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IMPROVING COMPANY COMMUNICATION ACTIVITY AMIDST THE COVID-19 RESTRICTIONS

Abstract. This study aimed to consider the essence and significance of the company communication activities
and identify modern communications tools amidst the COVID-19 quarantine restrictions. The study object is the Like
Center LLC communication activity. In the study frameworks, the company organizational structure, the staff list, and
the job responsibilities were analyzed. Besides, the SWOT analysis was conducted to disclose the company
organization's activities features. The authors examined the company's competitive environment using the 4P concept,
which allowed identifying the company's main advantages and searches for solutions to existing problems in the
communication activities. The methodology basis involved graphic and structural analysis, logical generalization to
substantiate the goals, target audience, and communication strategy of Like Center LLC. The findings allowed
developing the suggestions for forming a communication program of Like Center LLC under quarantine the COVID-
19 restrictions. The authors emphasized the necessity to implement innovative communication tools for LLC «Like
Center» such as 1) creating a chathot, 2) launching a YouTube channel, 3) introducing educational activities
(conferences and training on business education). In the study, the authors determined the main functions of the
chatbot. The example of training for regular corporate customers was demonstrated. The feature of this training was
using a smartphone as an assistant for quick access to information, control and register customers, a tool for
evaluating the company efficiency, and a device for creating activities. After training, the clients could realize the
received knowledge and skills into practice. The study proposed the topics for online conferences, determined the
target audience. In the study, the authors suggested the YouTube channel action plan to expand the target audience.
The obtained results indicated the possible prospects and the company's efficiency through improving the company
communication system.

Keywords: communication, communication activity, communications tools, organization of communication
activity, COVID-19 conditions.

Introduction. The COVID-19 quarantine restrictions and an unadapted communication system are
prerequisites for reducing management and operation efficiency. Currently, this issue is relevant because
it contributes to the company gets out of the crisis. In turn, communication is a matter of argument in
management.

This study aims to investigate and elaborate on improving the communication activities of the
enterprise under the COVID-19 quarantine restrictions.

Following the goal, the study tasks are as follows:

— to highlight the theoretical and methodological foundations of enterprise communication activities;
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— to analyze the Like Center LLC activities and its competitive environment;

— to consider features of organizing the Like Center LLC communication activity;

— to substantiate the target selection, target audience, and communication strategy of the Like
Center LLC,;

— to propose innovative means for organizing the Like Center LLC communication activities under
the COVID-19 quarantine restrictions.

Literature Review. The need to adapt communication theory to the emergence and spread of new
technological remote means of communication requires the research on applied communication activities
at the enterprise during the COVID-19 quarantine restrictions. In the current stage of the communication
technologies development, its relevance consists in the need to develop virtual space by enterprises.

The systematization of scientific background showed that the conceptual principles of functioning the
enterprises’ communication activity were considered by Buryak (2008), Zavadsky (2003), Kislov (2013),
Lukyanets (2010), Romanov (2006), Slyusareva and Kostina (2018), Naumik (2013), Yezhyzhanska
(2016), Kanishchenko (2004), Krakhmalova and Kosach (2015), Lyubchenko (2013), Moiseeva (2015),
Fucheji (2013), Pylypenko (2005), et al.

Methodology and research methods. The research object is the enterprise’s communication activity
process. The research subject is practical aspects of improving communication activities under the
COVID-19 quarantine restrictions on the example of Like Center LLC.

The research rests on the provisions of the modern theory of management and marketing
communications management. The research methodology involves the basic requirements of the systems
approach and basic systems analysis methods (analysis, synthesis, and decomposition).

In the research framework, the following methods were applied:

— analysis method - to determine the essence of the «communication activity» concept;

— classification and analytical method — to explore the communication means; SWOT-analysis — to
analyze the enterprise’ activities;

— graphical and structural analysis and the method of logical generalization — to analyze the
effectiveness of communication activities in social networks and substantiate the measures.

The research hypothesis is as follows: the enterprises would be able to ensure efficiency in the short
and long term (including the period of different crises in society) if, at all stages of production, sales, and
management activities, the effective communication measures will be implemented to influence
consumers through the information environment and other stakeholders. The introduction of effective
communication measures leads to constructing an economic mechanism that provides a more profound
and systematic use of advanced marketing tools and develops innovative communication measures under
society's digitalization.

