Vol. 5. No. 1. 2025
Received: 20.12.2024
Revised: 11.04.2025
Accepted:27.05.2025

Philosophy, Economics

and Law Review

Journal homepage: https://phelr.com.ua/en

UDC 339.924 DOI: 10.63341/2786-491X-2025-1-60

Formation of a model of communication policy
of an enterprise with stakeholders

Olha Podra*

PhD in Economics, Associate Professor

Lviv Polytechnic National University

79013, 12 Stepan Bandera Str., Lviv, Ukraine
https://orcid.org/0000-0002-6081-6250

Abstract. In modern dynamic business environment, the communication policy of an enterprise acquires
the status of a strategic resource that ensures its competitiveness and sustainable development. Of particular
relevance is the development of effective models of enterprise communication with different groups of
stakeholders, which can balance the interests of all stakeholders. The purpose of the study was to develop and
substantiate the theoretical and methodological foundations and practical recommendations for the formation of
an effective model of enterprise communication policy with stakeholders. To achieve this goal, various research
methods were used: analysis, synthesis, comparison, formalisation, structural and logical generalisation. The
article substantiated the need for an integrated approach to communication management, based on the strategic
goals of the enterprise, the needs and expectations of stakeholders, as well as taking into account the dynamic
changes in the external environment. The study classified stakeholders according to the level of their influence on
the enterprise’s activities and the nature of interaction, analysed interests of internal and external stakeholders.
The key factors influencing the effectiveness of communications between the enterprise and its stakeholders
were identified. The article offered a structural model of the company’s communication policy, which includes the
following stages: identification of communication interaction goals, analysis of the current state of communication
processes, identification of problem aspects, development of an effective communication apparatus, selection of
communication channels and communication methods for each group of stakeholders, direct communication
and monitoring the effectiveness of the company's communication policy with stakeholders. The proposed
model of communication policy allows a company to adopt a systematic approach to managing interaction with
stakeholders, helping to strengthen its competitive position, increase the level of trust and ensure long-term
sustainable development. Certain results of the study can be used by managers, specialists in communication and
PR departments of companies in various industries to improve the strategy of interaction with stakeholders, as
well as by consulting companies when developing communication management programms for corporate clients

Keywords: balancing interests; corporate social responsibility; enterprise strategy; image; communication;
digital transformation

Introduction

In the current environment of globalisation and digital
transformation, companies are being forced to rethink
their approach to managing communications with
stakeholders. Effective communication is a key factor
in ensuring sustainable business development, help-
ing to strengthen the company’s reputation, increase
stakeholder trust and build long-term partnerships.

Creating a model of communication interaction be-
tween a company and its stakeholders requires the
integration of modern communication strategies that
take into account dynamic market changes, the needs
of target audiences and technological capabilities, and
contributes to increasing the competitiveness of com-
panies, shaping their positive image and strengthening
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their social responsibility, which determines the rele-
vance of this study.

The problem of creating a model of communication
interaction between a company and its stakeholders is
of great interest to scientists. Both foreign and Ukrain-
ian scientists have studied the processes of interaction
between an enterprise and its stakeholders and the
main provisions of the stakeholder concept. In the arti-
cle by H. Golestaneh et al. (2022) was studied the role of
internal stakeholders in the formation and management
of territory branding, analysing their impact on the pro-
cesses of positioning and promotion of local brands. In
the work by E. Limani et al. (2024), the impact of a dia-
logue approach based on the Coordinated management
of meaning (CMM) model on improving interaction and
coordination between stakeholders in local brand man-
agement was investigated. The work of D. Kusnirova et
al. (2024) examined how companies’ attention to their
stakeholders’ opinions, priorities, needs and goals af-
fects the management of sustainable relationships with
suppliers and customers. The authors emphasised the
importance of value management in the strategic devel-
opment of companies, which has a positive impact on
their competitiveness and sustainability.

Among Ukrainian researchers, it is worth men-
tioning the work of N. Krasnokutska & S. Hosn (2020),
which highlighted the theoretical foundations and sci-
entific and methodological approaches to improving
the system of managing relations with stakeholders
in industrial enterprises. T. Kytsak (2020) examined
the importance of dialogue with stakeholders for the
successful functioning of business organisations, sub-
stantiates the impact of effective communication with
stakeholders on the development, competitiveness and
sustainability of the enterprise, as well as the improve-
ment of its reputation and image.

