd.ua; https:/bookclub.ua/), “Ranok” (https:/www.
ranok.com.ua), “Osnovy” (https://osnovypublishing.com), “Folio” (https://
folio.com.ua), “Vivat” (https://vivat.com.ua), “Vikhola” (https:/www.vik-
hola.com), “Knigolove” (https:/knigolove.ua), “ArtBooks” (https:/art-
books.ua), “Abuk” (https://abuk.com.ua).

Unresolved issues

As can be seen from the sources review, there is currently no compre-
hensive study of the functioning and filling of leading Ukrainian publi-
shing houses websites. In addition, Ukrainian publishers are constantly up-
dating their web resources, using new PR tools and various communication
channels to disseminate information to their audience, and improving the
usability of their websites, which makes this topic relevant.

The objective of the article is a comprehensive analysis of Ukrainian pub-
lishing houses’ websites in the context of the promotion of their products
and also the creation of the publishing house and its authors’ positive ima-
ge, namely:

1) to outline the possibilities and advantages of a website as a tool for in-
formation and promotion work of an organisation;

2) to study and classify the types of content and the rubric of leading
Ukrainian publishing houses’ websites;

3) to analyse what type of website is most often chosen by organisations;

4) to define the basic rules for creating and filling publishers’ web-
sites.

Main material presentation

A website can be considered to be an important tool for information and
promotion work of a publishing house due to its capabilities and advan-
tages:

1. The official website fully represents the publishing house on the In-
ternet. Professor M. Tymoshyk (2010) names the significant advantages
of websites for a publisher: “saving money on marketing programmes, the
possibility of selling goods at lower prices, providing information about
the availability of books in unlimited territories, and popularising the pro-
gramme of the publishing house” (p. 390).

2. The ability to post a large amount of various information about the
organisation’s activities.
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3. The website (unlike social media) allows you to clearly structure all
content into sections according to the necessary criteria, which is especial-
ly important for various publishing products.

4. Facilitates access to the publisher’s products for the audience. First
and foremost, we are talking about selling books and other goods online.
Some publishing houses, such as “Nash Format” and “Vivat”, have an on-
line bookstore as their official website, while “Family Leisure Club” has a
separate official website and an online store. This allows readers to choose
the product they need at any time and order it directly from the publisher
at a lower price than in a bookstore.

5. The possibility to sell not only the books that are currently available
at the publishing house. We are talking primarily about the following cate-
gories:

— Pre-sales, i.e. the sale of books that the publishing house is currently
working on and will soon be published.

- Book announcements that will be available to order soon. For example,
the “Family Leisure Club” offers a separate section with announcements of
new titles that will soon go on sale. It provides a full description of the book
and offers to leave an email address with a request. When the product is or-
dered later, it will be discounted, which the buyer sees immediately on the
website.

- Books that are temporarily out of stock. For example, the “Family Lei-
sure Club” website has a separate section for books and products that are
popular with readers, so they were quickly sold out, but will soon be avai-
lable again. The publishing house invites site visitors to leave their email
addresses in a special field to receive a notification when the product is
available for order.

6. A corporate website (this is the type of website that publishers choose
most often) allows you to post complete information about the organisa-
tion, a clearly structured catalogue with books and other products, a photo
gallery, video reviews and book trailers, as well as a news section and vari-
ous forms of interaction with readers (blogs, forums, feedback pages, etc.).

7. Interactive communication with the audience: the ability to leave a re-
view of a book or inform the publisher about a mistake that the reader has
noticed in the book. For example, the “Nash Format” publishing house has
created a separate subsection on its website called ““Mistake in a book of
Nash Format’” with a Google form for reporting.

8. Holding photo contests, interactive games, quests, creative contests,
etc. for the audience through the website.

9. Posting extensive abstracts to books, book previews, video wrappers,
and book trailers on the website.

10. Quick search for the necessary information (primarily books) on the
site using keywords, the title of the book or its author.
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11. Possibility to duplicate the most important information in several
sections of the site or to place the necessary section in several places on the
site, for example, in the main menu, in sidebars and the footer.

