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THE IMPACT OF THE COVID-19 PANDEMIC
ON THE CONSUMER GOODS MARKET IN DIFFERENT REGIONS:
GLOBAL CHANGES IN SOCIAL MEDIA MARKETING STRATEGIES®
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The article examines the peculiarities of the development of consumer goods markets in Ukraine, the USA, Germany and China
under the influence of the COVID-19 pandemic. It analyses how social media and book communities promote products in the book
market. The paper highlights the main interaction formats and approaches that publishers and authors can use to attract readers
and increase book sales. Among them, the authors draw attention to video content, community activity in social networks, adaptive
technologies to attract new users and retain existing ones. The authors summarise the specifics of working with the BookTok community.
From a practical point of view, the authors argue that book publishers and authors who want to remain competitive need to adapt to
the new realities and use the power of social media to promote their products.
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Statement of the problem. As a result of the severe
impact of the COVID-19 pandemic, the global economic
system has undergone significant changes, which in turn
have led to a rethinking of marketing approaches in various
sectors. Both in Ukraine and globally, the publishing
industry faced new challenges with the introduction of
quarantine restrictions. To cope with this crisis, publishing
industry representatives had to adapt their marketing
strategies to attract stakeholders and ensure the continuity
of their activities. The results differed: some organisations
successfully adapted to the new conditions, while others
failed to withstand the pressure and ceased operations.

This situation highlights the importance of identifying
the key points in the marketing strategies implemented
by book publishers during the crisis. Such an analysis
is vital for developing successful strategies in future
crises and understanding marketing trends driven by the
COVID-19 pandemic.

Analysis of recent research and publications.
Exploring changes in the marketing approaches of
participants in the global book publishing market is
essential as the book publishing sector is undergoing

significant changes due to various factors, in particular
the COVID-19 pandemic, technological changes and
new consumer trends. Exploring this topic will allow for
a better understanding of how publishers and other book
market participants are adapting to new conditions and
changing their marketing strategies to ensure success
and competitiveness. The theme of changing marketing
approaches by participants in the global book market has
been explored in the work of many researchers.

The pandemic has significantly changed consumer
behaviour and required book market participants to respond
quickly to new conditions. A study of the adaptation of
publishers in Germany, France, China, North America, and
Ukraine reveals general trends and regional peculiarities in
this context [1]. Research conducted in different countries
allows to identify general trends and differences in
marketing strategies depending on the cultural, economic
and social characteristics of each country affected by the
same global problem. The transformation of the Chinese
book market under the influence of the pandemic is
examined by Dianshun Ren and Zishuang Kang [2] and
by C. Zegeng [3], and the situation in the North American
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market is covered by C.T. Watkinson [4], C. Guren and
T. Mcllroy [5]. The changes in the Ukrainian market are
highlighted in [6]. The researchers also drew attention
to general changes and the emergence of new trends in
the book publishing market, which are typical for most
countries.

New technologies and platforms are influencing
marketing strategies. For example, a study of the use of the
social media platform TikTok to promote book products
shows the growing importance of digital media and social
platforms in attracting young readers. Trends in the use
of the social media platform TikTok by representatives of
the book publishing business to promote book products
during and after the pandemic are described in [§].
The peculiarities of promoting different products with the
help of digital marketing tools from different aspects of
interaction are studied in a number of works of different
scientific schools [9—16].

Formation of the objectives of the article (task
statement). The study aims to identify trends in
marketing activities in the book publishing market that
have emerged or significantly transformed during the
COVID-19 pandemic. Achieving this goal is possible only
if the following tasks are fulfilled:

— To study the impact of the pandemic on the book
publishing markets of different countries (USA, Germany,
China);

— to highlight the main changes in the marketing
activities of Ukrainian book publishing enterprises;

— to consider the BookTok trend and explore how its
development has affected the global and Ukrainian book
market.

Summary of the main research material. Book
publishing is a key component in the economic structure of
various countries and in shaping the cultural and educational
environment. The creation and distribution of books
directly affect the academic level and cultural enrichment
of citizens, contributing significantly to overall social
development and well-being. The COVID-19 pandemic is
undoubtedly the biggest crisis the global book publishing
market has faced in decades. This crisis has required new
approaches and adaptability, which has led to different
implementation options in other countries depending on
the local context. Consider how book publishers in the US,
Germany, France and China have changed their marketing
activities to meet the challenges of today.