Results. Communication means social interaction. It is one of the most common characteristics of any
activity, including management. Besides, communication is a new form of political, scientific,
organizational, and technical force. It contributes to the company being included in the external
environment and exchanging information to ensure mutual understanding (Buryak, 2008).

Communications are the basis of the enterprise's communication policy. Therefore, many domestic
and foreign scientists' works are devoted to studying the concepts of «communication» and «marketing
communications».

It stands to mention that the right choice of communications provides the company with a successful
marketing communication policy. Thus, the success of marketing communication policy largely depends
on the correct choice of communication means (Zavadsky, 2003).

The purpose of the company's communication activities is to work with potential and regular customers
to inform them about products and services; describe the opportunities for customers; persuade them of
the quality and reliability of its product.

Health Economics and Management Review, 2021, Issue 2 93
http://armgpublishing.sumdu.edu.ua/journals/hem



V., Kyslyy, T., Bondar, Ye., Kabluchko, H., Lieonov. Improving Company Communication Activity Amidst the COVID-19
Restrictions

The target audience should include potential and regular customers of the company.

Besides, the strategy of promoting products and services is essential since it provides the use of
several methods and tools as follows:

— to disseminate the information by providing advertising materials and product samples may keep
customers interested in the company's activities;

— personal sales during customer consultations by employees;

— propaganda resting on the information published on social networks;

— sales promotion, which encourages customers to use products and services during promotions
(volume discounts).

The system of communication activities of the enterprise consists of (Kislov, 2013):

— communicative effect: synergetic effect of marketing communications; income effect; substitution
effect; the bandwagon effect; snob effect; spill-over effect; delay effect;

— economic development: the marketing communication success ratio; the relationship between
communication costs and their effectiveness, sales growth due to marketing communications.

The performance indicators of the enterprise’s communication system are as follows (Kislov, 2013):

— for enterprises and organizations: a positive image in the public perception; increasing market
share; profit growth; increasing profitability;

— for consumers: awareness; receiving goods/services of the desired quality and range; commitment
to the products of a particular manufacturer, outlet, brand.

The appropriate means and communication channels for introducing the enterprise's communication
activities projects must be innovative, i.e., those that characterize the company and distinguish it from
competitors.

Printed materials should be used to communicate with customers who apply directly to the company's
office and demonstrate a clear example of services during the consultation. The most used printed
materials are business cards with company contacts and catalogs of their business projects.

The promotional products include the communication channel tools such as pens, souvenir mugs,
multipurpose bags, keychains with the company logo to encourage customers.

Notably, the printed materials and promotional products are used at exhibitions and other public
events. The communication process provides using social networks such as Instagram, Facebook, Twitter,
etc. The choice of the social network depends on the enterprise's activities and the purposes of its
application. The visual means allow creating the promotional videos that may be broadcast on city video
boards, television, or social networks. Moreover, the primary means of communication today is the
enterprise's website. Due to it, the potential customers can get acquainted with the services and general
information about the company, order the services or goods by contacting the company in the convenient
form. The site interface should be modern and updated and have its own corporate identity and easy
navigation.

The specific communication tools combination allows forming a system of communications and
adapting them to market conditions. The interconnection and interdependence of communication tools,
considering their specifics for highly effective application under the specific target audiences, would allow
achieving the enterprise's short- and long-term communication goals. If the company could not
successfully implement a communication strategy, it ceases to exist. To avoid this, the enterprise's
strategic management must combine marketing and communication, eliminating the problem of
communicating with the target audience (Kislov, 2013).

The development of information and communication technologies significantly determines social
transformations. The current time could be called the «age of removability»: remote learning, remote
communication, remote entertainment. Indeed, live conversation and face-to-face contact could not be
replaced. Most of the psychological subtleties of communication disappear during online contact.
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However, online contact has recently taken a leading place among the forms of interpersonal interaction.
It is adequate to the current life stage based on social and natural opportunities (Fucheji, 2013).

