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SPECIFIC FEATURES OF EDUCATIONAL SOFTWARE
PROMOTION AT UKRAINIAN MARKET

This article analyses the specific features and legal requirements to the promotion of educa-
tional software. The focus is made on the investigation of the current market of these products in
Ukraine, key factors that influence its development, and the reasons to use marketing systems by
software developers along with the basic strategies for optimal marketing and promotion of educa-
tional software development enterprises.
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OCOBJINBOCTI ITPOCYBAHHA ITEJAT'OT'TYHOI'O
ITPOTPAMHOTO 3ABE3IIEYEHHA HA PUHKY YKPATHUI

Y emammi poseaanymo ocobaueocmi ii 3aKkoH00ae4i 6umozu 00 NPOCYBAHHA NEOA202IMHO20
npoepammnozo 3abenevents, a MaKoyc CyMacHuil CMan PUHKY uux npodykmie é Ykpaiui; 0CHOGHI
YUHHUKU, WO 6NAUGAIOMb HA 1020 PO3GUMOK; MPUMUHU, AKI 3YMOGAIOIOMb GUKOPUCHIAHHA
cucmemu MapKemunzy po3pooHUKamMu npopamno2o 3abe3nevenns; MapKkenmuneosi i peKiamui
3axo0u, wo CHPUAMUMYMb ONMUMI3AUII MAPKEMUH206UX KOMYHIKAUill RiOnpuemcme-
PO3POBHUKIG Ne0azoziuH020 NPO2PaAmMHO20 3abe3neyeHHsl.

Karouosi caosa: nedacociune npoepammue 3abesnevenHs; NPOCYBaAHHA; MAPKeMuUH2; PUHOK
Yipainu.
Taba. 2. Puc. 1. Jlim. 10.

SApocaasa b. Camunnckas, Makcum A. BuaHMK
OCOBEHHOCTMU ITPOJABUXEHUA ITEJATOTUYECKOI'O

ITPOTPAMMHOI'O OBECIIEYEHU S HA PBIHKE YKPANHDI

B cmamve paccmompenst ocobennocmu u 3axonooame.vtvle mpeGoBanusi K npoO0GUNCEHUIO
neodazo2u1ecK020 npocPamMMHO20 obecneuenus, @ UMEeHHO COBPeMEeHHOe COCIMOSAHUE PbIHKA IMUX
npodykmoeé 6 Ykpaune; ocHOGHble Qakmopol, eauslowue Ha €20 pazeumue; NPUHUHDL,
obycaasauearougue UCNOAB30BAHUE CUCHIEMbl MAPKEMUHeA PaA3pabom4uKamiu npoepammHo2o
obecnevenus; MapKemunzo6vle U PeKAamuble MePOnPUAMUs, CHOCOOCMEYIouue OnMmuMU3auyuu
MAPKemuH2086IX KOMMYHUKQUUI 04 NPeoOnpusmuii-paspabom4uxos neodazo2u4ecKozo
npoOPaAMMHO20 obecnevenus.

Karouesvie caosa: nedacoeuueckoe npoepammuoe obecneuerue; NPOOSUNCEHUE, MAPKemuHe;
DPbIHOK YKpauHbl.

Introduction. A key component of information technology is software. Software
development in many countries is the foundation of hi-tech industries that are driv-
ing the globalization of the world economy.

The objective reality of current markets is that equipment and advanced produc-
tion technologies for creating different types of software are not enough; software
developing enterprises must also focus on efficient marketing, aimed to stable market
positions and competitiveness of products.

Literature review. Domestic scientists, such as O.V. Spivakovsky et al. (2010),
L.E Yezhova (2002), O.0. Karpischenko (2011), V.S. Kruglik (2011) and others,

1 . . .
Kherson State University, Ukraine.
Kherson State University, Ukraine.

© Yaroslava B. Samchynska, Maksym O. Vinnyk, 2014



MATEMATUYHI METOAMN, MOZEJ1l TA IHOOPMALLIVIHI TEXHOJ10rIi B EKOHOMILI 535

research software promotion at Ukrainian market. The prospects and issues associat-
ed with the development of communication technologies to promote and distribute
educational software in Ukraine are extremely relevant and require further research.

Problem statement. For enterprises and organizations focused on strategic objec-
tives of developing and distributing educational software, it is important to use inte-
grated marketing communications to achieve the maximum results. Nowadays, com-
munication serves as the central tool in practical realization of these goals of market
entities (Yezhova, 2002).

To convey the necessary information to target audience, to create consumer
demand, to manage this demand, as well as to reduce price instability, software devel-
oping enterprises use complex marketing communications, the role and importance
of which is growing in Ukraine.

The purpose of this article is the research on the current market conditions of
software products in Ukraine, in particular, the characteristics and conceptual
approaches to the dissemination and promotion of educational software.

