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Urgency of the research. The growth of the conscious-
ness of society and the development of social networks have
created a new type of business, which is called a social enter-
prise, that is rapidly developing in the world and in Ukraine.

Target setting. The problem of misunderstanding of the
sense of social business lies in the combination of social and
commercial.

Actual scientific researches and issues analysis. Such
researchers as G. Dis, J. Boshe, G. Schulier, J. Meyr, I. Marty
made an important contribution into the development of social
entrepreneurship development problems.

Uninvestigated parts of general matters defining. Solv-
ing the social problem as the main direction of the information
campaign in advancing social business, new forms of strate-
gies and tactics in this segment is an interesting object for the
researches.

The research objective. In the article the following tasks
were determined: to define the categorical apparatus of «so-
cial entrepreneurship», to analyze the activities of social en-
terprises in the West of Europe, Israel and Ukraine, to explore
effective ways to promote social entrepreneurship in social
networks.

The statement of basic materials. The differences be-
tween social entrepreneurship and charity, traditional busi-
ness, social responsibility of business are shown in the article.
Moreover, the types and models of social entrepreneurship
are highlighted and a new marketing methodology is pro-
posed.

Conclusions. The effectiveness of promoting social busi-
ness through the idea of a locomotive was proved in the arti-
cle as well as six stages of the information campaign were
distinguished.
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MAPKETUHIOBI OCOBJINBOCTI TAKTUKU
NMPOCYBAHHSA COLUIANIBHOIO BISBHECY
Y COUIANTbHUX MEPEXAX

AkmyanbHicmb memu 0ocnidxeHHsi. 3pocmaHHs cei-
domocmi cycninbcmea ma po38UMOK CoujanibHUX Mepex ro-
podunu Hosull eud bi3Hecy — couianbHe MioNPUEMHULMEO,
sIKe cmpiMKO po38u8aembCs 8 ceimi ma YkpaiHi.

lMocmaHoeka npobnemu. Y noedHaHHi couyjaribHo20 ma
KOMepUitiHo20 Kpuembcsi npobrieMa Hepo3yMiHHSI cymi couia-
IIbHO20 bi3Hecy.

AHani3 ocmaHHix docnidxeHsb i ny6nikayit. Baxnusuli
8kn1ad y po3pobKy npobrem po3gumky couianbHo20 nidnpue-
MHuuymea eHecnu OocnioHuku I. dic, [x. bowe, I. Lynbep,
Lx. Medp, I. Mapmi.

BudineHHs1 HedocnidxeHUXx 4YacmuH 3a2aslbHoi npo-
6nemu. BupiweHHs couianbHoi npobremu, sSIK OCHO8HO20
HanpsMKy iHgbopmauiliHoI KamnaHii y npocyeaHHi couianbHO20
bi3Hecy, Hosi hopmu cmpameeill i makmuk y UbOMy ce2MeH-
mi € uikasum 06’ekmom 01151 GOCITIOKEHbD.

lMocmaHoeka 3ae0aHHsA. [lpu HanucaHHi cmammi 6ydu
rnocmaeneHi maki 3agdaHHs: eu3Hayumu KameaopianbHul
anapam «coujanbHO20 MidnpueMHUYMea», npoaHaiidysamu
disinbHicmb  coyjanbHux nidnpuemcms Ha 3axodi €eponu,
I13paini ma YkpaiHi, Oocnidumu egbekmusHi criocobu npocy-
8aHHS coyianbHO20 NiONpUEMHUYMEa y coujanbHUX Mepexax.

Buknad ocHoeHo2o0 Mamepiany. B cmammi nokasaHo
po36ixHOCMI MiX couianbHUM nidnpuemHuymeom ma 6nazo-
ditinicmto, mpaduyitiHum bi3Hecom, coujarbHor eidrnosidarb-
Hicmio 6i3Hecy, 8UOKpeMIeHo murnu ma mModeri coyiaibHOo20
nidnpuemMHUYymea; 8u3Ha4yeHo munu ma mMooeri coyiarbHO20
nidnpuemHuymea ma 3arporioHo8aHO HO8Y Memodosio2it0
MapkemuHey.