Quarantine significantly affected leisure and media consumption in Ukraine. Remarkably, personal,
relatives, and friends' security came to the fore. The main channels of communication with the audience
are social networks (Facebook, YouTube, Instagram), video distribution platforms, television, and
messengers. The critical factor in choosing a communication channel is the availability of news and access
to relevant information. In turn, the primary communication means are smartphones and television.

It stands to note that the main areas of impact of quarantine restrictions due against the COVID-19
pandemic on the overall activities of the company are as follows:

— personnel issue: some companies sometimes put the employees on leave or unpaid leave by
force. Others cut down the staff, preferring more experienced employees. Besides, the reducing salaries
practice is also common (Slyusareva and Kostina, 2018);

— logistics issue: negative trends, even in those companies and firms that actively work during
quarantine and make a profit, are often forced to suspend their projects due to logistics problems;

— economic activity: companies providing business services incur losses due to falling levels of the
solvency of their end customers - both businesses and individuals.

The above problems transit enterprises to work and develop in the online space, leading to many
advantages.

The Limited Liability Company (hereinafter — LLC) «Like Center» is a company with a wide range of
services, including organization of conferences, trade shows, business courses, as well as advertising.
Table 1 presents the existing effective channels and tools of enterprise communication in 2021.

Table 1. Communication channels Like Centre LLC, 2021

Neo Communication channels Executor Term of application
1. Printed materials Account manager Over the year

2. Promotional products Account manager Over the year

3. Social networks Account manager Over the year

4. Visual means Account manager From 01.03 t0 30.10.21

Sources: developed by the authors based on the enterprise's data.

Table 2 presents the communications enterprises’ budgets. For 2020, financial costs for
communication channels amounted to 83750.00 UAH.

Table 2. Communication channel budget, 2020

Ne  Communication channel Communication channel tool Quantity Budget, UAH
1 2 3 4 5
1. Printed material Advertising card 1000 pcs 250,00

(advertising card size 90*50 mm,

coated paper 350 g/m?, two-sided

printing)

Catalog for own projects 15 pcs 600,00
(full-color, two-sided, A4;

dust cover: coated paper, glazed,

density up to 170 g/mz,

spring; internal block: coated paper,

glazed, density up to 90 g/m?; 10 pages

— 5 sheets)
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Continued Table 2
1 2 3 4 5
2. Promotional products ~ Pens with a logotype (soft-touch 200 pcs 3600,00

coverage, blue pen refill, blind metal,

laser marking)

Souvenir mugs (white mug for 50 pcs 1500,00
sublimation, Premium+, 11 Oz (330 ml),

multicolor print)

Bags (100% cotton; bag handle 30 50 pcs 1500,00
cm;370 x 410 mm, textile printing)
Breloque (wood breloque with metal 100 pcs 1300,00

ring; material — beechwood, steel; width
-34 mm, height — 62mm, depth — 8 mm;
print margins: width — 35 mm, height —
15 mm; pad printing)
3. Social networks Instagram (posts, 1 post per week) 50 posts -
4, Visual means Promo video 10 videos 75000,00
Totally 83750,00

Sources: developed by the authors based on the enterprise's data.

The communication process involves social networks such as Instagram  (link:
https://www.instagram.com/likesumy) and Facebook (link: https://www.facebook.com/Like-%D0%A6%D0
% B5% D0% BD% D1% 82% D1% 80-% D0% A1% D1% 83% D0% BC% D1% 8B-271259657067244).

The Instagram page of the LLC «Like Center» has 1128 followers. The page provides the advertising
banner with the company's services and photos from participation in conferences.

On the other hand, the Facebook page of Like Center LLC has 10 followers. The page has only photos
from feed recordings and advertisements for the company's services. The most popular video on the page
is a company's promo video, which has received 19 views since April 25, 2019. The rest videos on the
page are shared from other pages.

It stands to emphasize that only competitor NIKLAND LLC uses social networks as a means of
communication. Therefore, the promotion effectiveness for the companies Like Center LLC and NIKLAND
LLC in social networks was considered (Table 3).