Key research findings. Today, the software industry, along with nanotechnology is
the most hi-tech and highly profitable sector of Ukraine's economy. Its key feature
(and difference from other IT areas) is that it does not require significant investments,
public or private. Furthermore, it does not require large amounts of natural resources,
is environmentally friendly, and promotes academic, intellectual and technological
potential of the country.

The software industry is well developed in Kyiv, where we can find more than
50% of all employed professionals in this field; it is rapidly growing in Lviv, Kharkiv,
Dnipropetrovsk, Donetsk, Simferopol and other cities of Ukraine
(Recommendations of the parliamentary hearings on "Creation of Favorable
Conditions for the Development of the Software Industry in Ukraine", 2012).

According to most recent statistics, the I'T market in Ukraine amounts to 2 ths
companies employing over 150 ths people. According to experts opinions, the com-
panies' gross income in this industry is over 15 bln UAH, with the average annual
growth rate of 30—40%. Each year, up to 30 ths university graduates specializing in IT
services are hired (Recommendations of the parliamentary hearings on "Creation of
Favorable Conditions for the Development of the Software Industry in Ukraine",
2012).

According to "Annual Global Outsourcing Report GS100," Ukraine is ranked
11th in the Top 20 of the largest world centers by the number of employees in IT
(Annual Global Outsourcing Industry Analysis GS100, 2012). Ukraine is the first in
the list of Central and Eastern Europe, ahead of Russia, Belarus and Poland.

The current market conditions of the software industry are characterized by the
following key trends:

- increased competition and price wars between the companies involved in the
development and implementation of software;

- changes in business strategy of software manufacturers;

- preference for reusable software.

Price competition first appeared at the hardware market and then subsequently
moved to software. Competition among software products is more focused because it
favors leading manufacturers of computer engineering and impacts the activity of
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small firms. As a result of price competition, software producers often lose money,
although these losses are significantly lower than those of hardware manufacturers.

Changes in business strategies of software manufacturers focus on product deliv-
ery strategy to end users, pricing and sales systems. Firms engaged in the development
and sales of software products usually work in one of the following 3 areas:

1) applications development;

2) applications sale;

3) service.

The profitability of these areas varies because by reducing the costs of marketing
and distribution, software vendors get additional income and functions from market-
ing and distribution, which are often transmitted to distributors and other organiza-
tions involved in their subsequent commercial implementation.

Distribution between developers and distributors of software is the most efficient
and cost-effective way to make new products quickly available, as the costs associat-
ed with market research, shipping, advertising, and other measures are implemented
through the budget of distribution enterprises. At the same time, today's leading soft-
ware vendors serve both as developers and distributors.

The question of reusable software development was put to professionals a long
time ago, as it produces significant cost and resource savings. To this end, object-ori-
ented applications and mobile objects to avoid duplication (which is typical for any
large program) were created. But users refused to invest heavily in untested program-
ming methods which hadn't received any support. So now developers offer users only
original object-oriented systems, and the creation of working modules for multiple
usages is left up to users.

Thus, the software market today has seen a steady decline in prices for mass-pro-
duced products, and suppliers seek to use more effective channels to expand their
presence in certain market sectors. This causes an increased interest in the business
sector to optimize the marketing system in the field of software, particularly to pro-
mote these products in the marketplace.

In the countries with market economies, software used in education is consid-
ered to be a commodity that is subject to intellectual property rights. Today, its most
active consumers in Ukraine are teachers and principals, followed by the parents of
pupils in secondary schools.

The main developers of educational software in Ukraine are presented in Table 1.

The specificity of educational software is its creation for direct use in education-
al processes. Thus, according to the order of Ministry of Education, Youth and Sport
of Ukraine from 08.02.2012 No. 882 "On the use of study materials in secondary
schools," secondary educational institutions are only allowed to use those curricula,
textbooks and teaching manuals that are approved by the Ministry, or approved by a
committee of the Scientific and Methodological Council on Education.

This is an important feature of the distribution of educational software at
Ukrainian market that slows the introduction of software and complicates the distri-
bution progress to final consumers.

In 2008—2012 Kherson State University (The Department of Support for
Academic, Informational and Communication Infrastructure and The Department
for Economic and Contractual work and Exhibitions) took a survey of 400 representa-
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tives of secondary schools concerning the use of educational software. 89% of the
respondents expressed the need and desire to use educational software. Approximately
35% of the secondary schools representatives had heard about the available software,
and only 10% were actually involved in the search and purchase of such software.