During the COVID-19 pandemic, the US book
publishing industry has significantly changed its marketing
approach. Physical retail stores have faced significant
challenges due to the impact of the pandemic, while online
retailers such as Amazon, eBay, Walmart, and Target have
reported record sales. Independent physical bookstores
were the hardest hit [17].

Overall, the book publishing sector recorded strong
sales figures, with an increase of 7.5% in 2020 compared to
the previous year. Sales of fiction and non-fiction books for
teenagers and young adults increased significantly, while
sales of books for adults increased less, by 5-6%. Hardback

and paperback books were the most popular, but sales of
mass market books fell [5].

During the pandemic, the shift to online shopping
accelerated in the United States: at the end of the third
quarter of 2020, e-commerce accounted for 13.5% of retail
sales, up 36.7% year-on-year [5]. This growth in online
commerce is attributed to the COVID-19 crisis, which
has forced consumers to rely more on digital platforms to
meet their shopping needs [18]. Sales of e-books, which
had previously been in decline, rose sharply again during
the pandemic, while growth in audiobook sales, on the
other hand, slowed significantly. Publishers made special
efforts to expand their customer base and shifted to digital
activities. There was also a tendency for publishers to
abandon standard advertising methods or create cheaper
advertising materials [19].

Consequently, marketing approaches to book publish-
ing in the US have shifted towards digital platforms as
physical retail stores have faced difficulties. The industry
demonstrated strong sales, especially in certain categories,
and managed to cope with the challenges posed by the pan-
demic. The Association of American Publishers provided
advice on supporting the book publishing business during
the COVID-19 pandemic and presented the results of
its research to the US Congress, protecting the interests
of book publishers at the level of interaction with the
authorities [20].

The German book market faced significant challenges
during the COVID-19 pandemic, and quarantine measures
had a significant impact on the dynamics of the book
industry. Beginning in March 2020, German publishers
struggled with the consequences of implementing
quarantine measures. According to a report published by
the Borsenverein des Deutschen Buchhandels, the trade
association of the German publishing industry, the number
of buyers in Germany before the COVID-19 pandemic
increased by around 300,000, the highest number
since 2012 [21].

However, in 2020, the market situation deteriorated
significantly due to the devastating effects of COVID-19.
Between 23 March and 19 April 2020, when bookshops
in all German states except Berlin and Saxony-Anhalt
were closed, sales plummeted by 65.7% compared to the
same period last year. A cumulative 46% decline was seen
in diversified sales channels, such as small shops out-
side bookstores and online sales platforms, during this
period. The impact of these adverse circumstances was
felt even more acutely when more than 50% of publish-
ers responding to the survey were forced to postpone the
release of new books until the following year. Some 36%
reported that they were unable to carry out certain planned
releases, which had a significant impact on lesser-known
or unknown authors. Publishers tried to launch books with
high expectations of popularity [22].

The problems were compounded by the cancellation
of thematic events, such as the Leipzig Book Fair and the
Cologne Literary Week, which are landmark events known
for bringing together various publishers and authors. Book
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publishers and their stakeholders can network during the
presentations of dozens of new literary works, which are
attended by representatives of both the German market and
foreign publishers. The cancellation of these events was
a significant loss for many book market participants. The
Frankfurt Book Festival, which took place in autumn, man-
aged to adapt to the new conditions, and while the spring
events were cancelled, the Frankfurt Book Festival was
held online, presenting a digital programme [23].

The problems were compounded by the cancellation
of thematic events, such as the Leipzig Book Fair and the
Cologne Literary Week, which are landmark events known
for bringing together various publishers and authors and
presenting dozens of new literary works. There is an
interaction between book publishers and their stakeholders,
and not only representatives of the German market, but
also foreign representatives take part in them [24]. The
cancellation of these events was a significant loss for many
book market participants. The Frankfurt Book Festival,
which was held in autumn, managed to adapt to the new
conditions and, although the spring events were cancelled,
the Frankfurt Book Festival was held online, presenting a
digital programme [25].

In response to the challenges posed by the pandemic,
German publishers have changed their strategies to focus
on e-book formats, which have often outpaced physical
print copies. It is worth noting that some book projects
have bypassed traditional media platforms, choosing to
distribute only through digital channels.