Table 3. Social network promotion

Indicator (quantity) Like Center LLC NIKLAND LLC
Instagram Subscribers 1128 375
Posts 101 24
Facebook Subscribers 10 1095
Likes 8 1100

Sources: developed by the authors based on the enterprise's data.

The findings on analyzing the features of the Like Center LLC communication activities allowed
concluding as follows:

1. The company has a wide customer base maintained by a high level of business courses and
efficient organization of financial costs.

2. The company uses media resources (social networks) to attract conference participation,
purchase business courses and establish partnerships; printed materials, promotional products, and visual
aids.

3. Social networks have similar content and a few subscribers, caused by low page activity.
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4. As users of social networks are more interested in the content created by the company, the pages
should be filled with the company's creative content.

5. The competitor's activity in the social networks showed that the number of subscribers and their
engagement depends on the profile content. Accordingly, the Like Center company needs to promote its
own profiles on social networks.

The analysis of the company's activity showed that the Like Center LLC should elaborate on
eliminating weaknesses that negatively affect the activities, such as:

— lack of measures to retain regular customers;

— low level of company name recognition;

— alarge workload per employee of the company;

— low level of corporate culture;

— low information about the company's products and services.

Indeed, most of the weaknesses are related to the weak company's communication policy
organization. Therefore, it is proposed to create a project to develop the communication activities of Like
Center LLC.

Organizing communication activities creates positive expectations about the company, develops
relationships with regular customers, and attracts potential customers.

The project target audience is regular and potential clients of Like Center LLC.

In turn, the loyal customers have placed five or more orders during the year (B2B clients, private
entrepreneurs, individual clients, etc.).

Although the long process of order processing characterizes the work with B2B customers, the price
for such services is the highest. In contrast to corporate clients, private entrepreneurs and individual mass
clients mostly place orders based emotionally. At the same time, the word-of-mouth marketing works
effectively among them. It results in attracting many potential clients.

Remarkably, the tasks of promotion are as follows:

— elaborating on the mechanism for developing communications between the company's employees
and its customers;

— developing connections, maintenance of constant contact with clients;

— establishing communication links with the media;

— developing innovative methods and forms of communication.

Therefore, the main functions of communication activities of the enterprise should be as:

— continuous analyzing the organization of communication policy;

— developing and implementing communication systems for the company's external and internal
movements;

— searching for profitable sales channels for products and services.

For the functioning and developing communication activities, it is necessary to establish a system of
effective interaction with potential and regular customers of the company through:

— holding conferences;

— formating press releases;

— training;

— promoting social networks;

— establishing links with the media.

The key message that should be got to the target audience is «Constantly together we are strongy.
Table 4 presents the organizational plan for implementing the Like Center LLC communication activities.
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Table 4. Organizational plan for communication introduction of Like Center LLC

Ne Task Activities Expected result
1 Elaborating the 1. Holding of meeting with all company 1. Directing the leading forces to develop
mechanism for departments to determine the action plan. communication activities.
developing 2. Including the communication 2. Improving the quality of communication
communications department into the organizational strategy mechanism.
between the company structure. 3. Exact allocation of obligations for
employees andits 2. Identifying the project managers, implementing communication policy.
customers including a marketing staff. 4. Understanding of the employees the
3. Creating the action plan that could be  company goal.
carried out for regular customers. 5. Timeliness in implementing the plan for
4. Creating the implementation plan of ~ organizing events with clients.
measures.
2 Strengthening the 1. Creating a vast range of platforms for 1. More than 10 ways to get information
client relations, communication with clients. about company events.
maintaining constant 2. Creating a loyalty program for regular 2. Increase the number of orders by 10%.
contact with clients customers. 3. Creating a positive emotional state for the

3. Creating free promotional materials or company's customers.
services for large orders.

3 Establishing 1. Creating the mass media base. 1. Using only relevant and popular channels
communication 2. Formatting the action plan involving the for disseminating information.
relations with the media. 2. Creating the constant company activity
media 3. Creating and distributing the press background.

releases. 3. Placing about 50 informational messages
4. «Restarting» social networks. about the company's activities on the most
popular websites, such as Olx.ua and social
networks.
4. Filling social networks with one new post
every day.