12. Subscription through the website (usually via email) to be informed
about new books, special offers, news, events from the publisher, etc.

13. Cooperation between publishing houses, when one publishing house
offers products of other Ukrainian publishing houses on its website as a
separate item in the catalogue (“Old Lion Publishing House”, “ Nash For-
mat”, “Family Leisure Club”).

14. Publishers, like the vast majority of other organisations, offer their
clients gift certificates. You can place an order for one, as well as purchase
with such a certificate, through the website.

The conducted research gives grounds to distinguish the following
types of content and sectioning of leading Ukrainian publishing houses
websites:

Organisations” websites have several sections that structure all the in-
formation aimed at meeting the interests of different target audiences. For
example, here are the headings of several of the analysed publishing hou-
ses (the names of the headings clearly show the content of these websites):

— The “Family Leisure Club” has several websites. The main business
card site contains all the information about the “Family Leisure Club” com-
pany, which combines a publishing house, a website, a network of book-
stores and wholesale trade. From this site, there are hyperactive links to the
page with information about the publishing house (“Mission and Goals”,

“Key Areas and Series”, “ World Literature Stars”, “Popular Ukrainian Au-
thors”, “Books.KSD. ua” (online book presentations), “Book exhibitions”,
“Book sales”, “Publishing house positions”, “Information for authors” (pro-
cedure for accepting and reviewing manuscripts, general requirements
for works of fiction and applied literature), “Wholesale”) and other on-
line projects of the company, including the “KSD” website itself. The lat-
ter has its own, separately developed sections: “Fiction”, “Applied”, “Chil-
dren’s”, “Special Offers”, “eBooks”, “KSD Announcements”, “KSD News”
(tells about the publishing house’s achievements and important innova-
tions, event announcements, presentations of book novelties, author tours
schedules, photo reports from book exhibitions, interviews with the win-
ners of prize draws), “Book Digest” (an electronic mini-catalogue published
once a month with the best books of the month by “KSD” publishing house
and bestsellers of partners, shows real prices, special offers and other rele-
vant information).

— “Nash Format”: “Books”, “All authors”, “E-books”, “TOP books”, “Con-
tacts”, “Must Read Books”, “Video book reviews”, “Popular categories”
(e-books, best books of our time, new books, business literature, historical
literature, fiction, children’s books), “Consumer’s corner” (about the com-



]66 YKkpaiHcbkui IHdopmMauiiHmui MpocTip. Ymncno 13
Ukrainian Information Space. Issue 13

pany, payment, delivery, loyalty programme, registration, positions, pro-
duct returns, wartime FAQ, books for the Armed Forces of Ukraine); “Co-
operation” (corporate cooperation, offer us a book, how to become a control
reader of “Nash Format” books, creation of a high-quality Ukrainian audio-
book, a mistake in a “Nash Format” book);

- “0ld Lion Publishing House”: “Catalogue”, “About Us”, “Blog”, “News”,
“Events”, “For Business”, “English”, “Contacts”;

- “A-ba-ba-ha-la-ma-ha”: “Our books”, “New editions”, “Bestsellers”,
“In print”, “Sets”, “Harry Potter”;

- “Ranok”: “Catalogue”, “E-books”, “Promotions”, “Final Sale”, “Help”,
“Catalogues”, “Publishers”, “Download a textbook”, “Submit a manuscript”,

5 €

“Blog”, “Foreign rights”, “Gift cards”, “New releases”, “Coming soon”, “Sty-

PR

lish T-shirts for book lovers”, “Most popular categories”, “Popular series”,
“Blog”, “Some facts about publishing today”, “About us”, “Media about us”,
“User Agreement”;

- “Vivat”: “All Categories”, “Promotions”, “Blog”, “Authors”, “Publi-
shers”, “For Customers”, “Company” (about the “Vivat” online store and
contacts);

- “Knigolove”: “Catalogue”, “Useful information” (“Worth reading”,
“Our shops”, “ Orders payment and delivery”, etc.).