L. Kalinichenko et al. (2020) proposed a procedure
for developing an enterprise’s communication policy
based on identifying stakeholders, balancing their in-
terests, and determining communication channels. In
the study by O. larmoliuk & N. Tsehelnyk (2023), the
necessity of a stakeholder approach in the formation of
the conceptual framework for management accounting
in banks was substantiated. The authors identified key
stakeholders, their impact on the accounting system,
and propose a model for integrating their interests to
improve the efficiency of management decisions. Fur-
thermore, K. Liashuk (2021) identified the key factors
of effective interaction of trade enterprises with stake-
holders, proposes approaches to its optimisation, and
emphasises the importance of taking into account the
interests of stakeholders to increase the competitive-
ness of enterprises.

The genesis of stakeholder theory can be traced back
to the 1930s, when it was first proposed that the objec-
tives of a company should extend beyond the pursuit
of profit for its proprietors. Instead, the theory asserts
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that a company’s goals should encompass the wel-
fare of a broader spectrum of stakeholders, including
shareholders, staff, suppliers, representatives of pub-
lic authorities, and society at large. The purpose of the
present article was to substantiate the theoretical foun-
dations of stakeholder theory and to develop a model of
an enterprise’s communication policy with stakehold-
ers based on the following: 1) the identification of goals
and analysis of the current state of communications,
and identification of problematic aspects; 2) the for-
mation of a communication apparatus and identifica-
tion of possible message channels and communication
methods for each group of stakeholders; 3) monitoring
and evaluation of progress in achieving the goals of the
enterprise’s communication policy with stakeholders.

Materials and Methods

The study of the formation of a model of enterprise
communication policy with stakeholders was carried
out on the basis of an integrated approach, which in-
cluded the use of various methods of collecting and
analysing information. The main research methods
were analysis and synthesis - to determine the essence
of communication interaction, comparison - to assess
the features of different approaches to communication
management, structural and logical generalisation - to
form the theoretical and methodological foundations
for developing an effective model of communication
policy of interaction with stakeholders and systemati-
sation of theoretical approaches to enterprise commu-
nication management.

The collection of information was facilitated
through the utilisation of scientific articles, mono-
graphs, analytical reports, regulations, and data from
professional organisations that study communication
management and stakeholder theories. A comprehen-
sive review of scientific articles in international and
national peer-reviewed journals concerning corporate
communications, stakeholder engagement and stra-
tegic communications of enterprises was conducted
(Kytsak, 2020; Liashuk, 2021; Iarmoliuk & Tsehel-
nyk, 2023). Particular attention was paid to publi-
cations in journals indexed in the Scopus and Web of
Science databases (Ardiana, 2019; Crane et al, 2019;
Hwabamungu & Shepherd, 2024). Moreover, the Eu-
ropean Union Directives on non-financial reporting
Directive of the European Parliament and of the Coun-
cil of the European Union No. 2014/95/EU (2014), Di-
rective of the European Parliament and of the Council
No. 2022/2464/EU (2022), recommendations of the
International Labour Organisation (International La-
bour Organisation, 2022) and documents regulating
corporate social responsibility in different jurisdictions
were analysed. In the course of researching modern
approaches to communication management in the cor-
porate environment, the authors reviewed the guide-
lines and analytical reports of such organisations as the
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Global Reporting Initiative (2021) and the World Busi-
ness Council for Sustainable Development (2021). The
search was conducted using the following keywords:
“stakeholder communication”, “corporate communi-
cation strategy”, “enterprise communication policy”,
“stakeholder engagement”, “strategic communication”.
Particular attention was paid to the study of fac-
tors influencing the effectiveness of communications
between the enterprise and its stakeholders, methods
of stakeholder identification, as well as issues of bal-
ancing the interests of stakeholders, strategic commu-
nication management, classification of stakeholders by
the level of influence on the enterprise’s activities, and
evaluation of the effectiveness of communication poli-
cy. The article analysed approaches to the formation of
communication policy in enterprises of various indus-
tries, identifies key factors influencing the effectiveness
of enterprise interaction with stakeholders, studies
modern models of communication policy, systemises
communication tools and channels, and determines
their effectiveness in various business environments.
The collected materials became the basis for the
development of a structural model of the enterprise’s
communication policy, which includes the following
stages: identification of the goals of communication in-
teraction, analysis of the current state of communica-
tion processes, identification of problematic aspects,
development of an effective communication apparatus,
selection of communication channels and communica-
tion methods for each group of stakeholders, direct com-
munication and monitoring of the effectiveness of the
enterprise’s communication policy with stakeholders.