Due to the closure of borders, sales of travel books,
guidebooks and other literature for travellers fell the most.
On the contrary, non-fiction about medicine or history saw
an increase in sales during these periods, especially books
that covered the topic of COVID-19. As for fiction, the sales
were influenced by the phenomenon of escapism, as many
people wanted to immerse themselves in other fictional
worlds to escape from the stressful events of reality — both
contemporary and classic works of fiction were popular
[1]. Sales of books in the children's and teenage literature
segment grew as parents looked for alternative ways to fill
their children's leisure time when quarantine measures in
Germany forced everyone to stay at home.

The German book industry has demonstrated resilience
and endurance in the face of obstacles that hinder sales
of printed literature. There has been an intensification of
the creative approach in the marketing activities of book
market participants. Firstly, bookstores and publishers
have refocused on delivering goods in various ways, both
with the participation of postal operators and, for example,
delivery by cyclists. Second, online events have proved to
be one of the options for adaptation measures, which dem-
onstrates their versatility in times of crisis. Finally, German
bookstores and publishing houses have remained reliable
suppliers of literary works thanks to their well-developed
online infrastructure.

Acknowledging the key social role of the book industry,
Alexander Skipis, CEO of the Borsenverein des Deutschen
Buchhandels, expressed his gratitude for the government's
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support. The prompt provision of significant emergency
financial assistance, the rapid reopening of bookstores
and the implementation of a comprehensive cultural
sponsorship programme have played an important role
in mitigating the difficulties faced by the book industry.
The author emphasised the significant social contribution
of publishing houses and bookstores, especially during
emergencies, noting the tangible surge in public respect for
literary works in difficult times [21].

The Chinese book market, shaped by the demands of
the country's large population, demonstrated an expansion
similar to that of the US or Germany by the beginning of
2020.

The global impact of the COVID-19 pandemic has
been reflected in China's book industry, as evidenced by the
2020 China Retail Book Market Report from OpenBook,
the leading national statistical authority on book retail.
The report indicates a 5.08% decrease in the volume of
the Chinese retail book market in 2020 compared to the
previous year and a 3% decrease in the number of new
publications [25].

Private book market players switched to online sales
when physical channels were closed. While the overall
market indicators declined, children's books, on the
contrary, became a commodity whose sales grew by 1.96%
in 2020 [26]. In particular, platforms such as TikTok and
Kwai contributed to the development of online sales
channels for children's books by 15.64% compared to the
previous year. Chinese publishing houses and bookstores
have introduced discounts and promotions in their
strategies to regulate demand for books, especially for
children's literature.

Based on global experience, the impact of the pandemic
was felt most acutely by offline retailers in China.
However, online sales were also significantly affected by
logistical problems that prevented timely and successful
delivery. The shift to electronic and audio books has gained
momentum in China since 2020, driven by long periods
of strict isolation. Adapting to the circumstances, readers
are increasingly using audio content and digital books,
encouraging publishers to meet this demand with special
editions in these formats.

The trend towards digitisation has spread to educational
literature and textbooks, as demand for both digital and
traditional formats has increased with the rapid spread of
online learning. Copyright holders of such literature have
created textbooks suitable for digital use, thus contributing
to the development of the concept of a dual format for books.

In addition, Chinese publishers actively participated in
the information campaign to reduce the panic associated
with COVID-19 by publishing materials explaining the
nuances of disease progression and suggesting preventive
measures. Chinese publishers such as the People's Medical
Publishing House and the Chinese Traditional Medicine
Publishing House played an important role in disseminating
reliable information [3].

The marketing activities of Chinese book publishers
mirror those of their foreign counterparts, including
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holding events in an online format, increasing interaction
with readers on social networks, ensuring compliance with
cleanliness and hygiene rules in physical sales outlets
after their opening, improving the delivery system for
online orders, and generally developing book promotion
through digital channels. This adaptability highlights the
adaptability and dynamism of the Chinese book market in
the face of global challenges and in an environment where
the pro-Chinese government has not provided additional
support to publishers [27].

As for Ukraine, in 2020, the book publishing industry
faced a significant decline: 343 publishing houses and
48 bookstores closed [28]. This wave of closures has had
serious consequences, leading to a significant reduction
in the availability of books, especially in niche genres.
The challenges posed by the pandemic have led to a marked
drop in sales, affecting both e-book and physical book
sales. Despite the fact that people are spending more time
at home, the reading habit has not revived, and preferences
have shifted towards alternative content, such as video.

