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COMPARATIVE ANALYSIS OF MARKETING COMMUNICATIONS CHANGES UNDER
THE INFLUENCE OF COVID-19

The COVID-19 pandemic has dramatically changed lives of much people. It has accelerated the process of
digitization. Consumers are now much more likely to shop online than before, with more and more people using
the internet as their main source of information, entertainment and growing. A strong marketing strategy in social
networks will include the process of finding new features and channels, as well as the rapid creation of new
content for them. Now more than half of the world's population is present on social networks. It was analysed the
main features of pandemic period. It was indicated digital audience around the world. It was detected digital’s
role in helping people during COVID-19 pandemia. It was analysed the using of social media for brand research.
It was compared Instagram, LinkedIn and Tik-Tok advertising audience during pandemic period. Also it was
defined WhatsApp usage across regions. It was structured the expecting to shop online between people from
different age group.It is important to understand how people use different technologies. It is worth investing in
technology that can adapt and change over time, especially given the uncertainty surrounding the COVID-19
pandemic.

Keywords: marketing communication; COVID-19, online marketing, social media, marketing trends,
sustainable economic growth, promoting sustainable industrialization and innovation.

Introduction. During the COVID-19 pandemic, people began to spend more and more time at
home, which is why the activity of Internet users has risen sharply to phenomenal levels. Customers
more often began to buy everything they need online with home delivery, watch movies online, social
networks were gaining momentum and, paid for lessons in language schools, sports and various
motivational marathons. Technology is evolving at a tremendous rate every day, now on the Internet
everything is possible without leaving home. It allows people with maximum comfort to save time and
perform any operations without leaving home. Many have the ability to work remotely.

COVID-19 has completely changed whole life, and this is true of the Internet and social networks.
Any problem can be a new opportunity for growth if the right measures are taken. For children and
young people, this is the only way to keep in touch with friends over long distances, the ability to make
not only ordinary calls via messengers, but videos as well.

Literature review. There is a lot of research on marketing communications. Among domestic
researchers a lot of work, the issue of marketing communications deals with N. Popova [1], I. Korol [2],
O. Bratko [3], Yu. Melnik, L. Sager, N. Illiashenko [4] and others. Issues of digital marketing are devoted
to the work of N. Letunovskaya, L. Khomenko, O. Lyulyov [5], 1. Litovchenko [6], N. Kordzaya [7] and
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others. The issue of marketing communications was explore very often as a part of global questions as
an economic sustainability, innovative development, Industry 4.0, digitalization, marketing strategies,
etc [8-18]. At the same time, there are a number of features associated with the use of online marketing
communications caused by the COVID-19 pandemic.

The purpose of the article is to reveal the main features and changes in marketing
communications caused by the COVID-19 pandemic.

Results and discussion. More and more companies are using digital marketing opportunities to
promote their brands. The search results for queries "marketing communications”, "online marketing"
and "social networks" are presented in Fig. 1
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Figure 1 — Search frequency on the Internet for "*marketing communications™, "online
marketing" and "'social networks"
Source: developed by the authors based on GoogleTrend

As can be seen from Fig. 1, the number of "social networks" requests has increased since the
beginning of the pandemic.

There are some features of the Internet and social networks audience after the pandemic [19-21]:

1. Music. Music performers and artists have started live broadcasts of home performances via
Instagram and YouTube. Moreover, some stars practice ordering songs during the broadcast. Sitting on
the couch, the audience can invite your favorite song online. In addition, bloggers, artists, business
coaches often hold video chats with their fans in a question-and-answer format.

2. Sports. The closure of gyms due to COVID-19 has greatly changed the daily lives of people
who are accustomed to spending time in the gym several times a week, recharging their energy and
tidying up their bodies. To help people stay fit while sitting at home, trainers, dancers, yoga teachers and
fitness bloggers from around the world are actively using social media: online training, educational
broadcasts and motivational content.

3. Challenges. To lift the spirits of people in quarantine and promote precautions against
coronavirus, social networks are increasingly launching challenges.

4. Airlines. Customers are increasingly using social media to contact the airline. The use of social
networks jumped by 105%, while the number of calls by phone and e-mail fell by 48% and 36%
respectively.