Results and Discussion

Stakeholders are playing an increasingly important role
in decision-making that affects the operation of compa-
nies. Their position can have a significant impact on a
company’s reputation, competitiveness and long-term
sustainability. Therefore, it is necessary not only to take
into account the interests and expectations of stake-
holders, but also to actively engage them in interaction
and partnership. In addition, the growing role of exter-
nal environment factors, globalisation and internation-
al trade development have a significant impact on the
operations of enterprises and provoke new challenges,
including cultural differences, political changes, eco-
nomic fluctuations and regulatory restrictions. Build-
ing an effective stakeholder management system helps
to identify and mitigate these risks in a timely manner,
as well as to create favourable conditions for interna-
tional business development.

The list of agents considered to be stakeholders
often includes future generations. One way or another,
this theory has a right to exist and has become espe-
cially relevant in the last decade, as evidenced by the
increase in scientific works on the subject, as well as
the awareness of the importance of this research at

the international level, as reflected in the sustainable
development goals of the United Nations Development
Programme (UNDP). In addition, certain aspects of cor-
porate stakeholder engagement are regulated by Direc-
tive 2014/95/EU, which established requirements for
non-financial reporting of large companies (over 500
employees), obliging companies to disclose informa-
tion on environmental, social and governance (ESG)
aspects of their activities, including employee relations,
human rights, anti-corruption policy and stakehold-
er relations. The main purpose of this document is to
ensure transparency of companies’ impact on socie-
ty and the environment and to strengthen the trust of
stakeholders, including investors, customers and NGOs.
Directive 2022/2464/EU of the European Parliament
and of the Council (2022) extends the requirements of
Directive 2014 /95/EU which came into force gradually
from 2024, applies to a larger number of companies (in-
cluding SMEs) and introduces clearer reporting stand-
ards in line with the European Sustainability Reporting
Standards (ESRS). Much attention is paid to stakehold-
er engagement, identifying their expectations and in-
terests and integrating them into business strategy.

The Tripartite Declaration of Principles on Multina-
tional Enterprises and Social Policy of the International
Labour Organization (ILO) (International Labour Or-
ganization, 2022) is equally important for international
business in the context of stakeholder engagement, es-
pecially in the areas of labour rights, social protection
and fair working conditions. This document provides
guidance to multinational enterprises, governments,
workers and employers on how to conduct business
responsibly and in a socially responsible manner. The
Declaration is founded on the principles of international
labour standards as established by the ILO, representing
a seminal intergovernmental instrument in the realm
of corporate social responsibility on a global scale. In-
ternational organisations such as the World Business
Council for Sustainable Development (WBCSD) and the
Global Reporting Initiative (GRI) have made a significant
contribution to the development of partnerships with
stakeholders. These organisations emphasise the need
to integrate the principles of sustainable development
into business practices, encourage active involvement
of stakeholders in the formation of sustainable devel-
opment strategies, creation of long-term value for all
stakeholders, not just shareholders, and transparent
dialogue with employees, customers, suppliers, inves-
tors, and communities. In addition, GRI develops non-fi-
nancial reporting standards that are widely used by
businesses around the world, and promotes transpar-
ency, accountability, and responsibility of businesses.

