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COMMUNICATION STRATEGY DEVELOPMENT ALGORITHM
FOR B2C STARTUPS

AJITOPUTM PO3POBKU KOMYHIKAIIIMHOI CTPATETITI
JIJIsI B2C CTAPTAIIIB

ANNOTATION

This article proposes an author’s algorithm for developing a com-
munication strategy for B2C startups, including: communication audit
of B2C startup, setting goals and objectives of the communication
strategy (business goals, marketing goals, communication goals);
analysis of the business model of the startup (defining of the life cy-
cle of the startup); defining of the target audience; development of
communication messages for each segment in accordance with the
profile; definition of startup communication tools; definition of com-
munication channels of the startup; development of a communication
plan; media plan development; evaluation of the effectiveness of the
communication strategy. The proposed algorithm focuses on the in-
depth analysis of the profile of the consumer’s personality, which al-
lows to predict behavioural responses in conditions of uncertainty and
create an effective communication strategy B2C startup.

Keywords: startup communication strategy, startup business
model analysis, startup life cycle, target audience, communication
channels, media plan.

AHOTAUIA

EdhekTnBHICTb Ta AJEBICTb Cy4aCHOT EKOHOMIKM 3HAYHOD MipOIO
3anexvTb Bid 34aTHOCTI WWBMOKO BMBOOWTM HA PUHOK iHHOBALHY
npogykuito. o6 npuckopuTy Yac Buxody Takoi Npogykuii Ha pu-
HOK, 30inbLMUTY ii CNOXMBYY BapTiCTb, @ TAKOX HANEXHUM YMHOM
niarotTysaTy LiNbOBY ayanTOpito, HEOOXiaHO po3pobuTn peanicTUyHi
MapKeTWHIoBi CTparterii Ta nnaHu, cnpobyBaTtv NiABULLMTK edek-
TUBHICTb MapKETUHIOBUX OMepauiin Ta BNpOBaAWTU HalcCyyacHiLi
MapKETUHIOBI IHCTPYMEHTH, siki 3apa3 Bce Ginblue 6a3ytoTbes Ha Ko-
MyHiKaLiiHux TexHonorisx. [ns 6e3nepepBHOro 3pocTaHHs edek-
TUBHOCTI IHHOBALIiIiHUX NPOAYKTIB HA PUHKY B MEPEXEBII EKOHOMIL
HeobXiaHi HOBI MeTOaM Ta TEXHOMOTI ANs ynpaBniHHS IHCTPyMEHTa-
MW NPOCYBaHHSA MapKETUHTY. Taki METOAM MOBWHHI BPaxoByBaTH iH-
Tepecu pi3HuX rpyn cnoxuadis. Lindposa TpaHcopmalis 6isHecy
Ta 3pocTaHHs KinbkocTi B2C ctaptanis BNAMHYNM Ha HeobXiaHiCTb
CTBOPEHHS1 €DEKTUBHMX MaPKETUHIOBUX KOMYHiKaLliii i3 cnoxuBava-
MV LMpPOBMX NOCIYT Ta NPOAYKTIB Y BUCOKOKOHKYPEHTHOMY Cepefi-
oBuLi. OCHOBHMMM TUNOBUMU Npobnemamu, siki 4OCHIgXKYHTHCS B
pamkax cneundiku ctapTan-MapkeTuHry, € npobrnemu BATpaT Ha
npocyBaHHs, po3pobka MapKETUHIOBOI CTpaTerii, ika HaivacTille
€ IHTYITUBHO 3pO3yMinoto, a Takox Npobnemm CninkyBaHHs 3 NOTEH-