According to the Association of Publishers and Book
Distributors, the Ukrainian book publishing industry
suffered a significant decline in 2020. The number of books
published decreased by 23.3%, and the total circulation
of books decreased by 34.3% compared to the previous
year [29]. Offline events traditionally held by Ukrainian
publishing houses in spring and summer, including
the Book Arsenal, were cancelled, which is a common
experience for Ukraine and other countries with events of
this format [30].

Ukrainian book publishers have responded to these
challenges by adopting adaptive strategies similar to
those of their foreign counterparts. Diversification of
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distribution channels has become a significant focus, with
an emphasis on meeting the growing demand for online
content. Cooperation with postal operators has expanded
delivery options, ensuring that books continue to reach
readers despite logistical constraints. Publishers have
also turned to online events as an alternative to traditional
meetings, using digital platforms for book launches, author
discussions and promotions.

Despite all this, the Cabinet of Ministers of Ukraine has
cut spending on the cultural sector, and book publishing
representatives have not received additional support from
the state [27]. This differs from the position of governments
in European countries such as Germany and is a negative
example of how book publishers were forced to cope with
the consequences of the pandemic on their own.

The global and Ukrainian book publishing markets are
dominated by the trend towards the significant integration
of social media, in particular the short video platform
TikTok, into the marketing strategies of the book business.
Of particular note is the rapid growth in the app's popularity
since the start of the pandemic, as evidenced by 2020 data
from App Annie. This digital market analysis company
claims that TikTok is the most downloaded app of the year,
ahead of Facebook Messenger (Figure 1).

Central to TikTok's appeal is its algorithmic framework,
which offers users content that is tailored to their interests.
The consequences of the pandemic, such as forced isolation
and the shift of many areas of life to the virtual space,
contributed to the growth of TikTok's popularity in 2020,
which led to a corresponding progress in its development
trajectory.

In a short time, the TikTok platform has developed
notable trends in interests, including BookTok, an online

Top Apps Worldwide | 2020 (vs 2019)

DOWNLOADS (Jan - Now 2020)

CONSUMER SPEND (Jan - Nov 2020)

MONTHLY ACTIVE USERS (Jan - Oct 2020)
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2 Facebook - TikTok s VatsAZD Messenger B
3 |[(5] wnetsapp Messeoger - D youlue 2 Facebook Messenger -
4 ZOOM Cloud Mectings m Disneye 37 Instagram -
5 J(e)] tesuaprem - 91 Tencent Video 2 Arazon -
6 ° Facebook Messenger s Mot - Twitter -
7 | GoooreMent Newt om 3 Netfix 1
s [} sopconm - Google One 2 TikTok s
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Figure 1 — Rating of the most popular apps among Android and iOS users in 2020 compared to 2019

Source: [31]
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community focused on discussing books and literature.
Functioning as an online community, BookTok brings
together video content creators and consumers through
discourse, recommendations, reviews, and discussion of
literary works. It is noticeable that its demographic group
consists mainly of teenagers and young people who create
emotionally charged content, often with elements of
humour or, conversely, melancholy.

Although the dominant genres on the platform are fan-
tasy, romance, science fiction, and graphic novels, it is
important to note that this list of genres is not exhaustive
and that videos about literature such as horror, thrillers,
mythology, short fiction, cookbooks, etc. can also be found
on the platform (Figure 2, Figure 3).

Despite the youth of its content creators, BookTok has
been driving the transformation of the book publishing
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Figure 2 — Types of fiction genre tags in the English and Ukrainian parts of BookTok

Source: compiled by the authors on the basis of data collected through a social network
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Figure 3 — Types of non-fiction book genre tags in the English and Ukrainian parts of BookTok

Source: formed by the authors based on data collected through the social network

business since 2020. Currently, the #BookTok tag boasts
an impressive 201 billion views [32], and its Ukrainian
counterpart #UkrBukTok has 460 million views [33].

In 2020, book market participants, including publishers,
bookstores, and authors, were heavily influenced by
BookTok. The community's video content and subsequent
discussions helped to revive interest in books published
decades ago, which helped them regain high positions in
the bestseller lists in the summer and autumn of 2020.
In particular, this happened with the books The Song of
Achilles by Madeleine Miller, They Both Die at the End

by Adam Silver, and We Were Liars by Emily Lockhart,
which were mentioned in a video by BookTok blogger
Selene Velez titled "Books that will make you cry" and
which received 6.5 million views [34]. For example, after
the publication of this video, sales of The Song of Achilles
in the first quarter of 2021 increased tenfold year-on-year,
and We Were Liars regained its bestseller status almost a
decade after its first publication.