5. E-commerce in messengers. Messengers have become a new favorite channel for e-commerce
customers: the use of WhatsApp has increased by 352%, and SMS and text messages have become used
by 102%. In online food trade, the involvement of customers in social networks increased by as much
as 949%, and the use of WhatsApp decreased by 40%.

6. Distance work and study. The distribution of channels on distance work and learning platforms
has changed. With declining activity, the popularity of text messaging has increased, while the use of
chats, WhatsApp and other social messengers has declined.

According to report [19], in just a few months of 2020-2021, global Internet traffic increased by
30%, social networks have become one of the most important marketing tools. According to the survey,
the share of spending on social networks in marketing budgets increased from 13.3% in February 2020
to 23.2% in June 2020, an increase of 74%.
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For the first time in the study, companies reported a significant increase in the return on investment
in social media. Estimates of the contribution of social networks to the company's overall performance
have risen sharply by 24% since February 2020. This is an important fact, because, despite the steady
growth of investment in social networks, no changes in efficiency since 2016 had been observed.

The main features of pandemic period [19-21]:

1. More than half of the world's population uses social networks.

2. Many digital habits developed during the restrictions associated with the COVID-19 pandemic
have survived despite the weakening of quarantine.

3. Increased TikTok users worldwide, but further growth is questionable.

4. Instagram has reached a new bar in terms of audience size.

5. Search habits change, and this has important implications for brands.

Thus, social media is the main platform on which information now appears. First, it is a fast
platform where you can share information and news in a non-stop format. People are always up to date
with the latest news, the latest events, and the number of mentions and messages on social networks on
our topic reaches several million during the day.

In 2021 a lot of resources was invested in working with social networks - an estimated 23.4% of
marketing budgets. At the same time, marketers were increasingly investing in improving the quality of
online interactions with customers: 60.8% of marketing directors redirected resources to create digital
customer interfaces, and 56.2% transformed their business model of product output "a market based on
digital capabilities.” Social networks played an important role in attracting consumers to digital
platforms.

Last year, the audience of social networks grew by more than 10% and as of the beginning of July
2020 amounted to 3.96 billion users. That is, for the first time, we can say that there are many times
more users of social networks than those who do not use them at all. Growth trends show that, on
average, one million people a day create a social media account for the first time. Today, 4.57 billion
people use the Internet worldwide, or almost 60% of the world's population (fig. 2).
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Figure 2 — Digital around the world in 2020
Source: developed by the authors based on [19]

In 2019-2020 the global Internet audience has grown by 346 million, an annual increase of more
than 8%.

It is important to mention the fact that Internet technology has helped many to educate their
children during the pandemic (76%), keep in touch with friends and family (74%) and even improve
their mental and physical health (43 %).
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There are also many stories from the elderly today about how the internet helps them cope with

loneliness (fig. 3).

Improve own income and finances ]
Keep fit and exercise |

Access doctors and healthcare |
Improve mental health and wellbeing 1
Get groceries from food stories |

Keep own children enetertained and. ]
Do own job |

Stay in touch with friends and family |
Children education |

Cope with COVID-19 related. .7

Shopping

0% 20% 40% 60% 80% 100%

Figure 3 — COVID-19: digital’s role in helping people
Source: developed by the authors based on [19]

It turns out that despite the many evidence of potential harm due to excessive use of devices
connected to the Internet, these same technologies can also improve people's quality of life.
There some difference in using of social media for brand research by people from different age

group.

Figure 4 shows that for internet users between the ages of 16 and 24, social media is the most
important source of brand information. Search engines are also taking a back seat, as young women are
much more willing to find information on social networks.

55-64 years old

16-24 years old
50%

25-34 years old
—— Female
—— Male

45-54 years old

35-44 years old

Figure 4 — Use of social media for brand research
Source: developed by the authors based on [19]

Approximately 98% of Internet users in all ages use search engines every month. However, people
today use a wider range of tools to make purchasing decisions. Some indicators of Instagram, LinkedIn

and Tik-Tok presented in table 1.
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Table 1 — Instagram, LinkedIn and Tik-Tok advertising audience overview

Indicator Instagram | LinkedIn | Tik-Tok

Number of people that socail media reports can be reached

) - 1,08 72 0,8
with adwerts, billion
Share of population aged 18+ that marketers can be reach

. 18 13 13
with adverts, %
0Q/Ouarters-On-Quarters chance in social media advertising, 11 3,80 no data
Percentage of its ad audience that social media reports is 51 43 16
female, %
Percentage of its ad audience that social media reports is 49 57 54
male, %

~ Source: developed by the authors based on [19]

According to Facebook's advertising tools, brands can reach more than 1 billion people through
Instagram advertising. Instagram's advertising reach increased by 111 million new users in the last
quarter, which is a quarterly increase of more than 10%.

