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IMPACT OF THE CORONAVIRUS PANDEMIC
IN PUBLISHING INDUSTRY

The paper is devoted to analysis of the printing and pub-
lishing industry’s state during the global crisis caused by the
COVID-19 virus widespread, and changes in consumer be-
havior and preferences in the period 2020-2021.
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lpoBeaeHo noLuyk iHpopmadwii npo cTtaH BuAgaBHNYOI cripa-
BU Ta NnpoaHasiizoBaHO HanpsiMu y ranaysi nig 4ac Kpu3oBoi cu-
Tyauii 2020-2021 pp.

KnroyoBi cnoBa: apykyBaHHSI; BUAaBHU4Ya crnpasa; Kopo-
Hasipyc.

The sphere of publishing as a whole had suffered im-
mense damage in two last years, because wide spread
of COVID-19 virus and global pandemic. The impact of
COVID-19 on different industries, markets, and segments
of society has varied widely. Book publishers, overall, fared
well in this period, escaping many of the COVID-inflicted
disruptions faced by several other sectors. Differences in
adaptation strategies for the branches of industry are quite
prominent.

The main task is to find and analyze data about state of
publishing industry and its different parts in period of glob-
al crisis, such as an outbreak of COVID-19 virus. Look for
changes in usual customers consumption preferences in
that time.
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The methodology is based directly on secondary re-
search. Publicly available sources produced during the pan-
demic, including articles, studies, blogs and other resourc-
es showed compound results. To this review of recent cov-
erage, we have added our own perspectives and takeaways
regarding the implications for the book publishing industry,
including trade, educational, and, to a lesser extent, aca-
demic [1]. If we take an example of content consumption
during pre-COVID-19, younger adults were the internet era
advocates. They clearly prefer digital technology for con-
suming content anytime, anywhere, and on multiple de-
vices. With reduced newspaper circulations, closed book-
stores, and limited availability of print editions — consumers
that are more senior too were aligned to this. Even genera-
tion alpha is not left untouched, with schools taking remote
classes and playgrounds being replaced by online media or
books [2].

Widespread of COVID-19 is accelerating innovation that
was developing in industry. New problems have led to new
decisions in core of the newspaper and magazine business.
The fundamentals have not changed, but had an overvalu-
ation process. The market in local news is broken and there
is no editorial solution to the commercial problems of pub-
lishing; the sooner you can make digital pay, the better; and
revenue direct from readers will always, always be prefera-
ble to that from advertisers [3].

In summary, search for information about state of indus-
try was concluded. In addition, different sides of publishing
in general was analyzed in the moment of distress.
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BMJIUB NAHOEMI|
HA PUHOK BUFOTOBJIEHHS]
KOPMOPATUBUX MNOOAPYHKIB

lpoaHanizoBaHO PUHOK Cy4YaCHUX KOPNopaTUBHUX CyBe-
HipiB, siki BUKOpUcTOBYBanucs nig 4ac COVID-19.
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The article presents an analysis of the market of modern
corporate souvenirs used during COVID-19.

Keywords: pandemic; corporate gifts; empathy; white
products.

Y 6GaratbOox KOMMaHifaX OinbLiCTb MpaLiBHUKIB 3apas
npaLoTb i3 A0MY. Hepes Lo 3MiHY MICLLEMONOXEHHS BPY-
YEeHHS KOPMNOpaTUBHUX MOOAPYHKIB MOBHICTIO 3MiHWUIOCS,
no3asik KOMNaHii MOBMHHI 3HAWTW CBOIX KJIEHTIB Ta CMiBPO-
OITHUKIB | BU3HAYUTUCS, AK HaWKpalle Haacunatu iMm npe-
3eHTn. KaTeropii nogapyHkoBMX NpeamMeTiB, sKi NigxoaaTb
nip 4ac naHaemii, Hapasi MoXyTb MaTW NiABULLIEH LiHW, OY-
TV B oediuunti, abo B3arani po3npogaHumMn, TOMy TEPMIHU
Ta naaHyBaHHS € KIIOHOBMMU.

3apas HalkpalLuii Yac ans nigHeCeHHs MOpasibHOro ay-
xy. LLlacTa nigBuulye NnpoayKTMBHICTL Gi3HECY MpaLiBHUKIB