As mentioned above, the main function of websites is to sell publishing
house products, so the section containing books and other products cata-
logue, has a multi-level branching structure.

To make it easier to find books, websites offer various filters. It should
be noted that publishers are not limited to the classic search criteria (by au-
thor, by genre, by age), but offer a wide range of choices. For example, the
websites of leading Ukrainian publishing houses offer the opportunity to
select products by the following criteria:

- “Nash Format”: e-books (subcategories by genre), fiction (subcate-
gories by genre), new releases (from “Nash Format” publishing house,
non-fiction, fiction and children’s books), forthcoming (offer for pre-
order), history, military affairs (research, military affairs, special ser-
vices, world history, archeology, weapons and military equipment, his-
tory of Ukraine), business (top 30 books about business, best business
books according to the Financial Times, as well as several thematic sub-
categories), foreign language learning (subcategories by language), docu-
mentary literature (documents, publicistics, biographies, memoirs, diary),
garage sale (books with a minor defect that does not affect the readabi-
lity and reading quality), art, culture (subcategories by different types of
art), gifts for book lovers (gift certificates and book accessories), for pa-
rents and teachers (education, child psychology, child health, pregnan-
cy and childbirth, pedagogy and methodology), marketing, advertising
and PR, fiction in foreign languages (subcategories by genre), cooking,
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drinks, gift editions and albums, leisure, hobbies, sports (games, enter-
tainment, holidays, image, beauty, etc, collecting, anti-stress colouring
books, etc.), reference books (encyclopedias, phrasebooks, dictionaries,
handbooks), gifts (gift wrapping, diaries, notebooks, stickers, tableware,
souvenirs, bags, art kits), atlases, maps, guidebooks, school curriculum
(Ukrainian and foreign literature), periodicals, top 20 of “Nash Format”,
sale up to -40%, children’s literature (subcategories by genre), audio-
books (subcategories by genre), top books by Ukrainian publishers, mo-
tivational literature (popular psychology), non-fiction in foreign langua-
ges, support of new projects (collection for various projects, for example,
“The Army Reads”, etc.), humanities (subcategories by type of science),
gift sets, modern technologies and innovations, release announcements
(in this subsection, you can read about “Nash Format’s” publishing plans
and sign up for the beginning of the pre-sale), comics and graphic no-
vels, natural and exact sciences (subcategories by types of sciences), me-
dicine (subcategories by sections of medicine), religion, esotericism, oc-
cult sciences, Explore Ukraine/world about Ukraine (history, biographies,
the Russian-Ukrainian war since 2014, Ukrainian cuisine, etc, children’s
books about Ukraine, Ukrainian cuisine, etc.), symbolism, legal litera-
ture (subcategories by different types of law), educational literature, Ky-
ivBookFest (new releases presented at the KyivBookFest festival), 20 best
business books according to the Financial Times; each of the subcatego-
ries has its own filters (authors, publication year, binding, language, se-
ries, price, age, translators, etc.);

- “Old Lion Publishing House”: type of product (paper books, e-books,
souvenirs, sets, charity), popular filters (all products, pickup only, forth-
coming, new, promotion, top sales, pre-sale), by age, sections (educational
books, for teenagers, children’s, illustrated stories and fairy tales, picture
books, poems for children, cardboard books, picture books, short fiction
and essays, fiction, poetry, art and culture, cooking, biographies and me-
moirs, business and self-development, albums and art books, graphic no-
vels, textbooks, reportage, historical topics, modern classics, comics and
manga), authors, translators, designers, illustrators, tags;

- “A-ba-ba-ha-la-ma-ha”: series, genre, age group, cover type, author,
translation author, illustration author, cover illustrator;