This means that Instagram's advertising audience is now growing by more than 1 million new users
per day and in early July 2020 amounted to 1.08 billion.

LinkedIn has 700 million registered users worldwide. In the second quarter of this year alone, the
global user base of the platform grew by more than 25 million, which is 4% higher than in the previous
quarter. Unfortunately, LinkedIn stopped publishing monthly active audience data when it was acquired
by Microsoft.

Twitter doesn't grow as fast as it used to. According to the site's advertising tools, global
advertising coverage has now declined.

TikTok showed an impressive increase in the number of users worldwide. However, a ban on
applications in India could affect the future growth trajectory of the platform.

In different companies, the use of WhatsApp is growing faster than any other channel (fig. 5).
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Figure 5 — WhatsApp usage across regions
Source: developed by the authors based on [21]

Volume growth was 132% for small businesses, 122% for corporations and 88% for medium-sized
businesses. WhatsApp is also a leader in new growth in all regions.

Although WhatsApp is popular, the use of other messaging channels has fallen over. Customers
have become less likely to use Facebook Messenger and personal Twitter messages.

There some changes in expection to shop online by peple from different age’s group (fig. 6).
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Figure 6 — Expecting to shop online between people from different age group
Source: developed by the authors based on [19]

Elderly shoppers are the most prone to online shopping compared to April 2020: Nearly 4 in 10
Internet users between the ages of 55 and 64 now say they will shop more often after the pandemic
subsides.

Conclusions. The COVID-19 pandemic has dramatically changed our lives: the way we work,
communicate with each other, study or buy basic necessities.

It has accelerated the process of digitization - consumers are now much more likely to shop online
than before, with more and more people using the internet as their main source of information,
entertainment and growing.

Experts who develop a strategy on social networks should be aware of all the news on existing
platforms. The new tools provide an opportunity to establish close ties with consumers, who will
continue to associate the discovery of new features with the brand that used them for the first time. A
strong marketing strategy in social networks will include the process of finding new features and
channels, as well as the rapid creation of new content for them.

Now more than half of the world's population is present on social networks. It is worth considering
social networks as a phenomenon that is present in everything that people do, both on the Internet and
offline. Now it needs to include social media as much as possible in the communication of your brand.

Working from home is not likely to replace the office, and e-commerce will not replace all physical
stores. However, people's behavior is changing, and it is important to understand how these changes will
affect the demand for the brand's products and services. Accordingly, it will be necessary to adapt
marketing activities to achieve results.

It is important to understand how people use different technologies. It is worth investing in
technology that can adapt and change over time, especially given the uncertainty surrounding the
COVID-19 pandemic.

References (in language original)

1. Tomosa H. B. Mapxemuneosi komynixayii : migpyunuk / H. B. [Toniosa, A. B. Karaes, JI. B. bazariega,
O. I. Kononos, T. A. Myxa. Xapkis: «®akt», 2020. 315 c.

2. Kopons I.B. Mapxemuneogi komyHikayii: HaB4aIbHO-METOJANYHUHN TTOCIOHUK. Y MaHCHKHIA JIepKaBHUHN
nea. yH-T iMeHi [1aBna Tuunan. YMans : Bizasi, 2018. 191 c.

3. bparko O.C. Mapxemunzosa nonimuxa xomyuixayiu: HaBuanpHuii mociOmk. Teprominb: Kaprt-
Omanmi, 2006. 275 c.

4. Menpauk I0.M., Carep JLIO., Innsmenko H.C., Pazannesa F0.M. Knacugikanis ocHoBHUX dopM Ta
BUJIIB MAPKETUHIOBHX 1HTEpHET-KOMYHIiKamii. Mapxemune i menedscmenm innosayiii. 2016. Ne 4. C.43-55.



