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(1)  (Depuis vendredi soir, je 
reçois des messages de solidarité de chefs d’Etat ou de gouvernements de toute 
la planète. – - -

; J’appelle une nouvelle fois 
tous nos compatriotes à faire preuve de ces vertus qui font l’honneur de notre 
pays : la persévérance, l’unité, la lucidité, la dignité. – 

,
: , - , , );

(2)  (J’ai proclamé l’état d’urgence, sur 
proposition du Premier ministre. – -

- ; La Déclaration des 
droits de l’homme et du citoyen affirme dans son article 2 que la sûreté et la 
résistance à l’oppression sont des droits fondamentaux. – 

,
- );

(3)  (Je veux également rendre hommage aux 
forces de l’ordre, pleinement engagées pour assurer la sécurité des Français. 
– - ,

); (4) -
 (D’ici là, la France intensifiera ses opérations en Syrie. – 

. …j’ai donné 
l’ordre à dix chasseurs-bombardiers français de larguer leurs bombes sur le 
fief de Daech à Raqqa. – … -
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 (l’article 42-7 du traité de l’Union qui 
prévoit que lorsqu’un Etat est agressé, tous les Etats membres doivent lui 
apporter solidarité face à cette agression -  42-7 -

, , , -
, - -

).
.

 (un de ses enfants est à terre –  ( )
),  (enfants de la Patrie – ).

 (l’attaque ignoble), 
 « » (ignobles entraves). -

 « » (horde d'esclaves),  «
» (C'est nous qu'on ose méditer De 

rendre à l'antique esclavage!),  – « » (Les 
barbares qui l’attaquent). 

 (les Français veulent continuer à vivre – -
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entrerons dans la carrière – ).
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IT-ADAPTATION OF ELDERLY PEOPLE 

Liudmila Khaimina, Evgenii Khaimin, Igor Molchanov
(Arkhangelsk, NArFU) 

Abstract: This paper investigated the perceptions of sample composed by 
British and Brazilian adults and older people on the use of electronic devices 
in their daily lives. Analyzing the experience of Russian IT-project for adap-
tation of elderly people to information environment. It presents the results 
and possibilities of the elderly training program development in Arkhangelsk 
Region.
Key words: Information Technology, Ageing, elderly, IT-adaptation, com-
puter literacy, social-oriented, communication. 

In the coming years, European countries will face the challenge of ensur-
ing the quality of life for the growing number of older adults, while being, at 
the same time, more efficient with the economic and human resources which 
they allocate to their care systems.

In 2013, the European Commission published the Social Investment 
Package for Growth and Jobs – SIP – (European Commission, 2013a, b) in 
which it urged the EU to develop policies to achieve the following four ob-
jectives:
•  increase the functional capacity and independent living of older adults, 

•  improve the productivity of care 

•  improve the quality of long-term care delivery, 
•  maintain the financial sustainability of care delivery – as has also been rec-
ommended by the 2013 European Semester (European Commission, 
2013c).  

The use of technologies has been identified as the key to addressing these 
objectives. [1] 

Problem of adaptation of elderly people in terms of using information 
technologies is very common in the modern world and has many aspects, 
which are being investigated now. For example, in 2013 an exploratory, 
cross-sectional, descriptive study, involving 100 adults and elderly subjects, 
50 Brazilian and 50 British was conducted. It was. The convenience sample 
included active, educated subjects older than 50 years from different social-
economic classes without cognitive impairments. About 260 questionnaires 
were distributed in the UK through programs for the elderly, such as the Age 
UK [2]. In addition, 50 questionnaires were also given to subjects entering 

305



the Digital Inclusion Project for the Elderly and those who lived in the cities 
of the State of São Paulo, Brazil. 

Every questionnaire included a variety of closed and semi-closed ques-
tions on the perception of the use of electronic devices. The study resulted in 
identification of main challenges which elderly people face when using digi-
tal devices, such as making and receiving calls using mobile phone, working 
with documents and finding information on personal computer etc. 

It also provided information about stressing factors for elderly people in 
using technologies by themselves, especially in a public places. According to 
this study, 46 % of British and 74 % of Brazilian respondents reported having 
difficulties in using electronic devices, over 50 % and 70 % respectively ad-
mitted that this caused problems in their daily lives. 

Another aspect, of this study, was perception of the change in cognitive 
and social skills. Of the total number of participants, about 50 % perceived 
some changes in their cognitive and social skills after they began using such 
devices, 44 % didn’t feel any changes and 6 % couldn’t respond[2]. The ma-
jority of participants from British and Brazilian groups also perceived that 
using electronic devices such as computers and mobile phones brought bene-
fits to their lives, helped to sustain contact with family members who live far 
away, made daily tasks easier and even provided opportunities to solve some 
problems that were hard or impossible to solve before.