It should be noted that the study of enterprise
stakeholder engagement is an interdisciplinary field
that combines strategic management, social respon-
sibility, marketing communications, reputation man-
agement and digital technologies. The combination of
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these approaches allows companies to effectively build
relationships with stakeholders, increasing the level
of trust, loyalty and business sustainability. The scien-
tific literature highlighted certain ways of interaction
between an enterprise and its stakeholders, as well as
identifies the factors of influence of the main agents on
its activities. Some scientific works are devoted to the
study of methods of taking into account the interests
of enterprise stakeholders associated with changes
in organisational structure and communications. The
basics of the stakeholder theory, determination of the
influence of stakeholders on the enterprise’s activi-
ties and its development strategy are studied in the
scientific works of T. Donaldson & L. Preston (1995),
R. Freeman (2010), P. Johansson (2008). In particular,
R. Freeman (2010) understood the term “stakeholder”
as “any group or individual that can influence or affects
the achievement of the organisation’s goals”.
Academics abroad are studying various aspects of
the interaction between companies and stakeholders.
Popular studies assess the impact of stakeholder en-
gagement on companies’ sustainability performance,
highlighting the importance of transparency and di-
alogue in achieving sustainable development goals
(de Villiers & Hsiao, 2018; Ardiana, 2019). Some
studies have analysed the impact of digitalisation
and social media on stakeholder engagement, creat-
ing opportunities for responsible innovation (Troise
& Camilleri, 2021; Hwabamungu & Shepherd, 2024).
The study of the interaction between corporate social
responsibility and stakeholder engagement, with a fo-
cus on the ethical aspects of business, is highlighted in
A. Crane et al. (2019). The impact of corporate govern-
ance on stakeholder relations in multinational compa-
nies and in the mining and metallurgical industry was
studied by G. Michelon & A. Parbonetti (2020). A. Kada-
kure & M. Twum-Darko (2024) studied the impact of
a company’s interaction with stakeholders on the im-
plementation of sustainable practices and competitive-
ness. Using the example of a Brazilian cosmetics com-
pany, the authors demonstrate that the involvement
of suppliers, consumers and local communities in the
decision-making process contributes to the compa-
ny’s environmental and social responsibility. O. Dere-
vianko (2019) analysed the use of various communi-
cation tools to support the interaction of the company
with stakeholders, considers the peculiarities of the use
of PR (public relations), IR (investor relations) and GR
(government relations) in building the reputation of
the company among different groups of stakeholders.
Ya. Lahuta (2017) focused on the interaction between
the enterprise and stakeholders, stressing the impor-
tance of taking into account the interests of stakehold-
ers in order to increase the sustainability and social
efficiency of the enterprise. The specifics of corporate
social responsibility through the prism of communi-
cation with stakeholders, based on ensuring an open
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dialogue between companies and stakeholders to build
trust, enhance reputation and sustainable business de-
velopment, were studied by V. Smachylo et al. (2018),
the authors emphasised the importance of integrating
the principles of corporate social responsibility into the
activities of companies to ensure sustainable develop-
ment and effective interaction with stakeholders. The
development of a communication policy includes the
identification of stakeholders. In their work, Yu. My-
roshnychenko & A. Bondar (2018) divided the compa-
ny’s stakeholders into three main groups:

1. Persons who are affected by the organisation’s
activities.

2. Persons to whom the company has certain obli-
gations (legal, financial, operational).

3. Persons who make management decisions and
can influence the company’s activities.

The stakeholder map by R. Mitchell et al. (1997) de-
serves attention - it is a tool used to identify and analyse
various stakeholders who can influence the activities of
an enterprise or project. This map typically includes a
list of stakeholders and reflects their relationships and
level of influence on the organisation. Using the model,
it is possible to identify seven types of stakeholder be-
havior depending on the combination of three attrib-
utes: power, legitimacy, and urgency. The attribute of
power in the model refers to the ability of stakehold-
ers to achieve the desired outcome from the business,
which can manifest in receiving financial rewards or the
ability to make management decisions. The attribute
of legitimacy implies compliance with the legal norms
and rules that exist in society. The attribute of urgen-
cy indicates the ability of the enterprise to promptly
meet the demands of a specific stakeholder at a specific
time, thus characterising the relationship between the
business and its stakeholders. According to the model,
seven types of stakeholder behavior can be identified
based on the attributes of power, legitimacy, and urgen-
cy. Thus, seven key stakeholder groups, as identified
by Yu. Myroshnychenko & A. Bondar (2018), include:

1. Directorial group (stakeholders who lack at-
tributes of urgency or power, such as educational in-
stitutions).

2. Inactive group (stakeholders who lack attributes
of legitimacy and urgency, such as sponsors).

3. Demanding group (stakeholders who lack attrib-
utes of power and legitimacy but seek immediate infor-
mation and resolution of issues).

4. Dominant group (stakeholders characterised by
attributes of power and legitimacy but lacking urgency,
such as official managers of the enterprise).

5.Dangerous group (stakeholders characterised
by attributes of power and urgency, but lacking deci-
sion-making ability, such as activists who speak out/
protest against the actions of the enterprise).

6. Dependent group (stakeholders who lack attrib-
utes of urgency and power, such as individuals suffering
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from the consequences of the enterprise’s activities, for
example, environmental pollution).

7. Definitive group (stakeholders who possess at-
tributes of power, legitimacy, and urgency, such as key
representatives of the enterprise, including leaders,
owners, and shareholders).

The main stages of creating a stakeholder map ac-
cording to R. Mitchell et al. (1997) may include iden-
tification of stakeholders, i.e., identification of all indi-
viduals, groups or organisations that have interests or
can influence the enterprise’s activities; assessment of
importance and influence - determining the level of
importance of each stakeholder for the organisation
and its potential impact on it; determination of rela-
tionships based on the analysis of interaction between
different stakeholders and identification of possible
conflicts or synergies; construction of a stakeholder
map by creating a graphic representation that shows all
identified stakeholders.

