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THE FEATURES OF EDUCATIONAL SOFTWARE PROMOTION
IN THE UKRAINIAN MARKET
This article deals with the features and legal requirements for the promotion
of educational software. The focus of this article is an analysis of the current
marketability of these products in Ukraine, an investigation of the main factors that
influence its development, and the reasons which support the use of marketing
systems by software developers, and the main strategies for the optimal marketing
and promotion of educational-software development enterprises.
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OCOBJIMBOCTI ITPOCYBAHHA ITEJAT'OI'TYHOI'O ITPOT'PAMHOI'O
3ABE3INIEYEHHS HA PUHKY YKPATHU
B cmammi po3zenanymo ocoonueocmi il 3aKOH00A8UI 8UMO2U HPOCYBAHHA
neoazoziuHozo0 NPoOZPamMHO0 3a0e3neueHHs, a came CYy4ACHUNl CMaH PUHKY UUX
npooykmie 6 YKpaini; OCHO6HI YUHHUKU, W0 GNIUGAIOMb HA U020 PO3GUMIOK;
npuyuHU,  AKI  3YMOGIIOIOMb  GUKOPUCHMAHHA  CUCHIEMU  MAPKEMUHZY
PO3POOHUKAMU NPOZPAMHO20 3A0€3NEUEHHA; MAPKEMUH206I 1l PEKIAMHI 3aX00U,
W0 CRPUAMUMYIb ONMUMIZAUTT MAPKEMUH208UX KOMYHIKAYIN 0151 RIONPUEMCIE-
PO3POOHUKIE Nedazo2iYH020 NPOZPAMHO20 3A0€3NeUEeHHAL.
Knrouoei cnosa: nedacociune npoepamue 3abe3neuents, npocysamus, MapKemune,
punok Ykpainu.
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OCOBEHHOCTHA ITPOJABU/KEHUSA NEJATOIT'NYECKOI'O

IHPOI'PAMMHOI'O OBECIIEYHEHUS HA PBIHKE YKPANHDBI
B cmamuve paccmompenvt ocobeHnocmu u 3aKoHooamesibHble mpedosanus
NPOOBUINCEHU NedazoZU4ecK020 NpPOZPAMMHO20 o00ecnedyeHus, a UMEHHO
COBpEeMEHHOe COCMOAHUEe PLIHKA 3IMUX npoOyKmoe 6 YKpauHne; OCHOGHbIE
gdaxkmopul, eruawue Ha e20 pazeumue; NPUYUHBL, 00ycaasIUBAIOUUE
UCNONb306AHUE  CUCHEMbl MAPDKEMUH2A  Pa3padomuukamu  npozpammHo0
odecneueHus; MApKemMUH206ble U PEKI1aMHble MEPORPUAMUA, CROCOOCmEYyIoujue
ONMUMU3AUUU  MAPDKEMUH206bIX  KOMMYHUKAUUWN  O01a  RPeOnpusmuil-

Pa3padomuuKko8 nedazocuiecKkozo npoZpammHozo obecneuenus.

Knioueevle cnosa: nedazocuueckoe npocpammuoe obecneuenue, HPOOBUICEHUE,

Mapkemume, pblHOK YKpauHul.

Introduction. A key component of information technology is software.
Software development in developed countries has been the foundation of hi-tech
industries that has driven the globalization of the world economy.

The objective reality of the current market is that modern equipment and
advanced production technologies for creating different types of software are not
enough; software-development developer enterprises must also focus on efficient
marketing, aimed to create stable market positions and the enhance competitiveness
of its products.

Literature analysis. Domestic scientists, such as O.V. Spivakovsky, L.F.
Ezhova, O.0. Karpischenko, V.S. Kruglik and others, have been engaged in
researching software promotion in the Ukrainian market (Spivakovsky, 2010;
Yezhova, 2002; Karpischenko, 2011; Kruglik, 2011). The prospects and issues

associated with the development of communication technologies to promote and



distribute educational software in Ukraine are extremely relevant and require further
research.

Problem statement. For modern enterprises and organizations focused on
strategic objectives involved in the development and distribution of educational
software, it is important to use integrated marketing communications to achieve
maximum results. Nowadays, communication serves as the central tool for the
practical realization of the goals of market entities (Yezhova, 2002).

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

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

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

The software industry is well developed in Kiev, where we can find more than
50% of all employed professionals in this field; it is rapidly growing in Lviv,
Kharkiv, Dnepropetrovsk, 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 recent statistics, the information technology (IT) market of
Ukraine amounts to two thousand companies employing over 150,000 people.
According to expert opinion, the companies’ gross income in the software industry is
over 15 billion UAH, with an average annual growth rate of 30-40%. Each year, up to

30,000 university graduates specializing in IT services or 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 in 11%
place of the Top 20 of the largest world centers according to 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 condition of the software industry is characterized by the
following key trends:

v' increased competition and price wars among the companies involved in the
development and implementation of software;

v' changes in business strategy of the software manufacturers;

v' preference for reusable software.

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

Changes in the business strategies of software manufacturers focus on the
product delivery strategy to the end user, pricing and sales systems. Firms engaged in
the development and sale of software products usually work in one of the following
three 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 marketing and distribution, which are often transmitted to distributors and other

organizations involved in their subsequent commercial implementation.