LitHumu knientamu. CtapTanu 3a3Buyaii CTUKaIOTLCS 3 KOHKPETHM-
MK npobrnemamu, po3BMBakOYN CBOK KOMYHIKaLiHY MOMiTWKY, 0CO-
GnMBO Ha paHHiIl cTagii. Y cTaTTi NpomnoHyeTbLCS anropuTM po3poodKku
KOMyHikauinHoi ctparterii ansa B2C crapranis, WO BKkOYae: ayaut
KomyHikauii B2C craptany, BU3Ha4eHHs Linen Ta 3aBaaHb KOMYHi-
KauinHoi ctparerii (6i3Hec-Lini, MapkeTUHroBi Ljini, Lini KoMyHikawii);
aHani3 6isHec-mogeni crapTtany (BU3HAYEHHS! XWUTTEBOIO LMKIY
cTaptany); BU3Ha4eHHsi LlinboBOI ayauTopii (BEAEHHS PO3BUTKY Kri-
€HTiB, cTBOpPeHHsI CJM); po3pobka KOMyHiKauiiHUX NOBigoOMIIEHb
AN KOXHOTO CEerMEHTY; BW3HAYEHHs! iHCTPYMEHTIB KOMYHikaLii
cTapTany; BU3Ha4YeHHS KOMYHIKaLiNHWX kaHanis; po3pobKy KOMYHi-
KauiiHOro nnawy; po3pobky mMefia-nnaHy; ouiHKy eeKTUBHOCTI KO-
MyHikaLiiHoi cTparTerii. 3anponoHOBaHUIA anropuTM 30CepEmKEHNI
Ha nornmbneHomy aHanisi 0cobucTocTi cnoxmeaya, Lo A03BONSE
nepeadaynT NoBediHKOBI peakLii B yMOBax HEBW3HAYEHOCT Ta
CTBOPUTM edpeKTUBHY KOMYHIKaLjiiiHy cTpaterito ans B2C craprany.
KniouoBi cnoBa: komyHikauiiHa cTpareris craprany, aHani3
6i3Hec mogeni cTapTany, aHani3 XWTTEBOrO LMKy cTapTany, Bu-
3HAYeHHS LiNbOoBOi ayaUTOpIi, KaHanu KoMyHikauii, megiannaH.

AHHOTALUA

B craTtbe npeanoxeH anroputM pa3paboTkv KOMMYHUKALMOH-
How cTpaTtervn gna B2C crtaptanos, BKMOYAs: KOMMYHUKALWOHHBIN
ayaut B2C craprana, NoCTaHOBKY Lienei u 3agaqy KOMMYyHVKaLm-
OHHOM cTpatervu (Bu3Hec-Lenn, MapKeTUHIoBble Lenu, KOMMYHU-
KauvoHHble Lienu) aHanwa busHec-modenv craprana (onpeaeneHue
XWU3HEHHOrO UMKNa ctaprana) onpeaeneHve Leneson ayautopuu;
pa3paboTKy KOMMYHVKaLMOHHbIX COOBLLEHWI AN Kaxa0ro cermeH-
Ta no npochunto; onpegeneHme UHCTPYMEHTOB KOMMYHUKaLMK cTap-
Tana; onpegeneHne KaHanos KOMMyHVKaUuumn ctapTana; paspabort-
Ky KOMMYHUKaLMOHHOIO MnaHa; pa3paboTky MeauannaHa; OLeHKY
3hheKTUBHOCTU KOMMYHMKALMOHHOWM cTpaternun. peanoxeHHbln
anroputM coKycupoBaH Ha rnybokoM aHanmse npoduns NIMYHo-
CTW NoTpebuTens, KOTOPLIN NO3BOMSET NPOrHO3MPOBaTb NOBEAEH-
Yeckne peakLmm B YCIOBUSX HeornpeaeneHHoCTW 1 cosgaeaTb ad-
(hEKTUBHYHO KOMMYHUKALWMOHHYO cTpaTeruo B2C craprana.

KntoyeBble cnoBa: KOMMyHMKaLMOHHAa cTpaTerusi crapra-
na, aHanu3 6ru3Hec Moaenu cTaptana, aHanua XXM3HEHHOTO LKna
CTapTana, onpefeneHve Leneson ayauTopumn, KaHanbl KOMMYHU-
Kauuu, MeauannaH.
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Problem setting. Despite modern challenges
in the economic and social spheres, the field of
innovative entrepreneurship is developing dy-
namically in Ukraine. Since 2015, the Ukrainian
information technology market has doubled, and
the growth rate is not slowing down. The start-
up ecosystem is quite multifaceted, but due to
the uneven distribution of B2C and B2B startups
and the infrastructure for them, the system is
still developing. The most popular direction for
launching startups is B2C. Most startups were
launched in the e-commerce and B2B fintech. As
the COVID-19 crisis changed consumer habits and
the way they buy the products, innovative entre-
preneurs are increasingly opting for digital prod-
ucts for consumers.