BucHoeku. ¥ cmammi dogedeHO egheKmusHicmb rpocy-
8aHHs1 coujanbHo20 bi3Hecy 3a Aoromozoro idei-nokomomusa
ma suokpemMneHo 6 emanig iHgbopMauyitiHOI KamnaHir.

Knro4voei cnoea: couianbHe nidnpueMHUUMBO; makmuka
rpocysaHHsi; couianbHi Mepexi; MapKkemuHe; coujiarnbHi KOMy-
Hikauii.

Urgency of the research. Today the information society is becoming more conscious and socially
responsible. This positive transformation has become a catalyst for the emergence of a new type of
business which is called social. It aims to solve social problems and get profit at the same time. Social
entrepreneurship is actively developing around the world, particularly in Israel, Europe, Great Britain,
Poland, Italy, America and Asian countries. According to Charlotte Ashton in 2011, the growth rate of
small and medium-sized enterprises was 28%, and social ones — 58% [1]. Today in Ukraine there are
only 150 social enterprises, but this number is constantly increasing [2].

A significant role in the development of social entrepreneurship is played by social networks, where
a conscious society that supports progressive ideas is concentrated. Therefore, the promotion of so-
cial business is associated with social networks, where the main loyal audience is located.

tactics of social business in social networks
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Target setting. In a combination of social and commercial lies the main problem of the lack of un-
derstanding of social business benefits to the traditional one, also cautious attitude of consumers to-
wards the social component of such entrepreneurship and its perception as a «social responsibility» of
traditional business. In this direction it is necessary to pay attention to the orientation of information
campaigns, ways to reduce the cost of promotion, because the profits of social business are less than
profits of traditional one.

Actual scientific researches and issues analysis. Such researchers as K. Atler, H. Dis,
J. Boshe, G. Schulier, J. Meyr, I. Marty, P. Heine, A. Rih, M. Lerner and others made an important
contribution to the development of social entrepreneurship development issues. The key questions of
social communications were explored by domestic scientists G. Pocheptsov, V. Rizun, O. Kholod,
V. Il'ganayev and others.

Uninvestigated parts of general matters defining. Since social entrepreneurship is a relatively
new form of business, and its promotion is radically different from conservative methods, we can say
that there are only few existing publications of general type, in which the foreign experience is sche-
matically researched. There are no publications in which the new forms of marketing strategies and
tactics, and features of the promotion of social entrepreneurship in social networks are disclosed.

The research objective is to define the categorical apparatus of «social entrepreneurship», to
analyze the activities of social entrepreneurship in the West Europe and Israel, to explore the main
ways of promoting of social entrepreneurship in social networks.

The statement of basic materials. Social entrepreneurship is a business that is being promoted
thanks to a social mission. Directions of the activity of a social enterprise can be the following: the
regulation of unemployment, health, ecology, education, public involvement, social protection issue
etc. The mission of such enterprises is to bring public benefit and get profit.

Today there are a significant numbers of interpretations of the term «social entrepreneurship»,
which is silently caused by the historical, cultural and political features of different countries.

For example, western scientific literature bases the term «social entrepreneurship» on the concept
«business activity», which is carried out by non-profit organizations [3].

K. Alter distinguishes three models of social entrepreneurship: «Support of entrepreneurship»,
«Employment», «Service charge». The mentioned models are the business activities of social enter-
prises and the main mission.

Also, the term «social entrepreneurship» can be considered as an organizational structure. K. Atler
distinguishes several types of enterprises [4]:

1. «Built-in social entrepreneurship», when a non-profit organization forms social enterprises,
which are adapted for program purposes, using business approaches.