- “Family Leisure Club”: fiction (contemporary authors, romantic fiction,
historical and adventure fiction, detectives, thrillers and horror, science
fiction, fantasy, classical literature, comics and manga), applied (history,
facts and biography, psychology, self-development and motivation, busi-
ness literature, leisure and hobbies, science pop, esotericism, tarot), chil-
dren’s (up to 4 years old, 4-6 years old, 7-12 years old, from 12 years old,
school and educational books, developmental books, fairy tales and novels),
special offers (exclusively in KSD, books of the month, KSD novelties, KSD
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announcements, partner novelties, best sellers, gift books, discounted sets,
bookmarks for books, sale, last copies), e-books (with the same filters as for
paper books), KSD announcements;

- “Ranok”: new products, early development, school preparation (for kin-
dergarten tutors, English for kids, early development, school preparation,
creative development, interior design, literacy, inclusive education), educa-
tional literature (school management, primary school, secondary and high
school, lesson preparation, reference books, dictionaries, etc.), children’s
literature (books for the youngest, reading to children, wimmelbooks, chil-
dren’s Bible, sticker books, encyclopedias, books for independent reading),
for teenagers and youth (detectives, science fiction and fantasy, psychology,
growing up, self-development, scientific and educational literature, adven-
ture, classics, romantic fiction, contemporary fiction), comics, adult litera-
ture (fiction, non-fiction, for parents about children), games and creativi-
ty, stationery;

- “Vivat”: books (fiction, Ukrainian literature, children’s books, teenage
literature, comics, manga, non-fiction, foreign language books), e-books
(fiction, Ukrainian literature, non-fiction), related products (book mer-
chandise, notebooks, stickers, bookmarks);

- “Knigolove”: books, e-books, children’s shelf, golden shelf, gifts, thri-
ller shelf, sets, certificates; each of these categories has its own subcatego-
ries and filters.

The study analysed theoretical sources with recommendations on how
to create and maintain websites (Korolko & Nekrasova, 2009, pp. 823-
829; "Yuzabiliti i pidvyshchennia konversii saitu’, n.d.; Kuruch & Yakovets,
2012, pp. 131-134; Ponomarenko, 2011, et al.) and it was found that pub-
lishers generally follow these tips and have developed basic rules for cre-
ating, structuring, filling, and following the principles of website usability,
focusing on the interests and needs of their target audience and the types
of content they publish:

1. When choosing the type of website, one should be guided by the
needs of the organisation and the amount of information required for pub-
lication on the Internet. The vast majority of publishing houses have cho-
sen the following types of websites that fully meet the specifics of websites
for publishing organisations:

- by functional purpose: an online store (selling books and other goods)
or a corporate website (has a commercial and informational purpose, helps
to form a positive image of the organisation, i.e. both selling books and in-
forming about the activities of the publishing house);

- by type: commercial;

- in terms of updating sections frequency: dynamic.

2. The design of the analysed publishing houses websites corresponds to
the corporate style.
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3. The website header should contain the full name of the publishing
house and the logo. The vast majority of publishers adhere to this rule, but
the “Family Leisure Club” has only an abbreviation in the header, and its
decoding is available in the section “About the KSD “FLC””, but not on the
main page.

4. Navigation on publishers’ websites is quite convenient and under-
standable. Almost all of the analysed sites (except for “Nash Format”) have
a clickable logo that returns the visitor from any page of the site to the main
page.

5. Publishers’ websites are functional and informative, without infor-
mation and graphic noise.

6. The interfaces of the analysed websites and the search for informa-
tion on them are as simple as possible, access to certain materials is easy
and intuitive (i.e., users of different target audiences can find the informa-
tion they need quickly and easily).