The study concluded that, the main differences between two groups of 
participants (i.e. satisfaction of using technological devices, and their percep-
tion of advantages and disadvantages) are mostly determined by the availabil-
ity of these devices and information about their use. For example, British 
respondents are more confident and satisfied with their ability to use techno-
logical devices because of having more opportunities to learn how to use 
them properly and longer usage time. It helped them to reduce stress and in-
creased their self-confidence. As long as elderly people are trained in inter-
acting with information technologies, their stress is reduced, and hence their 
living standard is increased 

Older people is an important element of the social structure of Russian so-
ciety. The goal is to improve the lives of older people by increasing their social 
activity. Elderly people often avoid a collision with Information Environment. 
One of the mechanisms of social integration of older people in the society and 
education stipulates adaptation to information and educational space. [3]

A good example of IT adaptation of elderly people is a web-resource 
http://pensioner-online.ru/ developed to improve the computer literacy and 
communication tools. [4] This source helps pensioners to get actual infor-
mation and develop their IT abilities necessary IT-services.
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The second one is the face-to-face Computer Literacy Course for the el-
derly in the Institute of Mathematics, Information and Space Technologies of 
the Northern (Arctic) Federal University (Arkhangelsk, Russia). More than 
250 people have received individual training. The participants learned the 
basics of computer working, using the office applications, communication in 
social networks and electronic mail. After courses we conducted a survey 
which included questions of user satisfaction and further learning needs. 

any participants happened to know a lot of IT - related words such as 
“chat”, “social networks”, “v kontakte”, “Link”,  etc. According to the survey 
results almost all extended their horizons and started communicating with 
native speakers, new possibilities of self-development. The main result is 
active life position of this group of people. 

At the next step, the cross-platform mobile application was developed for   
net – meeting for older people via Mobile devices. And finally, we prepare a 
social-oriented web-resource, which is supposed to improve the social adap-
tation of the elderly people of the Arkhangelsk region in modern society, to 
develop their IT-skills and use aimed at improving the communication tools 
for social activity, and to open up new possibilities. 

These activities are expected to encourage more active use of infor-
mation technologies by the elderly people and help them overcome IT chal-
lenges in professional and daily activities. [5] 
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1.  Mapping of Effective Technology-based Services for Independent Living for Older 
People at Home, JRC Sience and Policy Reports
2  Carla da Silva Santana, George Leeson. Elderly Users’ Perspective on the Use of 
Technology in Daily Life: A Comparative Study of a sample in the UK and Brazil, Intel-
igencia Artificial Journal. Link: http://journal.iberamia.org/
3  Belov, S.V. Social projects as means formation of information competence at peo-
ple of advanced age – Shuia, Russia
4) Information technologies for elderly. Link: http://pensioner-online.ru/
5) Kiseleva O.M. The problem of adaptation of the elderly population to modern 
information environment (2014) Smolensk, Russia.

INTELLECTUAL PROPERTY LAW, TECHNOLOGY,
AND COMMUNICATION OF KNOWLEDGE 

Ave Mets (University of Tartu) 

Heidegger (so Glazebrook) and other philosophers say that science ren-
dered nature into artefact. Nature as wilderness meant changing, living, epis-
temically elusive things and processes independent of man (Aristotle); nature 
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as the research object of natural science is fixed things that are easy to ob-
serve and manipulate (and communicate). Fixity is meant epistemically, epis-
temologically and materially. It refers to (1) theoretical and mathematical 
enframing (encasing); (2) written knowledge – fixed in writing or other in-
formation carrying means or medium; (3) the old (Aristotelian) sense of arte-
facts as completed things with the additional meaning that the artefacts (like 
scientific apparatus) are nowadays deemed to pertain to nature (whereas in 
Antiquity they were believed to be epistemically separate of nature). 

In Aristotle’s conception, the fixity of artefacts was due to their essences 
being determined and the things themselves being manufactured – completed 
in their being (made ready) – by human according to his preconceived plans. 
Technical things achieve their ideal form, realised in matter, whereas natural 
things never achieve their ideal form and remain always changing. 