Table 1. The main developers of educational software in Ukraine, authors’

% of software
market

Developers of educational software in Ukraine

1.Scientific - Institute of Artificial Intelligence of the Ministry of
and Education and Science and National Academy of Sciences of
educational | Ukraine in Donetsk

institutions |- H.S. Skovoroda Kharkiv National Pedagogical University

- The National Technical University of Ukraine ‘Kyiv
Polytechnic Institute”

- Kherson State University

2.Commercial |- Closed joint-stock company “Kvazar-Micro Techno”
institutions |- “Karvali” Ltd.

- Closed joint-stock company ‘Malva”

- Private company “Kontur-Plyus”

- Kyiv Institute of Advanced Technologies

- E.A. Shestopalov 89% of
- Closed joint-stock company “T'ransport Systems”; software
- Closed joint-stock company “Institute of Advanced
Technology”

- “‘Diez-Produkt Company” Ltd.

- RGdata

- “Ukrpryborservis” Ltd.

11% of
software

Unfortunately, we have noted the low activity of these representatives after the
survey and offered to provide free copies of educational software for testing. For
example, Kherson State University donated to schools for use in the educational
process some kind of educational software products of its own production: TERM 7.9
(Algebra 7—9 classes); Videointerpreter; System of Linear Equations; Equations
Library of Electronic Visual Aids (Algebra 7—9 classes).

As a result, Kherson State University expected some reviews concerning the use
of educational software products. No reviews were received, indicating a low level of
interest by the teaching staff.

The analysis of market trends for educational software in Ukraine shows that the
actual implementation of educational software occurs slowly. The key factors that
affect the educational software market in Ukraine are:

1) limited access to computers in schools;

2) lack of funding for schools to purchase ES;

3) lack of a systemic approach by the State to educational process;

4) lack of teachers' motivation to use software products;

5) the high level of piracy;

6) low level of IT competency on teachers' side;

7) limited demand for ES at the open market;

8) low return on investment for educational software products, increasing the
relative costs of development and thus inhibiting the development of the market of
this software and its implementation.
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The main negative factor in the development of educational software market in
Ukraine is piracy. According to the survey by the Business Software Alliance, which
covered more than 100 countries, the global level of piracy in 2010 was 43%; in
Ukraine this level is much higher: 85% of Ukrainian computer users use software
obtained from illegal sources (BSA, 2010).

Systems of marketing communications include different specific measures and
techniques, with the direct task of relationships formation with targeted audiences.
Means and approaches of marketing communications are very different. The main
areas are as follows: creating demand; sales promotion; advertising; promotion.

Effectiveness of sales promotion depends on the properties of a product, firm's
capabilities, the chosen marketing strategy, and the stage in the life cycle of a product
(Figure 1).

Advertising to provide information,
exhibitions activities

f' \

1
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Stage of software _>= advertising costs

1

1

1
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Figure 1. Sales promotion depending on the stage of software life cycle,
authors’ construction

Waiting periods, claimed features and benefits of software, deadlines before
commercial distribution, the expectations degree of experts and leading professionals
published in media or other means are all features of methods to create a demand for
software products, raise company's image, and, consequently, increase profits.

Taking into consideration the given properties of software products as a special
type of intellectual property, let's consider the basic means of its sales promotion and
advertising (Table 2).

One of the features of information products and services is that their implemen-
tation is impossible without prior advertising and persuading buyers they need it.

AKTYAJIbHI [TPOBJIEMW EKOHOMIKW Ne7(157), 2014



MATEMATUYHI METOAMN, MOZEJ1l TA IHOOPMALLIVIHI TEXHOJ10TIi B EKOHOMILII 539

‘soofo[dwe 10] axeydsoune aAISod B 918910
‘seaho[dwe Suneanow Io0j jjers Auedwod 0} PejdadIp SUOIJRIITUNUIIOD “owaed B se AJ1[Iqe)s pue AJI[Iqeral
pue Jemod [enUBUY S)T SuneIIsUOWSp ‘Josuods- Aurdwod ay) Jnoge uorurdo orqnd S[(BI0AB] JO UOTIBULIO]

Ap1sqns ueAts f.xed a1p Jo
adewI oY) YJM o5 BT UMO SUIIBIOSSE ‘I0SUOdS © JO 03 BWI S[(BI0AR] B SUTUSSULIIS JO UOTIBaL ‘Auedwiod
umouy| Apeade oy3 Moqe sjualp [erpusjod Surpurual ‘Tosuods-Auedurod Y] U0 UOTIRWLIOJUT SUT) BUTWIOS ST(|