ISSN 2707-5036 Bicuuk UHY im. b. Xmensaunpbkoro. Cepist «Exonomiuni Haykny». 2021, Ne 4

5. Jlerynoscbka H. €., Xomenko JI. M., JlronsoB O. B. Ta iH. Mapkemune y yugposomy cepedosuuyi:
nmociOHuK / miapyuHuk / 3a pea. Jlerynoscskoi H. €., Xomenko JI. M. Cymu: Cym1Y, 2021. 259 c.

6. JlutoBuenko 1.B. Immepnem-mapxemune. HaBuanpauii mocionuk. K.: Llentp y40oBoi niTeparypw,
2011.332c¢.

7. Ocnosu inmepuem-mapxemuney. Yactuna 2 : Hapuanpauid nmocionuk / H.P. Kopmzas. Xepcon: Oni-
mtoc, 2018. 164 ¢.

8. Letunovska, N. Ye., Saher, L. Yu., and Syhyda, L. O. “Formuvannia stratehii vyperedzhaiuchoho
innovatsiinoho rozvytku v umovakh Industrii 4.0 [Formation of the Strategy of Forward-Looking Innovative
Development in Industry 4.0]. Ekonomichnyi analiz. 2019. https://essuir.sumdu.edu.ua/bitstream-
download/123456789/77295/1/Letunovska_Saher_Syhyda_Industry_4.0.pdf

9. Syhyda, L. O. “Industriia 4.0 ta yikh vplyv na krainy svitu“ [Industry 4.0 and its Impact on the
Countries of the World]. Ekonomika ta suspilstvo. 2018. http://www.
economyandsociety.in.ua/journal/17_ukr/9.pdf

10. Bilan, Y., Pimonenko, T., and Starchenko, L. “Sustainable business models for innovation and success:
Bibliometric analysis*. E3S Web of Conferences, 2020. DOI: 10.1051/e3sconf/202015904037

11. Vasilyeva, T., Kuzmenko, O., Kurytowicz, M., & Letunovska, N. (2021). Neural network modeling
of the economic and social development trajectory transformation due to quarantine restrictions during COVID-
19. Economics and Sociology, 14(2), 313-330. doi:10.14254/2071-789X.2021/14-2/17

12. Miiller J. M., Buliga O., Voigt K.-I. Fortune favors the prepared: How SMEs approach business model
innovations in Industry 4.0. Technological Forecasting and Social Change. 2018. Vol. 132. P. 2-17. DOI:
https://doi.org/10.1016/j.techfore.2017.12.019

13. Shvindina H. Coopetition as an Emerging Trend in Research: Perspectives for Safety & Security.
Safety. 2019. Vol. 5. No. 3.

14. Yang, C., Kwilinski, A., Chygryn, O., Lyulyov, O., Pimonenko, T. (2021) The Green Competitiveness
of Enterprises: Justifying the Quality Criteria of Digital Marketing Communication Channels. Sustainability,
13(24):13679.

15. Letunovska, N., Lyuolyov, O., Pimonenko, T., & Aleksandrov, V. (2021). Environmental management
and social marketing: a bibliometric analysis. In E3S Web of Conferences (Vol. 234, p. 00008). EDP Sciences.

16. Kwilinski, A., Vyshnevskyi, O., & Dzwigol, H. (2020). Digitalization of the EU Economies and
People at Risk of Poverty or Social Exclusion. Journal of Risk and Financial Management, 13(7), 142.

17. Rosokhata A., Khomenko L., Jasnikowski A., Dmytruk K. (2021). Methodical Tools Research of Place
Marketing Via Small and Medium Business Development. Modern Economics, 29(2021), 156-162.

18. Khomenko L., Saher L., Letunovska N. and Jasnikowski A. Segmentation as a base for digital
marketing strategies in blood service: A cluster analysis for classifying healthy regional subjects. International
Interdisciplinary Scientific Conference “Digitalisation and Sustainability for Development Management:
Economic, Social, and Ecological Aspects” 2021 (DSDM — 2021): te3u momosineii. Jloumon: E3S Web of
Conferences 307, 03001 (2021).