4 Developing innovative 1. Creating Telegram and Viber bots. 1. Responsive and regular customer service.
communication 2. Introducing additional events such as 2. Six events during the month; about 100
methods and forms  conferences, training on business informational messages on radio, television,

education. the most popular websites, own pages on
3. Launching the YouTube channel. social networks.

3. Attracting potential customers,
maintaining image among regular
customers, photo, video reports, and
advertising on the most popular website
Olx.ua, own pages on social networks.

Sources: developed by the authors based on the enterprise's data.

Notably, the communication strategy should be included in the general work plan of the company.
Besides, it should include measures indicating key outcomes at different promotion stages.

Therefore, the communication strategy of Like Center LLC should be combined with the push and pull
strategy. The combined strategy implementation would include the components as follows:

—  elaborating on the mechanism for the communications between the company's employees and
its customers;

—  building the connections, maintaining constant contact with customers;

—  establishing communication links with the media (with the most popular sites Olx.ua and
reloading their own pages on social networks);

—  developing innovative methods and forms of communication with clients.
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For the development of communication activities Like Center LLC, it is proposed to implement a
program using the tools promoting compliance with the COVID-19 quarantine conditions:

—  creating a chatbot;

— introducing additional educational activities such as online conferences and online training on
business education;

— launching a YouTube channel.

In turn, creating the chatbot needs to involve a programmer from the company's technical department.
At the same time, the client manager could develop the chatbot using platforms such as Chatfuel or
Rehotif, which work on a subscription basis. After the interaction between the client and the chathot, the
client managers would receive a message with client contacts for further processing the order by the
company.

It stands to emphasize that using the chatbot is more than for ordering or booking a consultation. The
chatbot would be able to perform as:

— assistant in finding services;

— assistant in checking the order status;

— representative of the support service;

— assistant in the search for shares;

— personal assistant.

The thematic of conferences and training for regular company customers should address the business
education. The events should be focused on creating a positive company image and rapidly disseminating
information about activities. Therefore, it is recommended to involve participants in the company's social
networks at every event. It is appropriate to provide some examples of training topics and their learning
objectives.

A. Training topic: «Progressive world of Internet advertising».

The purpose of the training is to provide methods for the company's efficiency growth through Internet
advertising.

Participants: regular corporate clients of Like Center LLC — up to 30 people.

Learning objectives of the training are as follows:

1. Own potential assessment.

Vector of growing popularity in the online space.

Interest and benefit, healthy ambitions.

Search for new opportunities for Internet advertising development.
Individual attitude for work.

. Secrets of effectiveness.

turn, the learning outcomes are as follows:

Gaining quick access to the necessary information using a smartphone. The smartphone provides
access to the needed files almost instantly through the link, or QR-code sent by the author. There are
many convenient formats such as presentations, videos, infographics, etc. As a result, it saves a lot of
time, and each recipient would quickly understand the essence of the information message.

— Providing customer control. The main criterion is the absence of the need to remember and mark
customers to carry out long-term registration. It is possible to use electronic registration (web service,
mobile application, or just QR-code). For example, the company's app could automatically send everyone
reminders of upcoming events and then mark who was present.

— Evaluating the company efficiency with mobile gadgets. It is appropriate to use mobile applications
for conducting the questionnaires after the projects, determine the level of quality and, most importantly,
simplify feedback. Besides, the information allows quantifying the criteria of effectiveness.

Sk wmN

>
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— Creating activities in digital form and using a smartphone for conducting an online survey, getting
questions from participants, etc.

B. Conference topics:

Opportunities for cooperation with investors.

Services of investment companies.

Choosing quality partners in advertising.

Business inside out; what investors actually work with.
Technical boom.

6. Favorite investor in your pocket.

The purpose of the conferences is to expand the horizons in investment.

Participants are regular customers and journalists.

Notably, the large audience and multimedia format of video content make YouTube an effective
communication tool. It stands to note that video marketing benefits in promoting the company's products
and services and establishing contact with potential customers using new methods. That allows attracting
users who are virtually unavailable for traditional online advertising formats.