2. «Integrated Social Entrepreneurship», when business activity serves as a source of financial re-
sources for the implementation of the mission and stated social goals.

3. «External social entrepreneurship» is an organization that does not combine social programs
and business activities. Business activity functions separately from the organization, but it is the one of
the sources of financing.

In order to understand the place and role of social entrepreneurship better, we will make its com-
parative characteristics with a non-profit organization and a traditional business [4].

Social enterprise and non-profit organization

A social enterprise and a non-profit organization have a common goal which is to fulfill a social
mission, and to use the profit to solve a socially significant problem. The difference between them is
the availability of income and self-sufficiency.

The source of permanent income and the ability to cover costs is commercial activity. However, for
a nonprofit organization, there are limits for the distribution of income received, unlike social enterpris-
es, where there are more options for income generation and its disposition [4].

Social entrepreneurship and traditional entrepreneurship

The main difference between social entrepreneurs and the traditional ones is that by leading the
distribution of «earned profit», they are directly responding to the social problem with the mission
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which they pursue in their activities by selling socially oriented products and services or by hiring sep-
arate social groups of the population for their adaptation and socialization.

Traditional enterprises often use the effect of social engagement, but such activities have only an
indirect effect on social problems.

Today, most corporations are trying to focus on social responsibility, which can bring benefits to or-
ganizations by increasing its capitalization. The company spends part of the revenues on charity, but
the main goal remains to make profit, which is accordingly distributed among the participants.

In the traditional enterprise the result of activity is estimated by profit, in social one — by financial
condition and social effect. Social enterprises tend to have a longer payback period than traditional
ones. Also, social enterprises claim support among social groups [4].

Hameshakem in Israel

Hameshakem is the largest social business in Israel. The organization provides 3,000 jobs, has
more than 30 offices where people with disabilities work. The law of Israel obliges to have 5-10% of
disabled people in each enterprise; at Hameshakem they have 95% [5].

France, Organic production

Kokani Gardens include several enterprises of organic agricultural production for social and labor
rehabilitation of vulnerable population groups. Such an organization has regular customers who buy
certain volumes of production every week. There are 120 such enterprises, 4000 people are em-
ployed, 22 000 families are consumers [6].

The SELUSI project, which explores the activities of more than 600 social enterprises in Europe,
identified the main areas of activity of social enterprises: social services — 6,7%, employment and
training — 14,88%, environmental protection — 14,52%, education — 14,52 %, economic, social devel-
opment and community development — 14,34%, culture, art and leisure — 7,08%, health care — 6,9%,
housing provision — 2,72%, business associations — 2%, legislation, propaganda and politics — 1,63%,
others — 4,72% [6].

Social entrepreneurship in Ukraine

Today Ukrainian social enterprises exist in the form of charitable organizations that sell goods and
services, which is mentioned in the law, as well as in the form of separate enterprises at charitable or
public organizations.

In 2010-2013 the project «Promotion of Social Entrepreneurship of Ukraine» included the British
Council, funds «Eastern Europe» and «Renaissance», the auditing company «Pricewaterhouse
Coopers» and «Erste Bank». British experts conducted a series of trainings and a competition for a
business plan. The Belgian handmade chocolate cafe-confectionery had won the project, where 20-
50% of the income was spent for the financing of hippotherapy for children with special needs and for
employment for their parents.

A vivid example of social entrepreneurship in Ukraine is the social bakery «Gorihoviy Dim» in Lviv,
where cookies for cafes and restaurants are being prepared. «Gorihoviy Dim» is designed to support wom-
en who are in difficult situation, have no shelter, and the bakery pays for housing and provides jobs [7].

The most common type of activity of Ukrainian social enterprises is the provision of services —
67%; then there is a combination of production and services — 26%, production activity — 7% of enter-
prises [8, p. 79].

Social enterprises are characterized by a very wide range of activities ranging from providing of so-
cial services to employment of people with special needs or housing [9].