19. Kak COVID-19 u3MeHMI HMHTEPHET M HAC — COLICETH W OHJIANH-pUTEN mocie mangemuu. Web-
canape.ru. 2021.URL: https://www.web-canape.ru/business/kak-covid-19-izmenil-internet-i-nas-statistika-
interneta-i-socsetej-posle-pandemii/ [in Russian]. lata 3sepuenns: 01.12.2021

20. Mypwman K., Makkaptu T. COVID-19 u SMM-ctparerus: 10 coBetoB mapketomoram. hbr-russia.ru. 2021.
URL.: https://hbr-russia.ru/marketing/tsifrovoy-marketing/855509/[in Russian]. Jlara 3seprenss: 01.12.2021

21. Cwmur T. MomenTanbhbiil otuetr CpaBHuTenbHOro ananusa: Orcnexusanue BiaussHust COVID-19 nHa
obcnyxuBanue kiaueHtoB. zendesk.com.ru. 28.08.2020. URL: https://www.zendesk.com.ru/blog/zendesks-
benchmark-snapshot-impact-covid-19-cx/ [in Russian]. /lara 3sepuenns: 01.12.2021

References

1. Popova N.V., Kataev A.V., Bazalieva L.V., Kononov O.l, Mukha T.A. (2020). Marketing
communications: a textbook. Kharkiv: Fact. 315 p. (in Ukr).

2. Korol 1.V. (2018). Marketing communications: a textbook. Uman State Pedagogical University Pavel
Tychyna University. Uman: Vizavi. 191 p. (in Ukr).

3. Bratko O.S. (2006). Marketing Communications Policy: A Study Guide. Ternopil: Carte Blanche. 275
p. (in Ukr).

4. Melnik Yu., Sager L., llyashenko N., Ryazantseva Yu. (2016). Classification of basic forms and types
of Internet marketing communications. Marketing and innovation management. Vol. 4. P.43-55. (in Ukr).

5. 5. Letunovskaya N.E., Khomenko L.M., Lyulov O.V. and others. (2021). Marketing in the digital
environment: a textbook / ed. Letunovskaya NE, Khomenko LM Sumy: SSU. 259 p. (in Ukr).

6. Litovchenko 1.V. (2011). Internet marketing. Tutorial. Kyiv: Center for Educational Literature. 332 p.

10


https://www.web-canape.ru/business/kak-covid-19-izmenil-internet-i-nas-statistika-interneta-i-socsetej-posle-pandemii/
https://www.web-canape.ru/business/kak-covid-19-izmenil-internet-i-nas-statistika-interneta-i-socsetej-posle-pandemii/
https://hbr-russia.ru/marketing/tsifrovoy-marketing/855509/
https://www.zendesk.com.ru/blog/zendesks-benchmark-snapshot-impact-covid-19-cx/
https://www.zendesk.com.ru/blog/zendesks-benchmark-snapshot-impact-covid-19-cx/

ISSN 2707-5036 Bulletin of the Cherkasy National University. Economic Sciences. 2021. Issue 4

(in Ukr).

7. Kordzaya N.R. (2018). Basics of Internet marketing. Part 2: textbook. Kherson: Oldie-plus. 164 p. (in
Ukr).

8. Letunovska, N. Ye., Saher, L. Yu., and Syhyda, L. O. “Formuvannia stratehii vyperedzhaiuchoho
innovatsiinoho rozvytku v umovakh Industrii 4.0 [Formation of the Strategy of Forward-Looking Innovative
Development in Industry 4.0]. Ekonomichnyi analiz. 2019. https://essuir.sumdu.edu.ua/bitstream-
download/123456789/77295/1/Letunovska_Saher_Syhyda_Industry_4.0.pdf

9. Syhyda, L. O. “Industriia 4.0 ta yikh vplyv na krainy svitu* [Industry 4.0 and its Impact on the Countries
of the World]. Ekonomika ta suspilstvo. 2018. http://www. economyandsociety.in.ua/journal/17_ukr/9.pdf

10. Bilan, Y., Pimonenko, T., and Starchenko, L. “Sustainable business models for innovation and success:
Bibliometric analysis“. E3S Web of Conferences, 2020. DOI: 10.1051/e3sconf/202015904037