While in 2020 the prospects for using BookTok's
capabilities to promote books were vague, over the
past 3 years, the BookTok community has evolved into
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something that directly affects the activities of publishers,
bookstores, authors' work, and is a channel of interaction
with customers and an advertising platform. The BookTok
phenomenon has changed the approach to marketing
activities of book market participants, emphasising
the importance of digitalisation during the COVID-19
pandemic and after it. It now goes beyond simple book
recommendations.

Today, most well-known publishing houses use the
TikTok platform, actively participating in the BookTok
community to interact with their audience. For example,
Barnes & Noble, the most famous American bookstore
chain, has a TikTok account with 208 thousand subscribers
[35], using various video content to strategically promote
its literary novelties. Similarly, authors use the BookTok
environment as a direct channel of interaction with their
regular readership, using TikTok's algorithmic capabilities
to attract new readers by sharing engaging videos about their
fictional universes, characters, or upcoming literary works.
This dynamic is underlined by NPD BookScan, which
tracks print copies of books sold in most US bookstores,
according to which 4 out of 10 best-selling titles are by
Colin Hoover, who once became a BookTok sensation
[36]. Hoover's popularity on BookTok, as evidenced by his
1.4 million subscribers, confirms the platform's powerful
influence on the author's popularity and, as a result, on
sales figures [37].

The BookTok phenomenon confirms the growing
importance of influencer marketing in book publishing and
distribution. This concept, traditionally used in industries
such as beauty and fashion, has gained popularity in the
literary sphere thanks to BookTok trends. Observing the
tangible impact of TikTok posts on book sales, publishers
have started to cooperate with literary bloggers by
launching joint initiatives. Such partnerships involve free
copies of books in exchange for sincere video reviews
posted on bloggers' pages, sometimes with additional
financial rewards for their efforts.

It's worth noting that BookTok influencers have taken
on the role of emotional critics, not just endorsing literary
works but amplifying the voices of underrepresented
communities. In this way, they help raise awareness of
books that delve into acute social issues and offer new
perspectives in different genres, so it has become easier
for publishers to promote books by lesser-known authors,
because they know what BookTok will talk about if they
direct the promotion of the book correctly.

BookTok's focus on community building and
reader engagement has ushered in a transformative era
of customer engagement in the publishing industry.
In addition to increasing the number of followers, authors
and publishers are actively using the platform strategically
to build a community of true fans and activists. This
involves using TikTok to connect with passionate book
fans and build anticipation and excitement for future titles
in the early stages of development. This evolution marks a
shift away from traditional reader passivity to fostering an
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active audience, demonstrating the multifaceted approach
that characterises the BookTok community.

Since 2020, Ukrainian publishers, like their foreign
counterparts, have integrated into the TikTok platform,
using the multifaceted capabilities of the BookTok
community to increase sales of their publications. Well-
known Ukrainian publishers have a relatively large number
of followers on TikTok. As of January 2024, the leader is
the Family Leisure Club publishing house with a total of
26,000 subscribers (Fig. 4). The video content covers a
variety of topics, including announcements of new books
[38], thematic book collections [39], information about
promotions and discounts [40], book draws [41], etc.
The most common video formats are informational videos
from publishers' representatives, humorous publications
with funny videos or images, and reportage videos.

A noteworthy aspect of this trend is the joint platform
initiatives between publishers and book bloggers. Publish-
ers support the enthusiasm of book bloggers for certain lit-
erary works by providing them with personal discounts or
entering into special barter deals. Mutually beneficial rela-
tionships between publishers and BookTok representatives
help to increase awareness and sales, and serve as a chan-
nel for attracting new readers who usually visit publishers'
profiles on other social networks or websites.

Ukrainian authors claim that BookTok offers new ways
to promote various literary publications, from large collec-
tor's editions to smaller pocket-sized books. The platform
is particularly beneficial for authors who work indepen-
dently of traditional publishing houses and self-publish.
The accessibility and reach of TikTok eliminates the need
for additional financial investment in promotional activi-
ties, allowing authors with limited financial resources to
increase their visibility and book sales. Well-known
Ukrainian authors such as Anastasia Nikulina and Andriy
Lyubka, who work with publishing houses, also state the
critical role of the BookTok community in establishing
communication with readers and that BookTok signifi-
cantly affects the number of sales of their literary works [42].