The main tasks of launching a YouTube channel are as follows:

1. Creating a brand for the channel following the company's corporate style.

Registering the copyright for own content.

Creating content for videos.

Scheduling publications and creating playlists.

Ongoing collaboration with other authors to quickly engage the audience and promote the product.
Constant using keywords.

Add a URL in the description.

Promoting video through other Internet resources.

9. Downloading a trailer that would briefly notify potential subscribers about the content of the
channel.

10. Using calls for action in the videos and comments.

11. Holding promotions and competitions.

Following the mentioned above, the cost for implementing one training and one conference within the
program of communication activities organization is 5535 UAH. Some of these costs, such as the purchase
of flipcharts, are a one-time cost of 4000 UAH. All further costs during re-implementation of measures
would average 1535 UAH.

The highest costs are for training and conferences because a chatbot is created once by a
programmer. It is a one-time expense and launching a channel on YouTube requires only a bonus to the
salaries of the company's employees.

When the company's efficiency changes, its income should increase to cover the costs of
communication activities and provide high profits. Table 5 presents the plan of the proposed program and
the budget of Like Center LLC in the second half of 2021.

arwnE

N~ ®LMND

Table 5. Plan of the proposed program and Like Center LLC budget in the second half of 2021

Ne Tasks Activities Period Person in charge Cost, UAH
1 2 3 4 5 6
1 Creating a chatbot Looking for a specialist  01.07 - 08.07.21 Development -
Director
Developing the chatbot  09.07. — 24.07.21 Development
model Director
Developing the chathot  27.07 - 07.08.21  Specialist (engaged) 20000,00 (one-time
payment)
100 Health Economics and Management Review, 2021, Issue 2
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Continued Table 5
2 3 4 5 6
Implementing the chatbot 10.08.21 Specialist (engaged) -
Informing the loyal 11.08.21 Account Managers ~ SMS-natification:
customers about the 0,35/1 pcs, 1000 pcs
created resource by - 350 UAH. (one-
sending SMS, email, and time payment).
advertising on social Social network
networks advertising: 4800,00/
month
(28800 UAH /
6 months)
2 Introducing the Preparation for the The first week of Development 1535,00 (per one
education activities  conference (creating a the month Director conference)
conference plan, looking 8910 UAH/
for a speaker, informing 6 months
clients about the
conference on social
networks, creating
brochures)
Conferencing The second Friday ~ Development
of the month Director
Creating report The second Friday ~ Development
of the month Director
Reporting (press The second Friday Marketing Specialist
releases) by the of the month
company's social
networks
Creating the advertising  The second Friday Marketing Specialist
report on Instagram and of the month
Facebook
Preparation for training ~ The third week of Development 1535,00 (per one
(online conference plan, the month Director training)
looking for speakers, 8910 UAH/
informing clients about 6 months
the conference on social
networks, brochures)
Conducting the training ~ The fourth Friday Development
of the month Director
Creating report The fourth Friday Development
of the month Director

Publishing the advertising The fourth Friday Marketing Specialist

report on the company's
profile on Instagram and
Facebook

of the month
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Continued Table 5
1 2 3 4 5 6
3 YouTube channel Developing the program 01.07.21 Marketing Specialist
launch for publications

Video script development, Tuesday (weekly) Marketing Specialist

looking for participants

Creating the video Wednesday  Marketing Specialist

(weekly)
Release the video on Thursday (weekly) Marketing Specialist
YouTube channel

Totally 67070,00

Sources: developed by the authors.

The amount of 67070 UAH is 6% of the Like Center LLC total budget. Thus, the proposed program is
acceptable for the company.

Notably, it is essential to order advertising and publish the events on Instagram and Facebook to
increase their effectiveness. 200000 impressions on the social network cost 4800 UAH per month (media
outreach is 200000 people).

The audience of 480 people is involved in conducting educational events for 6 months. It is planned
to attract 150 people to each page of social networks (Instagram, Facebook, and YouTube) every month.
The total amount is 450 people/month. Accordingly, the cost per thousand (CPT) would decrease each
month. Table 6 presents the results of substantiation of the effectiveness of the proposed measures.

