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1. Introduction existence of a fundamentally new source of sustainable com-
. petitive advantages for the company - savings from “exper-
_The compan_y's developme_znt strategy is always a compro-  tjse” pased on knowledge, that is, deriving economic benefits
mise between internal potential and parameters of the external  from the company's intellectual capital.
environment. Modern theory and methodology of strategic The most important modern concept of strategic manage-
management is the result of a long evolution of theoretical  ment js the concept of the dynamic capabilities of companies
concepts and business practices that have adapted to changing i the face of increasing volatility of the external environment.
business conditions and competition. At the end of XX - be-  pynamic capabilities, which are the ability of a company to
ginning of XXI century, a gradual change of paradigms t00k jntegrate, create and reconfigure internal and external compe-
place in strategic management. Science has moved from the  tencies to meet an ever-changing environment, allows it to

traditional interpretation of strategy as a portfolio of busi-  achieve long-term competitiveness (Chesbro, 2008; Gomes et
nesses for the founders of strategic management to under- al., 2020; Teece et al., 1994).
standing strategy as a portfolio of relationships (VVenkatraman, The applicability of the concept of dynamic capabilities in

2002). Strategy as a portfolio of relationships presupposes the  the knowledge economy is explained by the fact that the inter-
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pretation of a firm as a bundle of resources does not convinc-
ingly explain how firms achieve the best adaptation to changes
in the external environment, and also makes it difficult to iden-
tify the capabilities and competencies of the firm. Due to the
dynamic nature of the environment, it is necessary to consider
strategic management in the context of adaptation, integration,
reconstruction of organizational forms of behaviour, resources
and competencies in a changing environment (Teece et al.,
1994). At the same time, a number of authors point out that
dynamic abilities should not be a direct or spontaneous reac-
tion of the organization to problems arising in the environ-
ment, they should be built into the standards and routine ac-
tivities of the company (Tcifert et al., 2019; Rosak-Szyrocka
and Abbase, 2020; Wolniak, 2020; Tkachenko et al., 2021).

Thus, today, in the theory of strategic management, compa-
nies are understood as an institution that forms and develops
abilities and competencies through learning processes in the
form of evolutionary experimentation. Business practitioners
focus on developing proactive strategies, introducing disrup-
tive technologies, and designing the most effective architec-
ture of competencies in a highly turbulent business environ-
ment. Unfortunately, as always when introducing new
technologies or strategies, people's attitudes are a big barrier
(Ingaldi and Klimecka-Tatar, 2020).

Already in the last decade, the operating environment of
companies has become complex: a slowdown in economic
growth on a global scale and in individual countries, trade
wars, an increase in political tensions around the world, tech-
nological transformation of economic sectors under the influ-
ence of scientific and technological progress, a high density of
information flows, the need for accelerated implementation
innovation - all of this forced companies to compete in the
speed of adaptation and learning. Therefore, the pandemic is
rightly compared to a bridge that began to sway even before
the COVID-19 virus entered it, which only increased the res-
onance (Gromyko, 2020; Kwilinski, and Kuzior, 2021).

The COVID-19 pandemic is an extraordinary factor that has
a critical and sometimes destructive impact on many areas of
business around the world, which found itself in a situation
close to the “perfect storm”. This caused a sharp surge in the
interest of economists in studying new trends and patterns of
socio-economic development during a pandemic: the state of
the real sector of the economy (Drobot et al., 2020), transfor-
mation of the labour market (Drobot, 2020; Sawangchai et al.,
2020; Zandi et al., 2020), the emergence of threats to the na-
tional interests of the state (Erokhina et al., 2020), an increase
in the tension of political processes (Gromyko, 2020), changes
in the ecological situation (Torkanovskiy, 2020). Relatively
few studies are devoted to the strategic priorities of companies
that have changed under the influence of the pandemic, and
the transformation of corporate, competitive and functional
strategies (Lapshina et al., 2020; publications of leading com-
panies in the management consulting market - Boston Con-
sulting Group, McKinsey). This has determined the relevance
of this study.

2. Transformation of functional strategies:
analysis of management practices

The traditional approach to the formation of the company's
strategy involves the development of 3 levels of strategic pri-
orities:

- corporate strategies,

- competitive strategies,

- functional strategies.

For successful implementation, the strategy as a tool for
long-term goal-setting must be transferred to the operational
level, that is, the strategy must be embodied in the appropriate
tactics. In the event of a crisis, the conditions for which the
company's strategy was developed change, determining the
need to adjust the strategic goals and the main ways to achieve
them. This reveals one of the most important functions of stra-
tegic management - the function of adaptation to the external
environment.