7. The website footers are properly designed and contain the main and
additional elements that should be placed in the bottom of the website:

- contacts;

- copyright;

— hyperlinks to social networks;

- sitemap (links to sections that repeat the structure of the site, as a
rule, it is a transition to sections of book catalogues);

- legal information (privacy policy, consent to the processing of perso-
nal data, which is a very important legal norm, because readers order and
pay for books from their personal accounts, i.e. leave their contacts, pay-
ment details, etc. on the website);

— public offer agreement;

- registration form, email subscription;

— address of the physical location of the publishing house and book-
stores;

— re-positioning of the logo;

- information on terms of cooperation, vacancies in the publishing
house;

- requirements for author’s originals;

- terms of ordering, payment and delivery of books and other goods;

- guarantees for buyers (the procedure for returning and exchanging
books);

— FAQ (Frequently Asked Questions), for example: on the website of
“Nash Format” publishing house “Frequently Asked Questions of Wartime”;

- benefits for regular customers;

- information about partners (often on the websites of online book-
stores);

- copyright, etc.
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However, the study found some deviations from the above rules. For
example, “Nash Format” publishing house does not duplicate the logo in
the footer, and if we take into account that the header disappears when you
scroll down the web page, there is no identification with the publishing
house in the basement of the site.

8. Publishing houses’ websites contain information for all target audi-
ences: regular readers, potential buyers of goods, partners, and those look-
ing for a job in a publishing house (vacancies).

9. The conducted research has shown that, in accordance with their fo-
cus on different target audiences, organisations have chosen the optimal
website structure (two-level or multi-level main menu, headings, additio-
nal links, functional and design elements). Among the types of structures
of publishers’ web resources, the predominant one is tree-like (from the
main page the user goes to one of the pages of the second level, from there
to one of the pages of the third level, etc.), but there are also linear (from
the main page the user goes to the second page, from the second page to
the third, etc.) and arbitrary (the user can go from one page to another in
different ways).

10. The website must have a hyperactive link to all social networks
where the pages of this publisher are present and other online resources, if
any, which contributes to the successful promotion of the website on Inter-
net platforms.

11. Competent design of all materials published on the publisher’s web-
site.

Conclusions

1. Undoubtedly, the main task of a website is to sell books. But besides
the commercial one, websites perform many other functions, primarily
image and informational.

2. The site’s sectioning depends on the specifics of the publishing house
and its genre and thematic focus. If the organisation chooses an online
store, the menu contains categories of the book catalogue; if it is a corpo-
rate website, the catalogue is one of the sections, and besides it, the most
popular sections among the analysed websites are the following: product
catalogue, information about the publishing house, information about po-
pular Ukrainian and foreign authors of this publishing house, online book
presentations, book previews, contacts, information about where, besides
this website, you can buy the publishing house’s products, news, blogs, of-
fers from the publishing house, selections of the best books and bestsellers,
promotions, offers of cooperation, information for authors on the proce-
dure for accepting and reviewing manuscripts and general requirements for
works of literature of various genres.
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3. Publishers use their websites as online stores and offer catalogues in
which products are classified into different sections and subsections. In ad-
dition, publishers use filters to facilitate and simplify the search. As the
study shows, each publisher has its own way of structuring catalogues and
its own range of search criteria, but mostly it offers to choose by the fol-
lowing categories: type of product (books, souvenirs, merchandise, related
products, etc.), type of book (printed or electronic), genre, subject matter,
age group, design, top sales, promotions, new items, pre-sales.

The structure of catalogues is different for each publisher and has its
own logic. “Nash Format” has the most extensive and detailed search sys-
tem (a large number of criteria for selecting books, and each category has
several subcategories and filters). Some publishers, such as “Folio” and
“Old Lion Publishing House”, offer to use filters first, which will offer the
site all the products you can choose from, while the products in the “sec-
tions” filter are not unified by one criterion. There are cases of not entirely
reasonable division into categories, for example: on the website of the “Vi-
vat” publishing house, e-books are classified into fiction and Ukrainian (it
is clear that the latter category also includes fiction books).

4. The vast majority of publishers generally follow the rules for crea-
ting, structuring and filling their websites in the header, content and footer,
except for minor deviations. The website categorisation and navigation is
convenient and intuitive. The usability of the analysed websites fully meets
the requirements set by experts.

Thus, despite the fact that the modern audience uses social media more
often, websites remain a powerful tool in the PR activities of publishers
due to their functional capabilities compared to social media. Recent stu-
dies show that publishers prefer online promotional activities, constant-
ly change and improve their web resources using new PR technologies and
website usability principles, which opens up prospects for further research.