Thus, the stakeholder map developed by R. Mitch-
elletal.(1997) helps businesses better understand their
environment and relationships with various stakehold-
ers. In strategic management, the term “stakeholders”
refers to individuals or groups who can influence the
results of an enterprise’s activities or are influenced by
the process by which the enterprise achieves its goals.
An enterprise interacts with various groups of individ-
uals and individuals, each of whom can influence its ac-
tions and/or have interests in its activities.

There is also a division of stakeholders into two
categories based on interest groups, as individuals or
groups who have or assert ownership rights over the
organisation and are interested in its activities at differ-
ent times. The first group of stakeholders (primary) is
connected to the organisation through formal contracts,
and their existence is necessary for the functioning of
the organisation. This group includes shareholders,
employees, consumers, and groups that have the right
to control or other forms of power over the enterprise.
The second group of stakeholders (secondary) does not
have official contracts with the organisation and may
include the media, special interest groups, and others.
The goal of identifying stakeholders is to assess their
potential impact on the development or decision-mak-
ing process within the organisation.

Therefore, stakeholders can influence the forma-
tion of the added value of the enterprise both directly
and indirectly. Stakeholders are agents who, on the one
hand, form the enterprise management system that is
able to ensure its stability and development, and on the
other hand, can create additional obstacles, uncertain-
ties and risks in the way of its functioning due to the
likelihood of a conflict of interest between them. Dif-
ferent stakeholders have different roles and different
degrees of influence on the results of the enterprise’s
activities, it all depends on the level of their impor-
tance, since some stakeholders influence or ensure

the achievement of the financial results of the enter-
prise, receive a share of the profits, while others satisfy
non-financial interests.

In such a situation, it is appropriate to identify stake-
holders, their interests, and the specifics of their rela-
tionships in order to ensure coordination and achieve-
ment of the strategic goals of the enterprise. Therefore,
it is appropriate to divide all stakeholders into 2 main
groups: internal and external. Internal stakeholders
include administrators, managers, and staff of the en-
terprise, and external stakeholders include investors,
shareholders, consumers, trade unions, government
agencies, auditing and consulting firms, clients, enter-
prise counterparties, suppliers, competitors, media,
and society. All the aforementioned stakeholders aim to
satisfy their interests. For instance, the managers and
owners of the enterprise are interested in ensuring a
high level of profitability and financial stability, foster-
ing innovation and improving technological processes,
enhancing business reputation and market value, re-
taining existing customers and attracting new ones, and
raising their personal social status and income level.
The enterprise’s personnel are interested in a high level
of material and non-material incentives, receiving addi-
tional social guarantees, professional development and
career growth opportunities, flexible working hours,
comfortable working conditions, and a favorable moral
and psychological climate within the team.

Investors and shareholders aim to receive high fi-
nancial returns, dividends, and payments, as well as
increase the market value and business reputation of
the enterprise, its financial stability, and transparency
of operations. Government authorities are interested
in the development of the enterprise as a taxpayer, en-
suring the replenishment of local and national budgets,
compliance with current legislation, transparency in
business operations, and timely and accurate report-
ing. Auditing and consulting firms are interested in
long-term partnerships, transparency of information,
compliance with legal requirements, the development
of the enterprise, and the reliability of reporting. Con-
sumers expect the company to provide high-quality and
affordable goods/services, customer service, availabil-
ity of feedback mechanisms, a reliable personal data
protection system, the establishment of strong partner-
ships, and an individual approach, among other things.
Suppliers and related contractors are primarily inter-
ested in long-term, reliable, transparent, and profitable
partnerships, as well as the development of the enter-
prise and its financial stability.