This comparison of nature and techne has a parallel in society, social prac-
tices like law and material technologies. From the point of view of contempo-
rary scientific world view, science-based technology relates to traditional tech-
nologies like artefacts (techne) relates to nature. Firstly, traditional technologies 
are carried in social practices (e.g. agriculture), operations, actions performed 
by ordinary members of the society. Contemporary technology is based on 
previously mathematically, theoretically and technically fixed knowledge, and 
oftentimes it requires changing of the circumstances that it is introduced to, 
instead of reacting to the already existing ones. Secondly, traditional technical 
knowledge is communicated through its practice as a somewhat tacit 
knowledge immersed in the social life; science-based technical knowledge is 
fixed in equations, scientific-technical theories and rules, technical graphs, and 
legal documents (patents, petty patents). Thirdly traditional technologies evolve 
– adapt to particular circumstances, react to them, hence are changeable and 
have no clear-cut boundaries. Contemporary technology is purportedly clearly 
identifiable in its essence, which, inter alia, is necessary for legal purposes – 
relating concrete invention, author and owner. 

Similar parallels could be drawn in traditional law and codified or fixed 
law. Important in our paper is patent law as most intimately relating to tech-
nology and to communicating technical knowledge. Due to the differences in 
traditional and contemporary technologies lined out above, we consider the 
following philosophical implications of patent law: 

(a) defining something as (intellectual) property assumes the concept of 
autonomous creator who is clearly identifiable and independent of the rest of 
society;

(b) two of the requirements to patentability, novelty and non-self-
evidence, assume clear boundaries between technological solutions; 
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(c) the legal and cultural enframing of technical creation has potentially 
untoward effects upon social-cultural practices and world picture (ontology). 

(a) and (b) focus on technology as consisting in fixed constellations (in-
vention, author, owner) that in the Western legal-economic situation pro-
motes corporate power and fiscal initiatives: assumedly the explicit descrip-
tion of creator and creation identifies exactly who has monopoly to what, or 
what part of the world they have power over. Patent documents convey this 
determination to the society, to rivals and consumers. (c) focusses on the cre-
ation and consumption of technical artefacts in societies. The fixity here per-
tains, firstly, to the spectrum of possible practices, operations, actions to be 
performed by ordinary members of the society, their choices and beliefs, that 
often strongly hook up to the notion of autonomy; and secondly to conceptu-
alizing and conveying or communication of knowledge. The inherent aggres-
sion of patent law and patenting practices in Western countries in recent 
years appropriates traditional knowledge and blocks the ways it used to be 
propagated and introduced in societies. This appropriation has been made 
possible by the non-fixity (in written form) of traditional knowledge and the 
prerequisite of such fixity by Western (US) patent law for the technology to 
count as prior art. 
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SOCIAL BUSINESS DEVELOPMENT IN LITHUANIAN RURAL AREAS 

Stase Navasaitiene (Kaunas, Aleksandras Stulginskis University) 

In the frame of common Belorussian-Lithuanian Project „Social entre-
preneurship as a innovative activity form in Lithuania and Belorussia“ No. 
TAP LB-07-2015 on January, 2015 got a great start a new international re-
search. The research is focused on social business concept, which is based on 
a new valued experiences in consumption, increase workforce productivity 
and business effectiveness within the accelerated innovation process includ-
ing financial vitability and social orientation. Social business development in 
rural areas is available under identification of new needs of rural communi-
ties and other stakeholders. Social Business Development Concept of Lithua-
nia is acted in 3th April, 2015, Act No. 4-207 (Ministry of Economics of the 
Republic of Lithaunia, 2015) is focused on social business model develop-
ment with organizational and entrepreneurial challenges possed by new ways 
of business organization and value formation by improving business envi-
ronment, and reveals how business organizations can apply social focus on 
creation meaningful business value. Nowadays the concept of social entre-
preneurship is reflected in The State Progress Strategy ”Lithuania 2030”, that 
has been approved in the national progress program. Though social business 
is now a frequent topic in various conferences and events, still there is no 
consensus on what social business is and how it should develop in the near 
future as well as in the long run. 

The formation of the social business concept was started in early 1976, 
when the practical experience of the entrepreneurs persuaded the new solu-
tions of poverty alleviation, and this fact in the scientific overview is known 
as a „Grameen cases“ (Yunus et al., 2010). In nowadays the social business, 
as an innovative type of economic activity, has an orientation on the most 
powerful tools for solving social problems – business/corporate social re-
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sponsability, business sustainability and social accountability (Yunus et al., 
2010; Grassl, 2012). 

Social business this phenomenon is called because it is taking place in 
the social sphere - the environment, education, health, poverty reduction, care 
of the people with disabilities and integration, philanthropy and so on.  K. 
Alter (2007) defines social business as a business, which is designed to 
achieve social, i try to reduce or eliminate social problems and to improve the 
social value of the use of the private business sector in innovation and deter-
mination. There are two objectives to be attained social business organiza-
tions – financial viability and social objectives. Financial viability has eco-
nomic value creation, the pursuit of social goals – social value creation. 
Community and Rural Development program provides a social business 
communities in the exercise, which is to provide job vacancies to increase the 
purchasing power and increase the welfare of the community and strengthen 
community cohesion. In these communities, it aims to make use of all the 
people. Also, the social impact of the business is based on the organization's 
mission, social goals - that's what it intends to achieve, and at what is affect-
ed. Social business organizations can have a direct and indirect impact. 