REFERENCES

Havryliuk, K., & Rudkivska, M. (2020). Reklama u vydavnytstvakh zalezhno vid obsiahiv
yikh finansuvannia [Advertising in publishing houses depending on the amount
of their funding]. Young Scientist, 11(87), 33-37. https://doi.org/10.32839/2304—
5809/2020-11-87-8 [in Ukrainian)].

Hryhorova, Z. (2020). Zastosuvannia kontent marketynhu v knyhovydavnychomu
biznesi [Application of content marketing in publishing business]. Economy and
Society, 22. https://doi.org/10.32782/2524-0072/2020-22-67 [in Ukrainian].

Ivanova, N. I. (2016). Sait vydavnytstva yak chynnyk promotsii knyhy [Publishing
house’s webpage as a factor of book promotion]. Dnipropetrovsk University Bulletin:
Social Communications, 24(16), 70-76 [in Ukrainian].

Kanshyna, O. (2017). Promotsiia knyzhkovykh vydan u merezhi Internet [Book
promotion on the Internet]. Young Scientist, 11(51), 746-750 [in Ukrainian].



]72 YKkpaiHcbkui IHdopmMauiiHmui MpocTip. Ymncno 13
Ukrainian Information Space. Issue 13

Kliuchkovska, H. M. (2000). Knyzhkova promotsiia yak vzaiemodiia knyzhkovoi spravy
ta ZMI (zasady formuvannia ukrainskoi modeli) [Book promotion as an interaction
between the book business and mass media (fundamentals of the formation of the
Ukrainian model] [PhD Dissertation, Ukrainian Academy of Printing] [in Ukrainian].

Kopystynska, I. (2018). Reklamno-informatsiina polityka vydavnytstv u pershe
desiatylittia nezalezhnosti Ukrainy [Advertising-information policy of publishing
houses in the first decades of Ukrainian independence]. Ukrainian Information Space,
1,242-252. https://doi.org/10.31866/2616-7948.1.2018.141227 [in Ukrainian].

Kopystynska, I., & Hrynivskyi, T. (2015). Zasoby promotsii knyzhkovykh vydan:
Dosvid nezalezhnoi Ukrainy [Book’s publishing promotion ways: The experience of
independent Ukraine]. Scientific Papers of the Ukrainian Academy of Printing. Series:
Social Communications, 1(50), 37-46 [in Ukrainian].

Korolko, V. H., & Nekrasova, O. V. (2009). Zviazky z hromadskistiu. Naukovi osnovy,
metodyka, praktyka [Public Relations. Scientific foundations, methodology, practice]
(3rd ed.). Kyiv-Mohyla Academy Publishing House [in Ukrainian].

Kuruch, V., & Yakovets, A. (2012). Shpargalka dlya PR-menedzhera. Neotlozhnaya
pomoshch’ na puti k uspekhu! Razvitie biznesa cherez razvitie kommunikatsii [Cheat
sheet for PR manager. Immediate help on the path to success! Business development
through the development of communications]. Biznespoligraf [in Russian].

Maniatina, O. V. (Comp.). (2023). Yak robyty promotsiiu chytannia ta knyzhok i shcho
dlia tsoho treba? [How to promote reading and books and what is needed for this?].
Tsentralna raionna biblioteka TsBS "Svichado" [in Ukrainian)].

Melnyk, Yu., & Drachuk, O. (2010). Analiz kompleksu marketynhu knyhovydavnychoi
spravy [Analysis of the book publishing marketing complex]. Marketing and
Management of Innovations, 1, 90-101 [in Ukrainian].

Ponomarenko, Ye. V. (2011). Metodyka stvorennia efektyvnoho interfeisu web-saitu
polihrafichnoho pidpryiemstva [Method of creation of effective interface of web-
site of printery]. Scientific Papers Ukrainian Academy of Printing, 4(37), 253-261 [in
Ukrainian].