In connection with the 2020 crisis caused by the COVID-19
pandemic, business is faced not only with high uncertainty in
the implementation of strategic (long-term) goals, but also
with the need to take urgent anti-crisis measures, adjusting
both tactics and strategy on the horizon of the next year. Ac-
cording to many experts, long-term measures have been re-
placed by short- and medium-term imperatives associated
with defeating the epidemic and returning the economy to
growth, as well as shaping the contours of the world after the
pandemic and adapting to it (Lesser et al., 2020). There is no
doubt that the world after the pandemic will not become the
same, but there will be a “new norm” in the conditions of
which the world social and economic development will take
place.

3. Research area

The importance of the real sector of the economy, is crucial
and should be highlighted. The state of real sector of the econ-
omy inform about the economic performance - the real sector
of the economy is important for GDP development.

Companies in the real sector of the economy are placed in
very difficult conditions to which they will have to adapt. The
complexity of strategic management tasks in the post-like era
is determined by the fact that companies must lay the sources
of survival, as well as future growth and prosperity in an “eco-
nomic coma” (Lesser et al., 2020). To gain access to new op-
portunities in the long term, business leaders must respond ap-
propriately to the new environment. In the process, they often
find that a rapidly changing situation defies traditional correc-
tive action. By the time a response is prepared, the situation is
changing, and the scale, speed and impact of the problems are
suddenly amplified. Thus, the forecast background of the de-
cision-making process is highly uncertain, there are no reliable
scenarios for the development of events.

To survive and remain competitive in the new environment,
new strategies and methods are required. In the paper are pre-
sented the examples and business practices that illustrate the
directions of transformation of the three main functional strat-
egies of a company:

ARCHIWUM INZYNIERII PRODUKC]I



NATALIA BARYSHNIKOVA ET AL. / PRODUCTION ENGINEERING ARCHIVES 2021, 27(1), 8-15

- marketing strategies,

- production strategies,

- human resource management strategies.
The purpose of this study is to assess changes in the economic
behaviour of companies in the real sector of the economy in
the context of the COVID-19 pandemic, to analyse business
practices in adapting functional strategies to new risks, and to
identify promising directions for transforming functional strat-
egies.

3. Results and discussion

3.1. Transformation of marketing strategy

The marketing strategy of a company in general is a set of
strategic decisions that orient all elements of the marketing
mix (marketing mix) to achieve strategic development goals.

When forming a company's marketing strategy during a cri-
sis, it should be borne in mind that socio-economic crises have
a serious impact on the development of the economy and civ-
ilization, change the policy of consumption of goods, both in
the short term and radically change consumer behaviour (Ba-
ryshnikova et al., 2020; Nakat and Bou-Mitri, 2021). And
there are many examples of this in the history of mankind
(Reeves et al., 2020):

- the Black Death plague pandemic, which prevailed in
the X1V century and initiated the introduction of quar-
antine and isolation, claimed many lives and dramati-
cally reduced the need for food. However, the pandemic
has spurred technological innovation to fill labour
shortages. In some industries, manual labour was rap-
idly replaced by machine labour, which changed con-
sumer requirements for the quality of goods produced.

- The Spanish flu epidemic in the 20th century led, ac-
cording to some economists, to a decrease in the vol-
ume of world trade from 40 to 70%, the volume of
world GDP by 6.6%. Only pharmacies increased their
sales.

- The Second World War contributed to changes in the
composition of the workforce, shifting the focus to fe-
male labour. After the war, this alignment continued to
persist.

- September 11, 2001 changed the whole world, leading
to the strengthening of the security policy of citizens in
their own interests.

- The 2003 SARS outbreak in China had the biggest im-
pact on the transition to online retail. This crisis marked
the beginning of the active development of e-commerce
and gave rise to such large platforms as Alibaba, eBay,
Amazon and others. The structure of purchases began
to change sharply towards an increase in Internet sales
of groceries and pharmacy products, their purchases
grew by more than 50% compared to the pre-crisis
level. On the other hand, it has led to lower travel, en-
tertainment and clothing costs (Ingaldi and Ulewicz,
2019).
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The new COVID-19 pandemic and government policies to
contain and control it have intensified the trend towards the
use of remote sensing technologies (Reeves et al., 2020).