We can see from the above mentioned material the difference among traditional entrepreneurship,
charity, social responsibility of business and social business, therefore the marketing strategies and
tactics of promoting social business from the traditional methods are fundamentally different. The main
difference of the marketing of social business is that initially useful social idea is promoted as a «lo-
comotivey, and then, on this social significance, the business is promoted. Moreover, the promotion of
a business idea or service lies on the already prepared by «locomotive» public opinion. For example,
the existing store «Laska» support on its Facebook page various social initiatives from fund raising for
animal shelter to world-wide utilization of coffee cups.

- 207

Zubarieva M. A., Shturkhetskyy S. V. Marketing features of promotions

. . . . A (= BY~-NC
tactics of social business in social networks (cc) =



HaykoBuii BicHuk Moniccst Ne 1 (13), 4. 2, 2018 Scientific bulletin of Polissia Ne 1 (13), P. 2, 2018

MAPKETUHI

Social networks occupy a key position. They are not only a personal media space, but also are an
influential, operational and targeted source of information. It can be communities, individual bloggers,
active users, thematic pages (Instagram, facebook, twitter) — tools and channels that will allow not only
to inform but also to receive feedback on the output.

The tactics of promotion of social enterprises include 6 stages:

1. Launching the Locomotive Idea

Start of any information campaign of social product or service in social networks makes sense to
begin with reporting its social benefit and necessity, thus preparing public opinion for the release of a
new product. This will greatly facilitate and reduce the cost of the information campaign, as stakehold-
ers will be already well positioned before the appearance of the product / service as a tool for solving a
particular social problem.

2. Set up an account in a social network under different users.

Users are at different stages of acquaintance with a product or a service and they have different
expectations from the product (service). Hence, there is a need to arrange various information cam-
paigns for different audiences based on the level of awareness.

3. Detailing of the information campaign

The information campaign should be divided by spheres and groups of the audience. By launching
targeted messages, it is possible to track the most involved segments. This way will help to identify the
most effective tools and channels among others. During the information campaign, it's not necessary
to change more than 1-2 indicators. For example, if you change ad content or targeting criteria at the
same time, you will not be able to estimate the results.

4. Frequency of messages

Promotion activity depends on the stage at which the client left the page. Of course, it is necessary
to pay more attention to those who are ready to buy a product (service).

If the promotion tool is an advertisement, then it's important to adjust the frequency of its displaying
no more than 5 times a day, so that do not cause a negative reaction.

5. Profitability analysis

The effectiveness of a campaign can be estimated differently, for example, those that gave a
smaller conversion, but «sold» more expensive goods. Also, the indicator of a company success is
involving buyers with high potential of re-purchasing.

6. Use of automation

On the platforms of the type AdWords there are many automation elements that optimize the pro-
cess on an ongoing basis. There are several basic levers that can be set in automatic mode, which
significantly will save time [10].

By defining the main criteria for promoting social enterprises, we can assert that promotion is a del-
icate process and takes time. But after a detailed analysis of the target audience and well-planned
information campaigns, it is possible to get an enterprise that is actively developing and fulfilling its
mission. It is necessary to take into account the fact that social enterprises carry a mission of a social
character, therefore, campaigns for the promotion of an idea, a product or a service must meet the
requirements of the mission.

Conclusions.

Having fulfilled the tasks set, we reached the following conclusions:

1. Western scientists define a social enterprise as an innovative enterprise that considers social
values and continuous search for a particular social problem as its mission, and bears responsibility
towards a particular social group to which it helps.

2. Social entrepreneurship receives profits for solving social problems.

3. To promote social business, the main thing is informing stakeholders, for what is better effective-
ly use of social networks with clearly targeted audiences.

4. It is effectively to launch the idea of locomotives for the preparation of public opinion to solve a
particular social problem, and then carry out an information campaign. Such method will reduce the
cost for the information campaign and increase the conversion, the audience of fans and clients.
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