Shpak, V. (2015). Vydavnychyi biznes v umovakh ukrainskoi derzhavnosti [Publishing
business in the conditions of Ukrainian statehood] [Monograph]. Ekspres-obiava [in
Ukrainian].

Skiban, O. (2014). Vydavnycha komunikatsiia v systemi sotsialnykh komunikatsii
internet-prostoru Ukrainy [Communication publishingin the social communications
internet space Ukraine]. Scientific Papers of the Ukrainian Academy of Printing. Series:
Social Communications, 4(49), 145-151 [in Ukrainian].

Skiban, O. (2016). Suchasni tekhnolohii knyzhkovoi promotsii v aspekti mas-mediinoi
vzaiemodii [Modern technologies of book promotion in terms of mass media
interaction]. Printing and Publishing, 2(72), 199-207 [in Ukrainian)].

Skiban, O. (2017). Subiekty vydavnychoi promotsii: Rol avtora, redaktora, vydavtsia yak
osnovnykh uchasnykiv protsesu [Subjects of publishing promotion: The role of the
author, editor, publisher as the main processor]. Scientific Papers of the Ukrainian
Academy of Printing. Series: Social Communications, 1(54), 221-227 [in Ukrainian].

Skiban, O. (2019). Konverhentni media yak platforma dlia promotsii ta prosuvannia
knyh na suchasnomu ukrainskomu rynku [Convergent media as a platform for
books promotion and advancement on the modern Ukrainian market]. Printing and
Publishing, 1(77), 111-124. https://doi.org/10.32403/0554-4866-2019-1-77-111-
124 [in Ukrainian)].

Skochynets, O. (2010). Rol elektronnykh media u zdiisnenni aktsii knyzhkovoi promotsii
[The role of electronic media in carrying out book promotion actions]. TV and Radio
Journalism, 9(1), 253-257 [in Ukrainian].

Skochynets, O. (2011). Elektronni media v konteksti yikh zaluchennia do realizatsii
aktsii knyzhkovoi promotsii: Sproba typolohichnoho analizu [Electronic media
in the context of their participation in the book promotion actions realization:



BupoaBHM4a cnpaBa Ta pegaryBaHHS ]73
Publishing and editing

The attempt of typological analysis]. Scientific Papers of the Ukrainian Academy of
Printing. Series: Social Communications, 4(37), 152-160 [in Ukrainian].

Slavinska, I. (2012, December 11). Yak pryvernutyuvahu do knyzhky [How to draw attention
toabook]. Ukrainska pravda. http://life.pravda.com.ua/columns/2012/12/11/117451/
[in Ukrainian].

Sudyn, A. (2008). Neoplachuvani pryiomy reklamy u knyzhkovii spravi [Unpaid
methods of advertising in the book business]. Printing and Publishing, 1(47), 102-108
[in Ukrainian].

Tanchyn, L. (2008). Osoblyvosti PR-diialnosti u protsesi populiaryzatsii knyhy ta
prosuvannia yii na rynok [Peculiarities of PR activity in the process of popularizing
the book and promoting it to the market]. Printing and Publishing, 1(47), 97-102 [in
Ukrainian)].

Teremko, V. (2010). Osnovni zasady vydavnychoho biznesu [Basic principles of the
publishing business]. Akademvydav [in Ukrainian].

Tkachenko, V., Chebotarova, I., Kyrychok, P., & Hryhorova, Z. (2008). Entsyklopediia
vydavnychoi spravy [Encyclopedia of publishing]. Prapor [in Ukrainian].

Tymoshyk, M. (2005). Vydavnychyi biznes: Pohliad zhurnalista, vydavtsia, vchenoho
[Publishing business: The view of a journalist, publisher, scientist]. Nasha kultura i
nauka [in Ukrainian)].

Tymoshyk, M. (2010). Knyha dlia avtora, redaktora, vydavtsia [A book for the author,
editor, publisher] (3rd ed.). Nasha kultura i nauka [in Ukrainian].