Unlike traditional business models, social business does not seek to max-
imize profit, but the profit is only a means to strengthen public mission. So-
cial Business definition covers both non-profit organizations, applying busi-
ness models, as well as for-profit companies, whose main purpose – the pub-
lic benefit. 

Social business can carry out profit-making company, whose main pur-
pose of economic activity - social benefit, and non-profit organizations ap-
plying that work business model. 

The social business is characterized by a very wide range of activities. In 
EU member States, social business mostly operates in three areas: integration 
into the labor market, personal service and socially backward areas of devel-
opment. Given the social economic development trends in the EU, social 
business development in Lithuania should also take place in two directions - 
the promotion of the traditional private businesses to get involved in solving 
social problems and promoting non-governmental organizations in their ac-
tivities to apply business models. 

The social economy plays an important role of the European Union (EU) 
economy – it accounts for about 10 percent gross domestic product. In the 
social economy in the EU has more than 11 million employees (4.5 percent. 
of the population working in the EU). Each fourth in the European Union 
(EU) set up the new company is a social enterprise. The social business is 
characterized by a very wide range of activities. In EU member States, social 
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business mostly operates in three areas: integration into the labor market, 
personal service and socially backward areas of development. 

The interviewees provided most recent data on social enterprises. In June 
2014, 133 social enterprises were operating, 64 of them with the status of the 
social enterprise of the disabled and 69 of them with the status of social en-
terprise. Since the adoption of the Law on Social Enterprises in 2004, the 
number of companies increased 5 times (from 26 social enterprises in 2004 to 
133 social enterprises in 2014) and the number of disabled employees in 
these companies – 7 times (from 650 disabled employees in 2004 to 4780 
disabled employees in 2014). In June 2014 totally 6093 people were em-
ployed in social enterprises: 4780 disabled, 1309 abled (not supported by 
subsidies) and 4 employees from other target groups (lonely parents, long-
term unemployed, ex-prisoners, etc.). (A map....2014) 

Lithuania has little confidence in on private initiative, social business is a 
little-known lack of good practices, there is a lack of incentives and financial 
support measures, as well as social entrepreneurship training, competence, so 
only a few organizations in their activities apply social business principles. 

Brightest social business initiative in Lithuania carried out non-formal 
education, social exclusion, the target groups of reintegration into the labor 
market and employment areas. 

Social business development opens up new opportunities in rural areas. 
In recent years, poverty, social exclusion and unemployment problems 

concentrated in particular in rural areas. This is not only deteriorating demo-
graphic situation, but also the growing number of dependents in society. Em-
ployed population in cities is about half the population, and the rural em-
ployed population – nearly one-third. The rest - the unemployed, pensioners, 
children. Department of Statistics, the youth unemployment rate in 2015. 
amounted to 19.9 percent, rural youth unemployment rate – almost twice 
higher than in cities. 

The fact is the fact that only the development of agricultural production 
is not enough rural employment and social welfare. One of the problems in 
the village of solutions to the social business development in rural areas. 

Social Business in the village examples are different than in the city, 
have some specifics. One of the activities is social farming. This is the activi-
ty of farming and agriculture becomes a therapeutic and educational tool, 
mainly for people with disabilities or who are in social marginality – had 
stopped using drugs or alcohol or who have returned from imprisonment. It is 
also an economy mode to earn additional income. Such farms, by the way, 
popular in Italy, where there are about a thousand of them. 

Social entrepreneurship becomes as inniciative for improvement the 
change in the structure of enterprises and society, and such phenomenon is 
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called social entrepreneurship (ability to create innovative solutions to social 
problems and mobilize the business ideas, information, resources and social 
structures for moderating social changes). 

Consequently, social enterpreneurship is not available without social cap-
ital, and it means that a sophisticated framework has a construction of 
diferent conceptual dimensions – structural, relational, cognitive. Social net-
works are needful in rural areas, where entrepreneurial environment is more 
tidy interacting with local authority, communities and rural residents. 

Comparing the findings from different reviews, the research helps to di-
verse concept of social business with practical dimensions – new activity, 
innovation and partnership. Survey of strategic factors for social infrastruc-
ture in different regions of Lithuania arises the possibilities to identify new 
types of economic acitivities and entrepreneurial niches – necesity of volun-
teering and mentoring for startups.