11. Vasilyeva, T., Kuzmenko, O., Kurytowicz, M., & Letunovska, N. (2021). Neural network modeling
of the economic and social development trajectory transformation due to quarantine restrictions during COVID-
19. Economics and Sociology, 14(2), 313-330. doi:10.14254/2071-789X.2021/14-2/17

12. Miiller J. M., Buliga O., Voigt K.-I. Fortune favors the prepared: How SMEs approach business model
innovations in Industry 4.0. Technological Forecasting and Social Change. 2018. Vol. 132. P. 2-17. DOI:
https://doi.org/10.1016/j.techfore.2017.12.019

13. Shvindina H. Coopetition as an Emerging Trend in Research: Perspectives for Safety & Security.
Safety. 2019. Vol. 5. No. 3.

14. Yang, C., Kwilinski, A., Chygryn, O., Lyulyov, O., Pimonenko, T. (2021) The Green Competitiveness
of Enterprises: Justifying the Quality Criteria of Digital Marketing Communication Channels. Sustainability,
13(24):13679.

15. Letunovska, N., Lyuolyov, O., Pimonenko, T., & Aleksandrov, V. (2021). Environmental management
and social marketing: a bibliometric analysis. In E3S Web of Conferences (Vol. 234, p. 00008). EDP Sciences.

16. Kwilinski, A., Vyshnevskyi, O., & Dzwigol, H. (2020). Digitalization of the EU Economies and
People at Risk of Poverty or Social Exclusion. Journal of Risk and Financial Management, 13(7), 142.

17. Rosokhata A., Khomenko L., Jasnikowski A., Dmytruk K. (2021). Methodical Tools Research of Place
Marketing Via Small and Medium Business Development. Modern Economics, 29(2021), 156-162.

18. Khomenko L., Saher L., Letunovska N. and Jasnikowski A. Segmentation as a base for digital
marketing strategies in blood service: A cluster analysis for classifying healthy regional subjects. International
Interdisciplinary Scientific Conference ‘Digitalisation and Sustainability for Development Management:
Economic, Social, and Ecological Aspects” 2021 (DSDM — 2021): te3u momosineit. Jlonmon: E3S Web of
Conferences 307, 03001 (2021).

19. Web-canape.ru. (2021). How COVID-19 changed the Internet and us - social networks and online
retail after the pandemic. Web-canape.ru. URL: https://www.web-canape.ru/business/kak-covid-19-izmenil-
internet-i-nas-statistika-interneta-i-socsetej-posle-pandemii/ (in Rus).

20. Murman K., McCarthy T. (2021). COVID-19 and SMM strategy: 10 tips for marketers. URL.:
https://hbr-russia.ru/marketing/tsifrovoy-marketing/855509/ (in Rus).

21. Smith T. (2020). Benchmarking Report: Tracking the Impact of COVID-19 on Customer Service.
zendesk.com.ru. URL.: https://www.zendesk.com.ru/blog/zendesks-benchmark-shapshot-impact-covid-19-cx/ (in
Rus).

HECTEPEHKO Bousoanmup IBanoBu4 CUT'UJA JIwdoB OgnekciiBHa

acripaHT Kadeapu MapKeTHHTY, KaHIUJ1aT €eKOHOMIYHHUX HayK, TOLEHT,
CyMmcbKuil AepKaBHUIN YHIBEPCUTET, CyMcbKHii IepKaBHUN YHIBEPCUTET,

M. Cymu, Ykpaina M. Cymu, Ykpaina

POCOXATA Anna CepriiBna MOCKAJIEHKO Anacracis OnexkcanapiBHa
KaHJIUJAT €eKOHOMIYHUX HAYK, 3100yBa4 BUIIO1 OCBITH,