It is also worth noting that the Ukrainian BookTok is
an integral part of the global BookTok community, so the
trends of the foreign community influence Ukrainian book
lovers. Publishers have recorded cases when books became
popular in foreign BookToks and demand for them grew in
Ukraine, so in 2021-2023, publishers had to reprint addi-
tional copies of such works as It Ends With US Colleen
Hoover (first published in Ukrainian in 2016) and A Lit-
tle Life by Hanya Yanagihara (first published in Ukrai-
nian in 2017) to meet the reading needs of Ukrainians.
This is another confirmation of the integrity and dynamism
of the BookTok community, which does not depend on the
geographical location of readers. The exception is China,
where, due to limited access to various international plat-
forms, including TikTok, there are local analogues of most
apps. For example, in the Chinese domestic market, the
Douyin app, which works on the same principle of short
videos, is actively used instead of TikTok.
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Figure 4 — Number of users subscribed to the accounts of well-known Ukrainian publishers on TikTok
as of January 2024, thousands of users

Source: formed by the authors based on data collected through the social network

Thus, the BookTok community formed under the influ-
ence of the COVID-19 pandemic and the trends emerg-
ing within this online community directly affect the book
market in Ukraine and other countries and the marketing
approaches used by business representatives.

Conclusions. The COVID-19 pandemic has had a
negative impact on the book publishing market worldwide.
Quarantine restrictions have led to the closure of bookstores,
a decline in demand for paper books and an increase in
the popularity of e-books. In this environment, publishers
have had to adapt their marketing strategies to effectively
meet consumer needs and ensure business continuity.
An analysis of the marketing strategies of book publishers
in the US, Germany, France and China showed that they
focused on the following key points: diversification
of distribution channels, the growing role of digital
marketing and a focus on creating valuable and relevant
book content.

In Ukraine, the pandemic has led to a significant decline
in the book publishing industry. In 2020, 343 publishing
houses and 48 bookstores closed. The number of books
published decreased by 23.3%, and the total circulation
of books decreased by 34.3%. Publishers switched to

online events as an alternative to traditional meetings and
diversified distribution channels, focusing on meeting the
growing demand for online content.

In general, the COVID-19 pandemic has accelerated
the digitalisation of the book publishing industry, including
the use of social media platforms such as TikTok. TikTok is
a powerful tool for book publishers to connect with young
audiences and promote their books using the BookTok book
community that has formed on this platform. The BookTok
phenomenon is an important driver of change in the book
publishing industry, and publishers must be able to adapt
to such changes. To make the most of TikTok, publishers
need to create high-quality video content, interact with
readers, and collaborate with influencers. Based on this
analysis, it can be said that BookTok continues to evolve,
and its impact on the publishing industry will only grow.

Prospects for further research. Conducting a
thorough study of the impact of the COVID-19 pandemic
on the global book market is critical to developing effective
business strategies and promoting the development of book
publishing. Diverse country experiences provide valuable
insights that allow industry stakeholders to learn from
successful approaches and better prepare for future crises.
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Of particular interest is the phenomenon of promoting
book products through TikTok and the evolution of online
book communities that have emerged during the pandemic,
including BookTok. The study of these trends provides an
opportunity to understand changes in consumer behaviour
and preferences, which is the basis for developing individ-
ual strategies that meet the dynamism of the digital reader-
ship.

Thus, further research is needed to develop sustainable
strategies in the face of the crisis and to use new ways of
promotion that will ensure the continued growth and adapt-
ability of the global and Ukrainian book industry.

Limitations of the study. Considering the recent
negative trends in the issues of restricting or banning the
use of the social network TikTok, there are concerns about
the further use of this platform for the book publishing
market in Ukraine. However, the BookTok community is
outside the realm of politics. The authors have studied it
exclusively as an interesting case study of the peculiarities
of creating a book community, the peculiarities of its
content, and the attraction and retention of its audience.
The scientific and practical conclusions of the authors can
be transferred and taken into account for the distribution of
video content of the book market on other social platforms.
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BIIJIMB MMAHJAEMII COVID-19 HA PUHOK CIIO)KUBUHNX TOBAPIB .
Y PI3BHUX PET'TOHAX: IVIOBAJIBHI 3SMIHU MAPKETUHI'OBUX CTPATEI'IA
Y COOIAJIBHUX MEPE/KAX