The distribution between the developers and distributors of software is the
most efficient and cost-effective way to quickly make new products available, as the
costs associated with market research, shipping, advertising, and other measures are
implemented through the budget of distribution enterprises. At the same time, today's
leading software 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-
oriented applications and mobile objects to avoid duplication (which is typical for
any large program) were created. But users refused to invest heavily in untested
programming 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-
produced 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
promote these products in the marketplace.

In countries with market economies, the software used in the educational
process is considered 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

The specificity of educational software is its creation for direct use in the
educational process. 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.



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

Developers of educational software in Ukraine % of software
market
1. Scientificand | — Institute of Artificial Intelligence of the Ministry of | 11% of software
educational Education and Science and National Academy of
institutions Sciences of Ukraine in Donetsk
— 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-Mikro Tehno” | 89% of software
institutions — “Karvali” Ltd.

— Closed joint-stock company “Malva”

— Private company “Kontur-Plyus”

— Kiev Institute of Advanced Technologies

— E.A. Shestopalov

— Closed joint-stock company “Transportni Systemy”;

— Closed joint-stock company “Institut Peredovyh
Tehnologiy”

— “Diez-Produkt Company” Ltd.

— RGdata
— “Ukrpryborservis” Ltd.

This is an important feature of the distribution of educational software in the
Ukrainian market that slows the introduction of software and complicates the
distribution progress to the final consumer.

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
representatives of secondary schools concerning the use of educational software. 89%
of the respondents expressed the need and desire to use educational software in the
educational process. Approximately 35% representatives of secondary schools had
heard about the available software, and only 10% actually were involved in the search
and purchasing of educational software.

Unfortunately, we have noted the low activity of these representatives after the
survey and offered to provide free copies of the 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 in connection with the aborted computer-based learning
process.

An analysis of the market trends of educational software in Ukraine shows that
the actual implementation of educational software occurs slowly. The main 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 systematic approach by the State to the educational process;

4. lack of teacher motivation to use software products;

5. the high level of piracy;

6. low level of IT competency from teachers;

7. limited demand for ES in the open market;

8. low return on investment by educational software products, which increases the
relative cost of development and thus inhibits the development of the market for this
software and its implementation.

The main negative factor in the development of the educational software
market in Ukraine is piracy. According to a 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 an illegal sources (BSA, 2010).

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

advertising; promotion.



Effectiveness of sales promotion depends on the properties of the product, the
capabilities of the firm, the chosen marketing strategy, and the stage of the life cycle

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

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

Taking into consideration the given properties of software products as a special
type of intellectual-property good, 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
implementation in the market is impossible without prior advertising and persuading
buyers of their need, utility, advantages, and opportunities to adapt to the
requirements of the user and its compulsory education. This requires costs that are 5-

10 times more than the cost of development of these software products, and



Table 2. Means of sales promotion and advertising software, authors’

Group Promotion Direction Means

1. Means of | Advertising on the | Website of the manufacturer or distributor of software, its optimization by keyword search queries
“impersonal | Internet, announcement in | Direct advertisement, thematic promotional mailing
sales” media

Websites providers The implementation of the developed software through dealers, websites providers
2.  Means | Directsales Oral presentation of the product during conversations with one or more potential buyers to make the next
“of sale
personal Relationships with | Personal contacts with existing and potential customers or groups of customers within the personal selling
sales” customers
3. Public | Participation in | e International industry exhibitions whose themes cover the whole field of science and technology.
Relations - | exhibitions, conferences | e International specialized exhibitions whose themes cover specific directions, sub-industry of science
formation and other events and technology; exhibitions held in the congresses, conferences and symposia.
Of_ ) public e National exhibitions organized in accordance with intergovernmental agreements on scientific,
opinion and technical, and cultural cooperation.
goodwill e Days (weeks) of science and technology, career days, jubilee exhibitions of the institution.
that Participation in | ¢ Exhibitions and workshops, during which the organizers provide lectures, research reports,
?t:gr;]a(;teis exhibitions, conferences accompanied by a demonstration of the software.

and other events

e Exhibitions held at the suggestion of the certain companies to increase sales in a certain market.
e Exhibition-presentations of certain type of software, projects, companies.

Industry relations

e Participation in tenders of the Ministry of Education, Science, Youth and Sports; participation in the
development of scientific topics ordered by the Ministry of Education.
e Relationships with potential buyers within the industry, public agencies in the intra-activity

Public relations

Relations with business social circles, with grant makers, banking and credit institutions, etc.

Relations with existing
and potential investors,
funders

Sponsorship

Assisting the implementation of software for noncommercial institutions, distribution of free promotional
Versions

Disseminating information about the company-sponsor, reminding potential clients about the already
known company, creation or strengthening of a favorable image of the sponsor, associating his image
with the image of the party given subsidy




Formation of favorable positive public opinion about the company-sponsor, demonstrating its financial
power and reliability and stability as a partner; communications directed to the company staff and used
for motivating employees; create an positive atmosphere for employees and those who come to work for

the company.




are essential because nobody would buy unknown software.

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

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

Survey results of the main consumers of educational software initiated by
Kherson State University indicate a low level of interest of the teaching staff in the
use of educational software in connection with the aborted computer-based
learning process.
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