Table 6. The efficiency of project implementation, the second half of 2021

| month Il month VI month
Financial expenses per month 7870 UAH
Target audienceExisting 1138 2488 3838
(persons) Engaged 200080 persons:

80 (online training, conferences);
200000 (appearance in the social networks)
Totally 201218 202568 203918
CPT 39,1 UAH 38,8 UAH 38,5 UAH
Sources: developed by the authors.

Based on the mentioned above, it is assumed that the Like Center LLC would have a permanent
audience on social networks numbering 3838 people in six months.

Under the project implementation, it is proposed to develop advertisement layouts for creating ads and
posts on Instagram and Facebook. Besides, advertising layouts should make the target audience aware
of the chatbot and YouTube channel, inform them about online training and online conferences.

For introducing innovative means of communication activity, it is suggested to include the methods of
estimating the success for various provided tools:

— for a chathot: the last question should be addressed to assessing the quality and quantity of issues
resolved by chatbot;

— the continuous evaluation of the communication activity effectiveness through questionnaires for
participants would help to adapt the company's communication strategy.

The effectiveness of using innovative tools would be determined the several indicators such as
achieving the communication goals; providing feedback (when possible); applying innovations; engaged
clients; adaptation after project evaluation.

102 Health Economics and Management Review, 2021, Issue 2
http://armgpublishing.sumdu.edu.ua/journals/hem



V., Kyslyy, T., Bondar, Ye., Kabluchko, H., Lieonov. Improving Company Communication Activity Amidst the COVID-19
Restrictions

Conclusions. The analysis of Like Center LLC's communication activity showed that the company's
customer base consists of 50% of regular customers. Their average order value is 6 times higher than the
one-time customer. It was determined that the company communicates primarily through social networks,
printed materials, promotional products, and visual aids.

The study identified the company's weaknesses, including lack of measures to retain regular
customers, low recognition of the company name; a significant workload per employee; a low level of
corporate culture; low awareness of the company's products and services. Therefore, it was determined
that most of the weaknesses related to the incorrect organization of the company's communication policy.

Therefore, the study developed the project to create the right expectations for the company and
develop relationships with regular customers, various stakeholders, and individuals. The target audience
of the project were regular and potential clients of Like Center LLC. Thus, the company's communication
strategy aims to maintain and expand the base of regular customers and improve communication with
potential customers.

The project's objectives were as follows: the mechanism for developing communications between
company employees and its customers; developing connections, maintaining constant contact with
customers; establishing communication links with the media; developing innovative methods and forms of
communication. The organizational plan was created based on these tasks, including measures and
expected results. The project results in improving the company's communications, increasing the
efficiency of the enterprise as a whole, in particular, during the pandemic. At the present stage of ensuring
the effectiveness of communications management in the enterprise plays an essential role in its viability.
Therefore, the proposed changes would help expand the information flow about the company, which
should interest customers as critical stakeholders, constantly use its services, and simplify access to
exciting offers and ways to use services.

Author Contributions: conceptualization, K. V. and K. Ye.; methodology, K. V.; validation, K. Ye.;
formal analysis, K. Ye. and H. L.; investigation, K. Ye. and B. T.; resources, K. Ye.; writing-original draft
preparation, B. T.; writing-review and editing, K. V.; visualization, K. Ye.
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Bonodumup Kucnull, k.e.H., npoghecop, Cymebkull depxasHull yHisepcumem, Ykpaida

TemsiHa BoHOap, k.e.H., doueHm, Cymcbkull OepxasHull yHisepcumem, YkpaiHa

€e2eH Kabnyyko, Cymcbkuli OepxasHull yHisepcumem, YkpaiHa

rni6 JleoHos, ambypecbkuli mexHiyrull yHigepcumem, Himeudura

YnockoHaneHHs KOMYHiKauiliHOi AiANbHOCTI NiANpUEMCTBa B yMoBax 06MexeHb yHacnigok nanaemii COVID-19