Haranin €sreniBna JlerynoBcoka', Kapuna OnexcanapiBua Xpamona®, Anam SIcHikoBcki®

Cmamms npucesiuena docniodicennio enaugy nandemii COVID-19 na punxu knueosuoanns Yxkpainu ma iHwux Kpait, a makoic
aHanizy OCHOBHUX MEHOeHYill 6 MAPKeMUH206ill OisIbHOCII KHU2OBUOABYIE 3 GUKOPUCTNAHHAM YUPPOBI308aAHUX KAHANIE KOMYHIKAYTT.
Axmyanvricmv 00cnioxHceH s 00yMO81eHa HeOOXIOHICMIO BUSHAYEHHA Ji€dux cmpamezitl 0Ji poOomu KHU208UOABYI8 Y KPUIOBUX YMO-
64X, 30KpeMa 3yMOBIEHUX 6NIUBOM He2AMUSHUX (PAKMOPIE 2POMAOCHKO20 300p08 5, Ha OCHOGI HAGYMO020 D0C8idy 0nia 3abe3neuents
cmabinbhoi pobomu y pasi 6uHUKHeHHs no0ioHUX cumyayiil y matibymusvomy. Ha npuxaaoi coyianvnoi mepesci TikTok, 3okpema cnine-
Homu arobumenis kHue BookTok, 30iticneno docnidowcenns 3min y cycninvrux mpenoax y 2020-2022 pp. ma y nicaananoemiyHuil nepioo.
Busnaueno, wjo ya coyianbha mepexca Mae 3HauHull 6NIUE HA KHULOBUOABHUYY 2aly3b PI3HUX Kpain. [lnamgopma cnpuse spocmaniio
0b6i3nanocmi npo KHu2u ma agmopis, 00NOMA2A€ 3anYHUMU HOBY AYOUMOPII0 00 YUMAHHSA, NO3UMUGHO 6NAUBAE HA NPOOAIC] KHUR.
Bzaemodia 3i cninonomoro yumauie na niamgopmi TikTok 0ossonae asmopam ma sudasysam Hanazooumu 36'a30K 3i CO€EI0 AYOUMOPIE
ma cghopmysamu CRITbHOMY CRPABHCHIX PaHamMie KHU2, A MAKOXHC 6UKOPUCMOBY8AMU PI3HI MAPKEMUH2O08I IHCIMPYMEHmU Ois npocy-
BAHHS KHUJICKOBOI NpodyKyii. Yce nepeniuene guwye icmomHo 0ONOMO210 KHU2OBUOAGYSIM WEUOULe NOBEPHYMUCS 00 OONAHOEMIUHUX
nokasHuxig pobomu. Kpim moeo, y cmammi 1pyHmosHo npoauanizosati cyuacui moxcausocmi naameopmu TixTox ona npocysanus
KHU2 HA YKPATHCLOMY PUHKY, OCODNUSOCTI 3aTYUeHeH S HOBOT AYyOUMOpii, a MaKodic Mmunu KOHMeHmy, AKi BUKOPUCIOBYIOMbCA YKPA-
incokumu guoasnuymeamu. Aemopamu y3azanibueno ocoonusocmi pobomu 3 KHUNCKo8o10 chinbnomoio BookTok na cyyacnomy emani
ma masedeHo nepesazi, AKi Maxa 63A€Mo0isl MOdce HA0Amu UOABYAM MAa asmopam. 3podieHo UcHo8oK, wo cnitvhoma BookTok
NPOO0BAHCYE PO3BUBAMUCH, [ 1T 6NIIUE HA KHUSOBUOAGHUYY 2a/1y3b OYOe tuuie 3pocmamu. 3 npakmuyHol mouku 30py, 00IpyHMosano, wo
KHU20BUOABYAM MA ABMOPAM, AKi XOUYMb 3ATUMAMUCA KOHKYPEHMOCHPOMOICHUMU, HeOOXIOHO adanmysamucs 00 HOBUX peanili ma
BUKOPUCIOBYBATNU MOUCTUBOCTNI COYIANLHUX Mepedc OISl RPOCYBAHHA C8OET NPOOYKYi.

Kniouogi cnosa: énius nandemii Koponagipycy, ouOACUmMan-mapKemune, Coyianbii mepexuci, 2100anizayis, KoHmenm.
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