STUOTSTOA
Teuorjowroad 991) JO UOTINGLIISTP ‘SUONHNITISUL [BIOIOW WONIOU JOJ SIeMIJOS JO UoneyuawL[dwT 9y} SUIISISSY

drystosuodg

spunj pue
S10)s0 AU TeTIUS)Od pue
Surse ym suorje[ey

*0]0 SUOIINJTISUL JIPe.JD pUR SUD{UR( ‘SIOYRW JURIS SSOUISN( (PIM SUOIIR[SY suoIjR[eL OI[qNJ
‘serouege orfqnd ‘A1ysnpur o) Uryjm sieAnq reryuejod pim sdiysuorje[oy] -
‘uoneoNpy Jo ANSTUI 9} A paIopao sotdo) ogIjuaros
Jo yuewdofeasp oy ut uorjedronied ©oUSS PUR UOHBONPY JO AMSIUIA 9Y3 JO sIopua) ul uonedoije] - suonepa Ansnpuy

"setuedwod ‘s3oefoxd ‘arem)jos Jo sedA) UreIsd Jo suoreIuesald-uonquyxy -

"0 BW UTBLI9D B UL SO[BS 9SBaI0UI 0] SoTurdWOd UTRLISD JO UOIISOSSNS o) 18 P[ay SUOTIIQIYXY -
“UOTJRIISUOWSP SIBMIJOS

Aq parueduronoe ‘spaodal Yoreesad ‘sainjos] opraoid SIezIUBSIO YoIym SULnp ‘sdoyS{IoM pue SUOTIIQIYXY -

squeAe orqnd 1e30 pue
S9OUDISTUOD ‘SUOTIIAIYXD
ut uorpedpireJ

"SUOIINIYSUL JO SUOTIIIYX® d9[Iqn{ ‘SAep 16010 ‘A30[0UTD) PUE 9OUSIS JO (SYo0M) SKB(] -
‘uonBIado0d [BIMND PUEB TBIMUY0)

sofes
Sunowoxd

[[wpoos

pue uorutdo

DUJNUSS U0 SIUSWODISE [BJUSWUISAOSIONUL [JIM 90UBPJIOIOR UL POZIUBSIO SUOIIIQIYXd [BUOIIBN - orqnd
"BISOAWAS PUR S90ULIOJU0D ‘S9SSI3U00 SULIND PRY SUODIIYXD AS0[0uyoa) | SIU8AL orqnd 19730 PUR | JO U0 BULIOJ
puB Q0UBIOS JO SUOIJRIIP dGWads SIOA0D UOIYM JO Bpuade oy} SUOTI(IUXe pozI[eloeds [eUORRUISIU] - | SOOUSIOJUOD ‘SUONIQIYXS | — SUOIJR[al
*A30[0Ut[08] PUE 80ULIOS JO P[OL] S[OYM 9} SIOA0D YOIYM JO BPULSE 81[) SUOTIIQIYX AIISNPUIL [EUON BUIU] - ur uoryedorre J oqng ‘¢
SIPUWO0)SND sofes
Sutfes [euostad BIA SI8OWO0ISND JO sdNOIS 10 sTOW0ISND [eIjue)od pur SUIISTXE (PIM SIOBIUOD [BUOSIS] pim sdiysuoryeray [euosxod
sI0Anq [e13uejod 810Ul IO SUO JIM SUONBSISAUO0) SULInp jonpoid ayy Jo uorjejussaad [ea() SO[eS J00II(] | JO SUBSIN ‘G
saopiaoxd sojIsqem ‘SIo[esp YSnoay) aremijos pado[essp o) Jo uonejuswe[dury saep1aoxd 931 o )
BIpOW UL sofes
Surrewr reuogoword [801do] ‘JUSWSSTIIOAPE 104 | JUSWIOUNOUUE ‘Joutoju] | [euosodwr
sormenb yoxeas promAey Aq uoryezmunido ST ‘eremijos JO J0MNJLIISIP B 10 oI oejnuetl B JO 911S GO o) U0 SUISIPAPY | JO SUBON ‘T
SUBIN UOTJOAIY(] UOGOWOIJ dnoxn

UOoIONIISUOD ,SIOYINE ‘@1em}yos 104 Buisiiaape pue uoinowoad sajes o Sues\ 2 9/ge;

ACTUAL PROBLEMS OF ECONOMICS #7(157), 2014



540 MATEMATUYHI METOAWN, MOZAEJI TA IHOOPMALIVIHI TEXHOJ10r i B EKOHOMIL|I

This requires costs that 5—10 times exceed the cost of developing software products,
and these costs are essential because nobody would buy unknown software.

That is why it is recommended to start advertising at the initial stage of product
development, meaning the demand formation will successfully predict the stage of
commercial distribution, creating the waiting stage inbetween.

Conclusions. The point of distribution of educational software at the Ukrainian
market that slows down the implementation and complicates the process of moving
to end users is the legal requirement to use only the software approved by the Ministry
of Education and Science of Ukraine, or approved by a committee of the Scientific
and Methodological Council on Education.

The survey results of the main consumers of educational software initiated by
Kherson State University indicate a low level of interest of teaching staff in the use of
educational software.
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