Indeed, competitors are also considered stakehold-
ers, and they are interested in gaining internal informa-
tion from competing enterprises, adopting successful
practices, or even establishing collaborations through
reorganisation or restructuring, while adhering to eth-
ical standards. Trade unions and society are undenia-
bly stakeholders as well. Trade unions are concerned
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with ensuring that enterprises comply with labor laws,
protect workers’ rights, and improve working condi-
tions. For society, it is crucial that businesses operate
in a socially responsible manner, conduct their opera-
tions fairly in compliance with existing laws, promote
the development of their workforce, contribute to in-
novation and technological advancements, and serve as
guarantors of employment. The process of building an
effective communication policy is complex and involves
defining objectives, analysing the current state of ex-
isting communications, identifying stakeholders, stud-
ying and balancing their interests, selecting effective
communication channels that will most efficiently help
achieve the set goals, and ensuring that the interests of
the stakeholders are taken into account and satisfied.
The procedure for forming a communication pol-
icy with the enterprise’s stakeholders has several ad-
vantages, including comprehensiveness, as it covers all
aspects of the enterprise’s activities and allows for the
creation of a cohesive and coordinated communication
plan that effectively serves all stakeholders; the pres-
ence of communication dialogue based on ensuring
two-way communication and dialogue with all stake-
holders, which not only allows transmitting informa-
tion to stakeholders but also takes into account their
needs and expectations; integration with corporate
social responsibility, which will ensure consistency and
transparency across all aspects of activity, leading to
increased trust and loyalty among stakeholders. The
formation of a communication policy with stakeholders
at the enterprise involves the need to identify its goals,
analyse the current state of communications, identify
problems or bottlenecks, develop the communication
framework, and determine potential communication
channels and methods for each stakeholder group. It
also includes carrying out communication with stake-
holders and monitoring and evaluating progress in
achieving the goals of the communication policy with
stakeholders (Fig. 1). Thus, the implementation of
the recommended communication policy model with
stakeholders at the enterprise begins with an analysis
of the current state and the determination of its goals.
The next step is to carry out stakeholder identification.
This task starts with studying the stakeholders and
grouping them using the tool “stakeholder map” which
allows identifying and grouping all the stakeholders of
the enterprise. After stakeholder identification, they
need to be divided based on the indicators of influence
level - high, medium, low, and the level of interest -
low, medium, high. This task involves determining the
priority of stakeholder groups based on the use of the
Mendelow model, where the evaluation parameters
are influence (V) - which assesses the degree of each
stakeholder group’s ability to impact the enterprise’s
activities, and interest (I) - which evaluates the level
of motivation each stakeholder group has to influence
the enterprise’s activities. Accordingly, influence can be
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high, medium, or low. High influence is characterised by
a stakeholder group possessing significant resources
(financial, informational, human) and being able to sig-
nificantly impact the enterprise’s decisions. Medium in-
fluence indicates that the stakeholder group has certain
resources and can influence the enterprise’s decisions
to a limited extent. Low influence means the stakehold-
er group has limited resources and cannot significantly
impact the enterprise’s decisions.

Similarly, interest can also be categorised as high,
medium, or low. High interest means the stakeholder
group is actively engaged in the enterprise’s activities
and seeks to influence its decisions. Medium interest
suggests that the stakeholder group has some interest
in the enterprise’s activities and may express opinions.
Low interest implies that the stakeholder group is ei-
ther not interested in the enterprise’s activities or does
not have the ability to influence its decisions. The pri-
ority (P) is calculated simply as: P=V x I, where V is the
influence level and I is the interest level. Based on the
obtained results, the stakeholder groups with the high-
est P values are considered the most prioritised.

The next task involves constructing a matrix of in-
terests for stakeholder groups based on the grouping
of stakeholders into specific categories. It is important
to remember that each group of stakeholders has its
own interests, not only economic but also social, demo-
graphic, and political. The next step is to determine the
prioritisation of the interests of the enterprise’s stake-
holder groups. It should be noted that the interests of
different stakeholder groups may have different direc-
tional vectors. The final task in the stakeholder identi-
fication block is to balance their interests using a tool
such as a rating scale for balancing strategy. This scale
allows identifying stakeholder groups whose interests
are most and least satisfied, as well as determining the
highest priority interests among all stakeholder groups.

The third stage of the recommended model involves
forming the communication apparatus with the stake-
holders of the enterprise (internal/external communi-
cations). This is based on defining possible messages,
channels, and communication methods for each stake-
holder group. For example, communication can be car-
ried out via email, social media, press releases, meet-
ings, conferences, the use of modern technologies and
platforms to ensure interactive communication, and the
implementation of feedback systems to gather respons-
es and suggestions from stakeholders, etc. The fourth
stage is closely related to the previous one and involves
the direct communication with the stakeholders of the
enterprise based on the selected channels and methods
of communication with different stakeholder groups.
The fifth stage is the final one and involves monitor-
ing and evaluating the progress in achieving the goals
of the communication policy with stakeholders. At this
stage, it is necessary to examine the level of balance of
the interests of the enterprise’s stakeholders before
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and after communication, and determine whether the
set goals and expected outcomes of the communication
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policy have been achieved within the framework of the
stakeholder groups.