In rural areas, as a social business running of social services centers, 
community businesses, non-formal education centers, begin to create themat-
ic villages and other forms of social business. 

The social business development model in rural areas of Lithuania is 
available upon the LEADER method as EU innitiative for stimulating activi-
ties of local authority to start strenghten partnership and communities. The 
welfare in village development, employment and other social problems is 
unthinkable without to implementing the LEADER approach measures. In 
Lithuania operates 51 LAG and 1800 rural community. During the EU last 
financial period (2007-2013 m.) they received about 4,000 applications, most 
of them - for infrastructure projects. Therefore, in this financial period (2014-
2020 m.), the priority is increasing social inclusion, poverty reduction, as 
well as entrepreneurship, particularly social. Attention to social business is 
being paid in organizing rural development in the frame of LEADER+ pro-
gram. The concept of social business let different ministries, institutions and 
organizations to cooperate and do all in their power in order to create the 
most suitable environment for social business in Lithuania (Survila, 2014). 

Social business perspectively presumes that network of individuals or or-
ganizations with access to knowledge and other useful resources with the 
focus on social problems solutions is a main element of social entrepreneur-
ship (Hessels, 2008). Social network start principles are based on new or ex-
panded business development model (Kim, Aldrich, 2005). Mainly important 
idea is accumulated by social capital is the outcome of the process of social 
entrepreneurship and social business development. Goals of the research are 
composed according the identification of social business environment im-
pacts and development of innovative entrepreneurial activities upon sustaina-
ble regional development in Lithuania and experience of social business cas-
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es. Interview method was applied for identification the preconditions to start 
social business in Lithuanian rural areas. The results of analysis of social 
business development in Lithuanian rural areas are concreted on social busi-
ness vision creation by the help of task identification, activities planning, 
investment and profitability in the frame of project coordination capabilities. 
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MARKETING IN THE DIGITAL ERA 

Volker Ronge (University of Wuppertal) 

1. Digital Marketing – some reflections on its theory. Marketing has 
since long time become an established specialty of business administration – 
in economic reality as well as in its academic reflection. But what about the 
newcomer ‘digital marketing’? Is this specialty just a minor and additional 
part to the marketing discipline? Or is it more than that – even a new concep-
tual paradigm of marketing? 

Current plans to initiate, in addition to the existing bachelor study, a mas-
ter’s study program of digital marketing in BSUIR at the latest calls for re-
flections on the scientific status of this academic subject. According to the 
logic of the Bologna concept of university education, bachelor studies might 
just be limited to vocational training programs. Master studies however 
should have a design which is oriented to, or even integrated into, the scien-
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tific context. This aim and challenge implies some considerations about theo-
ry and research methodology. Is there a theory of digital marketing? If not, 
what can be said about the theoretical status and direction of this subject? 

From a theoretical perspective, a fundamental question concerns the level 
of pretensions which is inherent in ‘digital marketing’. There are different 
options: (1) The term ‘digital’ can be meant instrumental, i.e. marking a set 
of (new, innovative) electronic instruments being used, or to be used, within 
the realm and practice of marketing. The world of marketing is being more or 
less enhanced by this introduction of digital or electronic instruments. From a 
linguistic perspective, the term ‘digital’ is regarded by this approach as just 
an adjective to marketing, the subject. (2) Much more pretentious is the un-
derstanding of digital marketing as a new marketing paradigm which would 
imply that today all marketing has become, and should be seen as, digital. 
Non-digital marketing concepts and strategies should be regarded and criti-
cized as out-of-time and old-fashioned. From a linguistic perspective in this 
approach ‘digital marketing’ is regarded as a composite term which marks 
the adequate kind of all marketing in modern times. This understanding of 
digital marketing has to be taken as a controversial hypothesis which could 
be defeated by opposite, i.e. conventional, meanings of marketing. Both con-
cepts of marketing – digital and conventional – can under these conditions 
co-exist side by side. (3) The diffusion of digital marketing is an empirical 
question. The higher the degree of diffusion of digital marketing modes in 
reality and academics, the more adequate would be the statement of a para-
digmatic change (or revolution) of marketing. Similar to other scientific 
fields one could speak of a ‘digital turn’ in marketing which has happened. 
This turn would imply that modern marketing in general is, or must be, digi-
tal in character. Digital marketing in this perspective has replaced traditional 
marketing modes. 

In the context of an empirical discipline – which marketing clearly is – 
the state of the development of social and, in this case, economic and busi-
ness reality is a priority question.  Its investigation could be conceptualized 
by the analytical models offered above. At least as important as reality is the 
state of academic education concerning this concern. 