The efficiency and effectiveness of the mod-
ern economy is highly dependent on the ability
to quickly bring innovative products to the mar-
ket. To accelerate the time for such products to
enter the market, increase their consumer value,
as well as properly prepare the target audience, it
is necessary to develop realistic marketing strat-
egies and plans, try to improve the efficiency
of marketing operations and introduce the most
modern marketing tools, which are now increas-
ingly based on communication technologies. For
the continuous growth of the effectiveness of in-
novative products on the market in a networked
economy, new methods and technologies are need-
ed to manage marketing promotion tools. Such
methods should take into account the interests of
different consumer groups.

Recent research analysis. Due to the lack of
specialized research on startup marketing com-
munications in in-depth analysis of the literature
related to the study of the peculiarities of start-
up marketing and challenges for early-staged
startups.

The resent research works show that there is
an obvious difference in marketing communica-
tions of B2B and B2C companies [1]. Most of au-
thors state that startups face the challenges in
early stage communication [2—4].

Research by Rumler A. et al. considered the
necessity of diversified communicative approach
in order to lead the changes in startup poten-
tial customers or suppliers. They highlighted
that many startups do not realize the value and
power of communication as in the very early
phase the startup product is not clear yet or
may change [2].

Richter N. & Schildhauer T. studied the mech-
anisms of competitiveness of startups and inno-
vative business in an ever-changing digital envi-
ronment. The authors defined the methodological
implications for business research, start-ups and
policy making [3].

Lopez Garcia J. et al. defined the key factors
that do not affect the optimization of conversions
in B2C businesses such as the duration of the ses-
sion and the rebound percentage, as well as the
specific actions that must be carried out to at-

tract and retain users in B2C companies that use
the digital marketing ecosystem [5].

Selection of previously unsolved parts of the
problem. The need for in-depth study of consum-
er behaviour to quickly scale and attract new
customers is especially relevant for the promo-
tion of B2C startups. In this regard, there is
a need to use a comprehensive communication
strategy for promotion, which will be aimed
at implementing the marketing strategy of the
startup, through effective communication with
the target audience.

Formulation of the goals of the article (task
statement). The research aim is to formulate the
algorithm for developing a communication strate-
gy for a B2C startup.

The main research material. The main typical
problems that are investigated within the frame-
work of the specifics of startup marketing are
problems of promotion costs, development of a
marketing strategy, which is most often intui-
tive, as well as the problems of communication
with potential customers.

Startups are regularly facing specific challeng-
es developing their communication policies espe-
cially in the earliest phase. At the same time, it
is initially important to know startup communi-
cative target groups and to adapt the communica-
tive activities accordingly [1].

The communication strategy development al-
gorithm for B2C startups developed by the au-
thors is presented on the Figure 1.

The algorithm consists of 10 stages:

1) Communication audit of B2C startups.
Analysis of existing communications for start-
ups should be carried out after the testing the
MVP idea and with further growth, when there
is a feedback from the end user [6]. Information
could be obtained from the statistical data of the
website, by the method of conducting a UX audit
to assess the user’s interaction with the site or
application, conduct in-depth interviews, analyse
the effectiveness of the channels and communica-
tion tools already involved [7].

It is necessary to analyse the information
field, where the tone of the mentions allows to
understand what specific characteristics of a dig-
ital product or service consumers are discussing
and what problems they face when interacting
with a startup marketing communications. Since
the information field of a startup is a collection
of all mentions in the Internet, it is necessary to
analyse all sites of mention: chats, forums, blogs,
comments from bloggers, sites with reviews, etc.
In order to collect data the special services could
be used.

Analysis of competitors’ communications, as a
final step, will allow to evaluate their marketing
promotion and create an integrated communica-
tion strategy.

Despite the fact that a B2C start-up has an
innovative idea that occupies a separate market
niche and has no direct competitors, it is nec-
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Figure 1. Communication strategy development algorithm for B2C startups
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essary to take into account indirect competitors
that offer substitute goods. These may be regular
firms, rather than startups, that serve the needs
of the potential target audience of the startup.
For the analysis, qualitative and quantitative
studies of the target audience of competitors,
their methods of engaging, compile CJM of an
individual user could be conducted.