Formation of a communication policy model with stakeholders of the enterprise

v v

Analysis of the current state of communications Defining the goals of communication policy
with stakeholders at the enterprise with stakeholders in the enterprise

v

Identification of enterprise stakeholders

Identification and grouping of stakeholders based on a “stakeholder map”

A 4

Identification of enterprise stakeholders using the “power/interest” matrix of the Mendlow model

v
Determining the priority of the company’s stakeholder groups based

on the strength of their influence on the company
v

Building a matrix of interests of enterprise stakeholder groups based on the “interests-threats” chain

v

| Determining the priority of interests of the enterprise’s stakeholder groups |
v

| Balancing the interests of the company’s stakeholders |

v

Formation of a communication apparatus with stakeholders at the enterprise (internal/external communications)

Determining possible messages, channels, and Selection of possible messages, channels, and

communication methods for each group of > communication methods for each group of
enterprise stakeholders enterprise stakeholders
v
Communication with company stakeholders
A 4

Monitoring and evaluating progress in achieving communication policy goals with the company's stakeholders

Analysis of the level of balance of interests
of the company's stakeholders before and after communications

Figure 1. Recommended communication policy model with stakeholders at the enterprise

Source: developed by the author

Thus, the proposed communication policy model
with the enterprise’s stakeholders has several advantag-
es, including comprehensiveness, as it covers all aspects
of the enterprise’s activities and allows for the creation
of a coherent and consistent communication plan that
will effectively serve all interested parties; the presence
of a communication dialogue based on ensuring two-
way communication with all stakeholders, which, in
turn, allows not only to convey information to stakehold-
ers but also to consider their needs and expectations.

Conclusions

Stakeholder engagement is a key principle for the
functioning and dynamic development of enterpris-
es and organisations in the 21% century. Developing
a communication policy model is a necessary step to
ensure effective stakeholder engagement and achieve

the company’s strategic goals. A systematic approach
to communications management helps to increase
the transparency of the company’s activities, improve
trust among stakeholders, minimise risks and ensure
long-term business sustainability. Identification of
communication policy goals allows the company to
define key benchmarks for stakeholder engagement,
study the current state of communications based on
an assessment of existing communication channels,
the level of stakeholder engagement and the effective-
ness of existing communication practices, and identi-
fy key challenges and issues affecting the company’s
interaction with its stakeholders. Equally important
in the process of developing a communication pol-
icy is the formation of a communication apparatus
and identification of possible communication chan-
nels; it is important to determine the communication
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methods that are most effective for each group of
stakeholders, taking into account their needs, expec-
tations and level of involvement. Stakeholder commu-
nication involves an active two-way dialogue between
the company and its stakeholders through personal-
ised information, consultations, public events or the