Which of the concepts are being pursued by the different academic pro-
moters of digital marketing still is an open question (or a question for a re-
search project). Starting a master’s study program should however imply 
openness and some preliminary answers to this fundamental question, or at 
least a profound discussion about this topic. 

Whatever ‘philosophy’ of digital marketing might result from its discus-
sion, the fundamental function of marketing within business should not be 
ignored or cancelled. The focus of marketing is and continues to be the mar-
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ket. This basic notion is true and relevant for digital marketing too. The digi-
talization of overall society and social media might however a) change mar-
kets, and b) affect different markets differently. This could be another subject 
for theoretical discussion. 

2. A sociological view on marketing. A sociological view on marketing 
would detect and highlight two characteristics: 1) that marketing is a (social) rela-
tionship; 2) that this relationship consists of, and functions by, communication. 

The marketing relationship connects, or is aimed at connecting, quite dif-
ferent ‘partners’: a company – which may be a producer of goods or, much 
more often, a retailer – and a real or, much more often, a potential client. This 
makes up a relationship which is asymmetric or biased by structure. The in-
terests of producers or traders are different from those of consumers, of 
course. The interest to make money from selling products is different from, if 
not opposite to, the interest of the client to buy a good or service for the pur-
pose of use (consumption) at lowest price on the market. Different from 
many other kinds of relationship both partners are not interested in each oth-
er. The relationship is focused on, and restricted to, the exchange of values 
between each other: goods and money. Nothing beyond that. Furthermore, 
the marketing relationship is strategic from both sides. Both partners pursue 
their interests without any social empathy. It is a highly abstract social rela-
tionship which is occurring in case of marketing. 

The marketing relationship is based on, and functions by, communica-
tion. Communication in this context is initiated by the company, not by the 
client. Normally this communication is directed from the company to the 
clients, and a feedback is very rare. The real or potential clients are mainly 
passive recipients of messages, not active communicators. This is reflected in 
marketing theory by the fact that marketing’s most important and crucial step 
is to gain attention for their sales message by (potential) clients. The contents 
of marketing communication are determined by the company. It’s only be-
cause of strategic business reasons that the interests, needs and wishes of 
(potential) clients may be taken into regard. 

Marketing can be understood very well by its sociological features: (bi-
ased) relationship and communication. The digitalization of communication 
has, however, produced some important changes of this relationship. They 
are changes of communication in the first instance. The key subject of this 
evolution is social media. 

From a marketing perspective social media imply, as a new phenomenon, 
the intensive communication between consumers/clients, i.e. the addressees 
of marketing, as it is a given fact today. This development is not an immedi-
ate result from digitalization, however, but stems from just a handful of com-
panies which are offering and organizing such media (for their own business 
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interests). The outstanding example is ‘facebook’ which currently is one of 
the biggest organizers of a social media. ‘Find us on facebook’ is a conven-
ient marketing message nowadays. 

A consequence for marketing which follows from social media develop-
ment is that companies have to participate with their (potential) clients within 
the social media context. Former passive addressees of marketing have 
gained the status of ‘combatants’ today. Most companies have understood 
this challenge today. This new situation has deep effects on marketing. There 
are advantages as well as disadvantages, or risks, resulting from the immedi-
ate ‘interaction’ of companies with clients in the social media context. Mar-
keting’s first of all challenge and step, attention, is made much easier within 
social media. The (potential) clients are present simply, they are part of the 
same media context. They can be easily addressed. Marketing messages can 
therefore easily be directly distributed to big numbers of potential clients. 

There is, however, also a risk for marketing within social media contexts. 
Clients can – and do – communicate with each other about business offers, 
producers, retail companies, products, modes of production etc., and this 
may, and in fact often does, create critical, even adverse opinions and atten-
tions to marketed goods and even to the companies producing and selling 
them.

3. Marketing’s new, ambivalent context: digital social media. We in-
creasingly observe messages from companies on whatsoever internet sites 
inviting users for ‘Find us in facebook’ (or comparable statements). What has 
happened? How can this new development be interpreted in the light of mar-
keting? Two aspects should be discerned: (1) Companies try to conduct peo-
ple to their marketing (and PR) messages distributed within social media. 
They are addressed to those people who are already members of facebook, 
and also to those who are not members yet. Social media are excellent places 
for marketing because there are millions of real people who can be individu-
ally addressed. It is not a diffuse address as it usually is the case in conven-
tional advertisement (TV, radio, newspapers, yellow press journals). (2) The 
position and activity in facebook is, however, also critical for the participat-
ing company. Why? Members of social media use their presence for dis-
course and exchange of observations, for reporting experiences and feed-
backs concerning their purchases which might come out very critical towards 
certain goods or producers or kinds of production sometimes.