CyMmcbKuit AepKaBHUIN YHIBEPCHUTET, CyMcbKuii IepKaBHUM YHIBEPCUTET,

M. Cymu, Ykpaina M. Cymu, Ykpaina

MOPIBHAJIBHUI AHAJII3 3MIH MAPKETUHIOBAX KOMYHIKAIIIA
11 BIJIMBOM COVID-19

Ilpoonema. 11i0 uac nandemii COVID-19 moou cmanu 6ce Oinvuie uacy nposooumu 600Md, Momy
akmuenicmb Kopucmyeauie Iumepnemy pisko spocna. Texnonoeii wooOHs po36UBAIOMbCS 3  BENUUE3HONO
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weuokicmio, menep 6 Inmepremi ece MoxiCIUB0, He 8UX00auU 3 0omy. OOnak Oas bazamvox Oi3HECi8 8AICKO
npayrogamu 8 Inmepnemi ma suxopucmogyeamu yi cyuacHi menoenyii y ceoiti pooomi. Ceped yKpaincoKux
00CHIOHUKIG € bazamo pobim NPUCBAUEHUX MapKemuneo8um KomyHikayiam, 3o0kpema H.Ilonosa, 1. Kopouw,
O. bpamxo, 0. Menvuux, JI. Cacep, H. Iinswienxo 6usuanu MapKemuHeo8i KOMYHIKAYIi 8 Yilomy,
H. Jlemynoscoka, JI. Xomenxo, O. Jlonwos, 1. Jlumosuenrxo, H. Kopozas ma inwi 00ciiodncysanu Mapkemume y
yugpposomy cepedosuwyi. ¥ moii oce yac icHye HU3Ka ocobausocmeti, nNog sA3aHUX i3 GUKOPUCIMAHHIM OHAALH-
MApKemuH208ux KoMyHnixayiu, cnpusunenux nandemicio COVID-19.

Mema. Busnenns ma oOIpyHmMYSaHHSA OCHOSBHUX OCOOIUGOCHEN MA 3MIH MAPKEMUH208UX KOMYHIKAYIL,
cnpuyuneni nandemiero COVID-19.

Pezynemamu. B pobomi npoananizosano o0cHoeui ocobausocmi nepiody naudemii. Byna eussnena
ayoumopis yugposoeo cepedosuya no 6cbomy ceimy. byno eusnaueno pornv yugposux mexnonoziu y 0onomosi
moosm nio wac nandemii COVID-19. Byno npoananizoeano uKoOpucmanHs CoyianbHux media 0as 00CHi0NCeHHs
6pendy. byno nposedeno nopisnanus pexiamuoi ayoumopii Instagram, LinkedIn i Tik-Tok ¢ nepioo nanoemii.
Taxooic 6yno susnaueno euxopucmants WhatsApp e pisuux pecionax. Byno eusgneno o4iky8amnHs Cnodcusayis
w000 noKynok 6 Inmepnemi ceped cnoocueauie pisHux iKosux epyn. 32i0HO 3 PeKIAMHUMU IHCMPYMEeHMAMU
Facebook, 6penou mosicyms oxonumu nonao 1 mineapo mooet uepes pexnamy 6 Instagram. Pexnamue oxonnenms
Instagram 3pocno na 111 minviionie Hosux Kopucmysauis 3a nepuwiuii keapmar i3 nacmanuam nandemii COVID-
19, wo € keapmanvrum 30inbutennam oinout vioe na 10%. Lle o3nauae, wo pexnamua ayoumopis Instagram na
nowamxky aunusa 2020 poxy cmarnosuna 1,08 mineapoa. Lfi yugpu 2oeopsams npo weuoxy 3miHy 8eKmopy yeazu
cnoxcusauie, a mMum camum i HeoOXIOHICmb WEUOKOI nepeopicHmayii MapKemuHe08ux KOMYHIKayii 3a0.s
npuUBEpHerHs ysazu 00 Npono3uyii Opendis. Y mou camuil yac 0esxi yupposi incmpymenmu, wio paHiuie akmueHo
BUKOPUCMOBYBANIUCH ) MAPKEMUH208UX KOMYHIKAYIAX 6mpauaroms c6oio epekmusnicmo. Knienmu cmanu piowe
suxopucmogysamu Facebook Messenger ma ocobucmi nosioomnenns Twitter. Ta 6 yinomy, 3pocmanns 0b6cseie
npooaicie OizHecy wepesz MapKkemuH206i incmpymeHmu coyianrvhux media cmanosuno 132% ons manoeo bisnecy,
122% ons kopnopayiti i 88% 0na cepednvozo 6isHecy, Wo 2060pumv NPO MACO8y NEPeopicHMayilo ma 3Ha4Hi
nooanbuli nepcneKmusuU.