Vikyrchak, I. (2018, July 11). Yak robyty promotsiiu knyzhok i shcho dlia tsoho treba [How
to promote books and what is needed for this]. Korydor. https://korydor.in.ua/ua/
opinions/jak-robyty-promociju-knyzhkam.html [in Ukrainian].

Yezhyzhanska, T. (2016, May 19-20). Informatsiino-komunikatsiina diialnist
suchasnykh vydavnytstv [Information and communication activities of modern
publishing houses]. In Informatsiino-dokumentatsiine zabezpechennia suchasnoho
suspilstva [Information and documentation support of modern society] [Conference
proceedings] (pp. 34-37). State University of Telecommunications [in Ukrainian)].

Yezhyzhanska, T. (2017a). Osoblyvosti y umovy diialnosti knyzhkovykh vydavnytstv
Ukrainy u suchasnomu mediaprostori [Peculiarities and conditions of activity
of book publishing houses of Ukraine in the modern media space]. Integrated
Communications, 4, 20-26 [in Ukrainian].

Yezhyzhanska, T. (2017b). Rol PR-komunikatsii dlia stratehichnoho rozvytku
vydavnytstva [The role of PR communication for strategic development of the
publisher]. Social Communications: Theory and Practice, 5(5), 87-92 [in Ukrainian].

Yezhyzhanska, T. (2017c). PR-komunikatsii vydavnytstv yak obiekt naukovoi retseptsii
[PR communications of publishing houses as a scientific object]. Integrated
Communications, 3, 35-43 [in Ukrainian)].

Yezhyzhanska, T. (2018a). Komunikatsiia vydavnytstv ochyma chytachiv: Otsinka
vidviduvachiv naibilshykh knyzhkovykh zakhodiv Ukrainy [Communication of
publishing houses through the eyes of readers: Assessment of visitors to the largest
book events in Ukraine]. Bulletin of the Book Chamber, 4, 5-12 [in Ukrainian].

Yezhyzhanska, T. (2018b). Pidhotovka PR-menedzheriv dlia ukrainskykh knyzhkovykh
vydavnytstv za spetsializatsiieiu "Reklama ta PR u vydavnychii spravi" na kafedri
vydavnychoispravyUniversytetuHrinchenka[Trainingof PRmanagers forUkrainian
book editions in the specialization "Advertising and PR in publishingbusiness" at
the department of publishing of Borys Grinchenko Kyiv University]. Integrated
Communications, 1(5), 14-22 [in Ukrainian].

Yezhyzhanska, T. (2018c). Chytachiyak subiekty komunikatsii knyzhkovykhvydavnytstv
Ukrainy u suchasnomu mediaprostori [Readers as subjects of communication
of book publishers of Ukraine in the modern media space]. Current Issues of Mass
Communication, 3, 35-46. https://doi.org/10.17721/2312-5160.2018.23.35-46 [in
Ukrainian)].



‘|74 YkpaiHcbkuin IHbopMauiiHmi MpocTip. Yncno 13
Ukrainian Information Space. Issue 13

Yuzabiliti i pidvyshchennia konversii saitu [Usability and increased site conversion].
(n.d.). Webpromo. Retrieved October 3, 2023, from https://web-promo.ua/ua/blog/
yuzabiliti-i-optimizacziya-konversii/ [in Ukrainian)].

Zelinska, N. M. (2014). Suchasnyi dosvid reklamuvannia y populiaryzatsii knyzhkovykh
vydan ukrainskykh vydavnytstv u merezhi Internet [Modern experience of
advertising and popularization of book editions of Ukrainian publishing houses on
the Internet]. In V. Rizun (Ed.), Kryterii diahnostyky ta metodyk rozrakhunku vplyvu
media [Diagnostic criteria and methods of media influence calculation] [Conference
proceedings] (pp. 120-122). Instytut zhurnalistyky. http://journ.univ.kiev.ua/files/
Zbirnyk_2014.pdf#page=120%22 [in Ukrainian].