So, social media are attention, discourse and feedback houses and battle-
fields at the same time. This is what companies have to expect which dare to 
plunge into social media membership and presence. Consequently, doing 
marketing in such context implies to participate in a game the rules of which 
are dominated by the membership, and i.e. by consumers from a company’s 
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point of view. Marketing in this context implies to observe discussions going 
on, to react to critical opinions and messages, to inform correctly and early in 
time etc. Marketing in social media is under observation, and this is a risk. 

Social media are an ambivalent challenge for companies and their mar-
keting. They cannot avoid this attractive place, and have to be present, but 
they have to expect troubles and have to cope with them. Different from mar-
keting’s former position and role as safe sender of messages to diffuse recipi-
ents, modern, i.e. digitalized marketing finds itself within masses of real and 
potential clients who are not passive (or uninterested) recipients but behave 
as active and critical observers and maybe hostile ‘combatants’ who can even 
provoke ‘shit-storms’ against certain goods, producers, companies and their 
messages to the public.

The conventional pattern of marketing communication has profoundly 
changed – in favor of consumers, to the loss of marketing professionals. In 
social media consumers – clients or not – have taken over marketing roles. 
Their messages can strengthen companies’ messages but also denounce them. 
Different from ordinary marketing professionals, however, consumers doing 
marketing in this way are not responsible to a company, they act autono-
mously and often undeclared. 

One could, when comparing conventional and digital contexts, interpret 
marketing in social media as somewhat democratized communication. The 
predominance of marketing senders to receivers of their messages has been 
broken down. (This communicative structure should not be mistaken for the 
business structure in question: this is structured just the other way round – 
marketing is in a weak position here, and potential clients are strong.) 

Finally, in social media consumers, real and potential ones (and some-
times declared non-consumers as well), now members of social media, have 
usurped a function which in pre-digital times had been fulfilled by more or 
less reliable non-profit institutes which made tests and experiments of com-
modities, compared their quality, reliability and price, and published the re-
sults in order to assist consumers in their purchases. (In Germany this was 
done by a non-profit and non-governmental foundation called ‘Stiftung 
Warentest’. Its role has considerably diminished.) The internet delivers 
commentaries, experiences, warnings etc. on whatsoever goods and services 
which are brought to the market: travels, hotels, doctors, teachers, cars, bank 
credit conditions etc. All this is a bit chaotic, it functions however compensa-
tive to former neutral and comparative information. 

4. How is marketing bridged to data mining? The bridge between 
marketing and data mining exists and can be used when you

1) have masses of data of your clients at hands (habits, attitudes, inter-
ests, needs, purchases etc.); 
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2) want to analyze these data for your marketing purposes. 
This bridge has only recently become possible because of the rather new 

development of so-called cloud computing. Now it’s a trend. Before this digi-
tal revolution happened it was impossible to connect and use the computa-
tional power of a big number of disconnected individual computers. The 
cloud, if being widely used instead of single-computer storage (which is the 
case today), works like one big computer giant. So, in the cloud millions of 
data are stored and can meet, so to speak. They can be selected according to 
special variables, they can be counted, merged and connected etc. They can 
be condensed and organized as typologies. 

Who is interested in that and why? Data mining knowledge is useful for 
‘designing’ marketing tools and strategies on the basis of complex and de-
tailed data. The data contain information about clients, their preferences con-
cerning goods and services, brands, purchases and re-purchasing of goods, 
home and household investment purchases, consumer credits etc. Consumers, 
real clients, can be made transparent today because 1) they deliver and offer 
traits of behavioral data, which 2) are apt to be analyzed by computational 
processing. 

By observing the real developments in this field one can see, however, 
that the IT world and the business and marketing world, both are engaged in 
this job, are increasingly separated. Computer engineers and marketing pro-
fessionals cannot communicate in a common language. In practice this leads 
to cooperative models of two organizational units differentiated inside a 
company, or, more often, even externalized. Data mining based marketing is 
far from being an easy-going undertaking. 