Haykosa noeusna. llosedinka mooeil 3MiHIOEMbCA, | 8ANCIUBO POYMIMU, K Yi 3MIHU GNIUHY b HA NONUM
Ha npodykmu ma nociyeu opendy. Bionogiono, HeobXiono adanmysamu MapKemuHz08y OISAbHICMb 0Jis
docsienenns pesynomamy. Baowcnuso posymimu, ax  moou  euxopucmogyioms  pisHi  mexuonocii. Bapmo
iHgecmysamu 6 MexXHOA02Il, AKI MONCYMb A0AnmMy8amucs i 3MIHIO8AMUCA 3 YACOM, OCOOIUBO B8PAXOBVIOUU
HegusHawenicmb, nos szany 3 nandemicio COVID-19.

Bucnoexku. [lanoemis COVID-19 kapOunanbHo 3MIHUIA HAWe HCUmMmSL: me, 1K MU BPAYIOEMO, CHIIKYEMOCS
00UH 3 OOHUM, HABYAEMOCS YU KYNYEMO MOBAPU NEPULOT HeOOXIOHOCH.

Lle npuckopuno npoyec nepexody 0o yugposux mexnonoziu — menep cnodcuavi Habasamo uacmiuie
pobname noxynku 6 Inmepnemi, Hidic paniwe, i 6ce Oinvbue n00ell BUKOPUCMO8YIOmMb [HmepHem K OcHOGHe
ooicepeno iHgopmayii, pozeazu ma 3pOCMAnHSL.

Excnepmu, saxi pospobaaroms cmpamezito 8 COYianbHUX Mepexcax, NOGUHHI Oymu 8 Kypci 8Cix HOBUH HA
icnyiouux naameopmax. Hoei incmpymenmu 0aroms MONCIUGICTb HAAA20OUMU MICHI 36 SI3KU 31 CRONCUBAUAMU,
KD U1 HA0AI AcoYilosamumyms iOKpumms HO8ux yHKyitl i3 openoom, saxutl ix euxopucmas ynepuie. Cuibha
MApKemuH208a CMpamezis 6 COYIAIbHUX Mepedxcax Oyoe 8KIoYamu npoyec NOULYKY HO8UX (OYHKYill i Kauanis, a
MAKOHC WBUOKE CINBOPEHHSL HOB020 KOHMEHMY OISl HUX.

3apaz y coymepesicax npucymmus Oinbuie NONOBUHU HAcelenHs ceimy. Bapmo posensdamu coyianvui
Mepedxci AK Aeuwe, aKe NPUCYMHE Y 8CbOMY, WO 100U podaamy, sk 6 Inmepuemi, mak i opraun. Came momy
menep HeoOXIOHO AKOMO2a Dibuie GKIOUAMU COYIANbHI MePEdNCi 8 KOMYHIKAYiio OY0b-s1K020 OpeHOy.

Tak, erekmpoHua Komepyisn He 3aminums yci izuuni mazazunu. Ilpome nogedinka arooetl 3MIHIOEMbCA, |
BAJICIUBO PO3YMIMU, K YI 3MIHU GNIUHYMb HA NONUM HA NPOOYKmMU ma nociyeu opendis. Bionosiowo, o
00CscHeHHS pe3yibmamy HeoOXIOHo OyOde adanmysamu MapKemur2o8y OisibHiCMb.

Baoicnuso pozymimu, sik 1100u gukopucmosyrome pisHi mexnonoeii. Bapmo ineecmyeamu 6 mexnonoeii, axi
MOJCYMb  A0ANMY8AMUCsL | 3MIHIOBAMUCS 3 HACOM, OCOOMUBO BPAXOBYIOUU HEGUIHAYEHICMb, NO0G SI3aHy 3
nandemiero COVID-19.

Knrouosi cnoea: mapxemuneosi xomynixayii;, COVID-19, inmepnem-mapkemune, coyianvHi mepeici,
cmaie eKOHOMiuHe 3pOCMAaHNSA, CHPUAHHA cCanitl IHOycmpianizayii ma iHHOGaYiaM.

Ooepoicano pedakyicro: 01.10.2021
Tputinamo oo nyonixayii: 05.12.2021
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