2) Analysis of startup business model. A busi-
ness model is the way the startup uses to create
value and generate profits. Value means unique-
ness, which is the foundation of a competitive ad-
vantage.

Defining the lifecycle of a startup allows de-
termining what stage of growth a startup is in
and developing an appropriate communication
strategy. The classic startup lifecycle is tied to
investment rounds. There are three early stages
in a startup, where a startup is looking for the
most effective business model: MVP (idea), Pre-
seed stage, Seed stage. Next comes a period of
active growth of a startup in stages: Round A
(early growth), Round B (scaling), Round C + (ex-
pansion). At each round, the startup has the cor-
responding tasks:

— Preseed: search for a buyer; then identifying
the problem; solution proposal; first sales.

— Seed: checking sales and communication
channels; confirmation of the business model and
market size.

— Round A: scaling of sales and communica-
tion channels; test of hypotheses for expanding
the target audience and scaling.

— Round B: scaling in the local market; testing
hypotheses for entering foreign markets.

— Round C +: world market dominance [8].

The startup is actively growing and has several
development paths: it becomes a full-fledged busi-
ness, buying out the shares of investors (LBO),
goes to an IPO, or it is bought by a corporation
(M&A) [9]. In accordance with the life cycles, it
is necessary to define the purpose and objectives
of the communication strategy.

3) Setting goals and objectives of the communi-
cation strategy of a B2C startup. At the beginning
of the development it is necessary to understand
what is the final goal and what tasks have to be
performed in order to achieve it: business, mar-
keting or communication. For startups as innova-
tive projects within a limited budget an integrat-
ed goal but with an emphasis on increasing sales
should be set.

4) Defining of startup target audience. The
method Customer Development is used mainly
for analysing the target audience of startups
Customer Development is a qualitative method
of target audience research: testing an idea or
MVP prototypes of a future product for demand
using potential identified consumer segments.
It is necessary to segment the target audience
according to their interests and needs, but not
on the basis of socio-demographic characteris-

tics. It is conducted by the method interview,
which is divided into two types — the solu-
tion of the problem and the image of the ideal
product [7].

5) Development of communication messages
for each segment of the target audience in accor-
dance with the profile. Communication messages
are short conclusions based on an understand-
ing of the client’s needs, which allow to influ-
ence the outlook for the sale of a product or
service. Messages should contain a solution of
the problem and a positive result after buying.
Messages are divided into several types: func-
tional messages are messages that express the
usefulness and functionality of the product for
the consumer. Emotional messages are messages
that allow to elicit an emotional responses from
consumerss. Social messages are messages that
relate to the consumer’s need to identify with
the group.

6) Communication plan. The communication
plan considers the tools and communication chan-
nels suitable for the specific segment, which were
taken from the algorithm (Figure 1).

7) Development of the media plan. A commu-
nication plan is necessary for the general media
plan, which reflects the process of implementing
the communication strategy.

8) Evaluating the effectiveness of a communica-
tion strategy. There are two main factors that de-
termine the effectiveness of communication: mea-
surability and analytics. Measurability includes
the volume of material, tone, reach, share among
the other publications, impressions and the num-
ber of attracted target audience. Analytics stud-
ies the causal relationships between the volume of
the material and the quality of its perception by
the target audience. The most widespared metrics
are: advertising publishing equivalent (AVE) esti-
mate; cost per contact (CPC), total audience reach
(Media Outreach).

Conclusions. Nowadays a huge number of
unique startup initiatives have been launched in
Ukraine, many of which have been successful,
and some have even become unicorns. Ukraine
is one of the world leaders in the number of
people working in the field of IT, and shows
an annual increase in the field of information
technology.

The role of communication in start-up compa-
nies is crucial. Communication inks the start-up
company to external resources. It creates two-way
communication processes to the external environ-
ment to detect changes and gather information.
Communication identifies, creates, and dissemi-
nates strategic information. It provides means to
handle growth effectively.

Communication strategy is especially import-
ant for B2C startups, where the end user is the
client. The algorithm for developing a commu-
nication strategy for B2C because allows to find
scalable ways to attract the target audience.
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