Cars are a good example for data mining in marketing. Cars are relatively 
expensive yet widespread quasi-investment goods in consumption. It’s im-
portant to know how often a new car is bought; whether the clients change 
the size of the next car or even the firm/brand; how the car is payed for: is it 
paid cash or by credit? or by a leasing contract? Which finance firms (banks) 
are used? How many cars are bought and used in one household? At what age 
do youngsters buy or get their first car? Do male and female partners in a 
household buy similar or different cars – maybe from different companies? Is 
there a tendency to convertibles; to SUVs? What about the preference con-
cerning fuel (diesel? gaz? e-cars?). Questions like that, and more of that kind, 
can be put and in fact are put by the car industry companies who aim at keep-
ing their clients and want to prevent them from switching to other firms. Car 
companies observe their clients very carefully. During the life-time of a car 
they receive many behavioral data e.g. by service inspections if done by the 
retail companies in their workshops (which is convenient in Germany). 
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Many big car producers, those of luxary cars in particular (Mercedes-Benz, 
BMW, Volvo, Jaguar, Jeep …), regularly accompany their clients all the time 
throughout they drive their cars e.g. by providing them with a regular journal, 
offering them new models after a couple of years or new credit possibilities 
adapted to their income etc. Many car producers are running credit banks or 
leasing firms of their own (e.g. Ford, VW) which helps keeping clients in-
house – and also produces additional data useful for marketing strategies. 

There is a vast amount of data existent ‘in the cloud’. Data mining ena-
bles the creation of individual profiles, of course. This, however, is not in the 
focus of marketing use. Marketing is interested in data of classes or catego-
ries of people which are clients or which could or should become clients. 
How can clients be served better? How can they be ‘upgraded’ to regular 
clients? How can new clients be attracted? When and why do clients change 
to other, competing firms? Questions of this kind are put and tried to be an-
swered by data mining procedures which can deliver many and connected 
social data profiles. 

EU SOCIAL BUSINESS MODELS FOR SUSTAINABLE
REGIONAL DEVELOPMENT 

Rasa Rukuižien (Kaunas, Aleksandras Stulginskis University) 

Abstract. Social business models highlight the underlying significant 
transformation of social and economic infrastructure of EU countries. EU 
regional development impacts on the business environment and reveals how 
business apply social focus on creation meaningful value. Research results 
display the clear outlook to social business development in EU coutries as a 
new entrepreneurial focus on managerial process and identification of socialy 
oriented business referable functions.
Key words: social busines model, sustainable regional development, new value. 

Introduction. In different EU regions business is facing with the new 
challenges how support developing social business, which serves in order to 
promote peer learning and enhance the exchange of entrepreneurial ideas. 
Transformation of business environment in EU countries appears in early 
eighties, when social networks were driven in economic and social life. 
Social business available to progress under models: 1) “profit generator”;  
2) “trade-off” model; 3) “lock-step” model.

Scientific research is composed on the identification of social business 
environment changes and innovative entrepreneurial activities upon social 
business models. 
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The research object – social business development. The research aim is 
to highlight how social business development models could impact 
conventional business environment according their functions. 

The research tasks: 
1) to reveal the functional peculiarities of social business models; 
2) to underlay the structural changes of social business in sustainable re-
gional development. 

The research methods are applied for getting research results: monograph 
and descriptive analysis, content analysis, abstracting. 

Research methodology. Social business development in EU countries is 
oriented on a non-systematic approaches by using business development 
concepts of social entrepreneurship, non-economic entrepreneurship, 
development of social enterprises or social innovation, socially responsible 
business with community interests to create company (CIC) or social 
entrepreneurial organization (SEO), which merge characteristics usually 
associated with either society or the market in a largely unprecedented way 
[8, p. 74]. Framework of social business provides a comprehensive 
theoretical level of scientific discussions and empirical studies, there is still 
considerable emphasis on social responsibility concepts and content [3, p. 
112-115; 5, p. 8, 15; 6, p. 172-184]. The interaction between social and 
economic sector in the field of social awareness is focused on  the researcher 
paper [2, p. 3-5; 1, p. 353-354]. This research paper reveals the framework of 
social business development as guiding reference of the discussion how the 
new value of activated entrepreneurial activity can create innovative business 
environment with clear orientation on social function.

Research results. The research results are directly focused on 
compounded objective and goals of the research paper. Research results are 
displayed in three analytical levels: (1) theoretical/practical models; (2) 
managerial invented process; and (3) socially oriented business referable 
functions. Social enterprises exist in all EU countries, however, there is no 
single model for these enterprises. Types of social business is up-graded 
usually as economical activity to socially oriented business or regional 
development projects, housing works, disability in SMEs, non-profit 
organizations. Social business development is available upon three different 
societal and business interactions – value chain formation, diversity of 
economic activity or sectoral productivity and innovation process (fig. 1). 
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needful for business and society. Social business helps to not-for-profits set-
up social enterprises with revenue generating activities, enabling them to 
better achieve social change and greater social impact. 

Social business  functions cover the social and economic activities 
seeking to promote awareness and understanding of social business practice 
and to create a favourable environment in markets that lack institutional 
support.
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