Y cmammi posensiHymo cymHicmb ma 3HayeHHs1 KoMyHikauitiHoi dismeHocmi nidnpuemcmea, a makox 8U3HayeHi CydacHi
3acobu KomyHikayilHoi disnbHocmi. OxapakmepusogaHo ocobnueocmi KomyHikauitiHoi disinmbHocmi, 6a3ylo4Yuch Ha OCHOBHUX
npobremax kapaHmMuHHUX obmexeHb yHacnidok naHOemii COVID-19. [lpoaHaniaosaHo opeaHisauiliHy cmpykmypy, 3a3HayeHo
wmamnul poanuc, nocadosi obos’asku TOB «Like Llemp», a makox nposedeHo SWOT-aHanis, wo cnpusio MmoyHoMy
poskpummio ocobnusocmeli disnbHOCMI opeaHidauii. Aemopamu 6y/io npoaHasizaogaHo KOHKypeHmHe cepedoguuie KomnaHii 3a
0onomoeoko KoHuenuii 4P, wo 0038011um0 8USBMU OCHOBHI nepegaau KomnaHii ma 30ilicHUmU nowyk pitieHsb icHyro4ux npobrnem e
KoMyHikayitiHiti disimeHocmi nidnpuemcmea. 3a 0onomoeoto epaghiyHo20 ma cmpyKmMypHO20 aHanisy, o2iyHo20 y3agabHeHHs byio
obrpyHmosaHo eubip uinet, yinbosoi aydumopii ma cmpameeii komyHikayitiHoi dismeHocmi TOB «Like LleHmp», a makox
Ppo3pobrieHo npono3uyii ujodo hopmysaHHs npoepamu KomyHikauitiHoi dismsHocmi TOB «Like LieHmp» e ymogax kapaHMUHHUX
obmexeHb eHacniook naHOemii COVID-19. ObzpyHmosaHo npono3uyii wjo0o 8npogadxeHHs iHHogauiliHux 3acobig opeaHisauil
KkomyHikayitiHoi disneHocmi dnst TOB «Like LieHmpy, ceped sikux cmeopeHHs: yam-6omy, ynposadxeHHs ocsimuix 3axodis, a came
KOH(bepeHuili ma mperiHeis Ha memy 6i3Hec-ocgimu, 3anyck YouTube kaHany. ns yam-6omy 6yno po3pobneHo tozo hyHkuii ma
nopsdok pobomu. Aemopamu npodeMOHCMPOBaHO npuknad NPosedeHHsT MpeHiHey Ans NOCMIUHUX KOPNOpamueHUX KiieHmig,
ocobnusicmio K020 cmano 3acmocysaHHsi CMapmeOHy, ik noMiyHuUKa y weudkomy docmyni iHghopmauii, cnocoby koHmponio ma
peecmpauii knieHmis, iHcmpymeHmy Onsi ouiH8aHHs eghekmusHOCMI KoMnaHii ma npucmpoto 0511 CMBOPEHHs akmugHocmed.
Hasuuku, Habymi nid yac oHmalH-mpeHiHey, KnieHmu 3MOoXymb 3acmocogysamu y OismbHOCMi €8020 nidnpuemcmea.
3anponoHogaHo memu 05151 npogedeHHs OHMalH-KOHGePeHUl, Uinbogor aydumopiero sSIKoi MOXymb cmamu NoCMIliHi KiieHmu
KkomnaHii ma xypHanicmu. Lje o0HuM iHHosauiliHUM 3acobom koMyHikayii nidnpuemcmea cmae 3anyck YouTube kaHany, 0ns sko2o
po3pobneHo nnax Oiti Ans po3wupeHHs uyinbogoi aydumopii. OdepxaHi pe3ynbmamu 6Ka3yrmb Ha MOXITUBI NepCNeKMUBU KoMnaHii
3a paxyHoK yOOCKOHaIeHHs CUCMeMU KOMYHiKkauitHoi QisnibHoCm.

Knto4oBi cnoBa: KomyHikallisl, KOMYHikaLjiiHa [iAnbHICTb, 3acobK KOMYHIKaLAHOI AiANbHOCTI, OpraHisaLis KOMyHIKaLiiHOT
BisNBHOCTI, KOMyHiKaLiliHa JiSnbHICTb NiANPUEMCTBA B yMOBaX KapaHTUHHIUX 0OMEXeHb.
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