Podra

solutions, Big Data) on the system of communication
between enterprises and stakeholders. This could in-
volve the development of new strategies for using dig-
ital platforms to increase the level of engagement and
efficiency of communications.
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provides the enterprise with a structured approach to
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ty in the long term. Future research in this area could
include the study of the impact of digital technologies
(e.g. social networks, artificial intelligence, blockchain
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dopMyBaHHSA MOAeNi KOMYHIKALLIMHOI NOJIITUKM NiANPUEMCTBA
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AHOTaUifA. B yMoBax cy4yacHOro JuHaMiyHOro 6i3Hec-cepe/joBUIA KOMYHiKaI[iliHa MOJITHKA MiANPUEMCTBA
HabyBa€ CTaTyCy CTpaTerivHoro pecypcy, Lo 3abe3nedye HOro KOHKYPEHTOCIHPOMOXHICTb Ta CTaJuH
po3BUTOK. Oco6/1MBOI aKTyaJbHOCTI HabyBae po3pobka epeKTUBHUX Mojeseld KOMyHikauii migmpueMcTBa
3 pi3HUMHU rpynaMu CTEHKXoJiepiB, KA 3/aTHA 3a6e3MeYuTH OaJlaHCyBaHHSI iHTepeciB yciX 3amikaBjeHUX
cTopiH. MeTa JocaifkeHHs moJisiraja y po3pobli Ta o6rpyHTYBaHHI TEOPETHUKO-MeTOAO0JO0TiYHUX 3acaf, i
MPaKTUYHUX peKoMeHjanii mos0 ¢opMyBaHHsA epeKTUBHOI Moziesli KOMyHiKaniiHOI NOMITUKY NiATpUEMCTBA
3i crelkxosngepaMu. [ AOCATHEHHA METHM BUKOPHUCTAHO PIi3HI MeTOAM JOCJIJPKeHHA: aHaJsi3y, CUHTe3Yy,
nopiBHsAHHSA, dopMaJiizanii, CTPyKTypHO-JIOTiYHOr0 y3arajbHeHHs. Y CTaTTi o6rpyHTOBaHO HeOOXiAHICTb
KOMILJIEKCHOTO Mi/IXO/y /10 YIPaBJ/iHHS KOMYHiKalisiMH, 1[0 6a3y€EThCs HA CTPATETIYHUX LiJIAX MiJIPUEMCTBA,
noTpe6ax Ta OYIKYBaHHAX 3aljikaBJeHUX CTOpPiH, a TAKOX ypaxyBaHHI JUHAaMiuHUX 3MiH 30BHIIIHBOIO
cepeZioBUIIA. Y MeXax AOC/iP)KeHHS 3/iliCHeHO KJacudikamiro cTelKxo/iiepiB 3a piBHEM IXHbOTO BIJIMBY Ha
JiAJIbHICTE MiANPUEMCTBA Ta XapaKTepOM B3a€EMOAIl, IPOAHa/i30BaHO iHTepecu BHYTPILIHIX Ta 30BHILIHIX
cTelikxosnzepiB. BusHayeHo KJ040Bi ¢GakToOpH, 10 BIJMBATh Ha eQeKTUBHICTh KOMYHiKanid Mix
MNiATPUEMCTBOM Ta HOr0 3allikaBJIeHUMHU CTOPOHAaMHU. 3alPONIOHOBAHO CTPYKTYPHY MoOJeJib KOMYHiKaliliHOI
MOJIITUKYU MiJAMPUEMCTBA, 10 BKJKYAE TaKi eTanu: ifjeHTUdiKanito 1isiell KOMyHikaliiiHOi B3aeMozii, aHati3
MOTOYHOI'0 CTaHy KOMyHiKaliiHMX mpoleciB, BU3HAYeHHsI NMPO6JEeMHUX acCleKTiB, po3po6Ky edeKTHBHOIO
KOMYHIKaTUBHOTO anapary, BU6ip kaHa/iB 3B’I3Ky Ta MeTO/IiB KOMYHiKaIlil /11 KOXKHOI Ipyny cTelKxoJ1epiB,
3/ilicHeHHs1 6e3mocepe/jHbOI KOMYHIiKalil Ta NpOBeJeHHS MOHITOPUHIY epeKTHUBHOCTI KOMYHiKalilHOI
MNOJITUKM MNiAOpUEMCTBA 31 CTeHKXoJAepaMU. 3alpoNOHOBAaHA MOJeJb KOMYHIKaLliiHOI MOJIITUKH
JO3BOJISE MiANPUEMCTBY CUCTEMHO MiAXOAUTH [0 YIPaBJAiHHA B3aEMOJIEI i3 3aljiKaBJeHUMU CTOPOHAMH,
Crpusie 3MillHEHHIO HOr0 KOHKYPEHTHHUX IMO3UI[il, MiIBUIIEHHIO PiBHA JOBipH Ta 3abe3Me4YeHHI0 CTiHKOro
PO3BUTKY B JIOBFOCTPOKOBiM mepcrnekTuBi. OKpeMi pe3ysbTaTH [JOCIiPKEHHS MOXYTb OYTH BUKOPHUCTaHI
KepiBHUKaMH, clieliajicTaMyd KOMYyHiKalilHUX BiaAiniB Ta PR-genapramMeHTiB niANpUEMCTB pi3HUX rajnyseu
JJi1s1 BJOCKOHaAJIeHHs1 CcTpaTeril B3aeMoJil 3i cTeHMKxX0J/j,epaMH, a TAKO>XK KOHCAaJITUHIOBUMU KOMIMAHISIMU NpU
po3pobui nporpaM KOMyHiKaliiHOro MeHeP>KMEHTY [JIsl KOPIIOPAaTUBHUX KJIEHTIB

KntoyoBi cnoBa: 36asaHCyBaHHS IHTepeciB; KopropaTHBHA CoIjiasibHa BiJMOBiZA/MbHICTh; CTpaTeris
niZMpUeEMCTBa; iMiJK; KOMyHiKalis; qudpoBa TpaHcpopMalis
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