Currently, two trends in the development of companies are
clearly visible. First, the growth of digital technologies, the
introduction of which is necessary in almost every company
(Klimecka-Tatar and Ingaldi, 2020; Kowalik, 2020; Niciejew-
ska and Kiriliuk, 2020; Ritter and Pedersen, 2020). Second,
and more importantly, the need to modify the marketing strat-
egies of companies in order to return the pre-crisis level of de-
mand. A numerous consumers have reduced or minimized air
travel, visits to cafes, restaurants, shops, concert halls, thea-
ters, cinemas, etc. (Lesser et al., 2020; Pantano et al., 2020;
Tkachenko et al., 2021; Wawrowski and Otola, 2020).

When developing marketing strategies, businesses began to
pay more and more attention to working out possible options
for diversifying their activities and issues of anti-crisis mar-
keting. At the very beginning of the pandemic in many coun-
tries, a list of industries that need government support was
identified - restaurant business, tourism. Later, museums,
z00s, trade in cars, clothes and shoes were included in the list
of areas affected by the crisis. The restructuring of marketing
strategy is of particular relevance for these industries.

Market experts note that most companies, especially large
ones, will change their communication strategies in the near
future and will pay more attention to values and situational
marketing. Overall, it's fair to say that marketing strategies
continue to play a significant role in the development of com-
panies, even despite COVID-19.

The importance of developing marketing strategies for the
company is evidenced by a recent study by the consulting
company Nielsen, whose data show that the consumer has
changed. The consumer is experiencing fear, panic, and de-
clining income. So most of the citizens are now worried about
health, in second place are prices for goods and services. Ac-
cording to Nielsen research, 64% of respondents, fearing for
their health, began to wash their hands more often, 33 to use
sanitizers, 26% to clean the house more often, and 15 to wash
their clothes. Following the change in consumer preferences,
companies are changing their marketing strategies for the
product. Thus, there was an increase in sales and promotion of
washing powders, cleaning products, dishwashing and floor
washing. Marketers expect continued demand for these types
of goods after the end of the pandemic. In addition, according
to the agency Nielsen, the transition to online has become an
important trend, from shopping online to reading books
online.

During the pandemic, consumers actively purchased online
food, health products, baby products, and household goods.
The audience of online trading has grown significantly: for ex-
ample, in just 11 months of 2020, the number of Wildberries
buyers increased by 16.5 million buyers, to 38.5 million. The
pandemic has led to another trend - saving money, saving, and
spending less. According to marketers, it is necessary to pay
attention to the quality, usefulness, safety of goods and ser-
vices, to provide for their promotion of promotions.

In these conditions, various tactical actions of companies in
the field of marketing are possible. Thus, Maria Kukushkina,
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head of marketing at Z & G. Branding, offers a transformation
of product, for example, instead of providing nail services, an
entrepreneur can sell manicure Kits and instructions for its im-
plementation, increase the offer of antiseptics and skin care
cosmetics. In terms of promotion, an entrepreneur can offer
delivery by their employees.

Major global companies are making a great contribution to
the fight against COVID-19 and are using these actions,
among other things, to strengthen their reputation. So, interna-
tional companies, Unilever, Louis Vuitton, Zara provide free
soap, disinfectants, free sanitizers, and medical masks. Other,
local companies are exhibiting similar behaviour.

Those types of economic activities and companies that prior
to the pandemic focused only on the offline sphere were hit
hardest. Thus, they did not survive the restrictions and closed
up to 20% of restaurant business establishments, and both
large chain restaurants from the expensive segment and small
cafes suffered. Institutions that changed their marketing strat-
egy by moving their business partially online were able to re-
tain some of their profits (Bove and Benoit, 2020). The com-
panies organized websites, uploaded photos of dishes to them,
and organized the delivery of dishes to consumers on their
own. According to experts' forecasts, visitors will not return
to cafes and restaurants in full until 2022, and profit recovery
is expected only in 2023.

Thus, active changes in marketing strategies will allow com-
panies to recover faster.

3.2. Transformation of production strategy

Changes in consumption patterns, consumer preferences for
certain products, as well as the need to comply with anti-epi-
demic measures have required companies to reconsider their
priorities in production.

As a result, companies adjusted both production tactics and
production strategy — according to the novel trends (Ingaldi
and Ulewicz, 2020; Pietraszek et al., 2020). Tactical decisions
were focused on the production of new types of products, the
demand for which increased (and in a number of countries be-
came feverish) during the COVID-19 pandemic. According to
Forbes, the demand for goods for disinfection and sterilization
increased (compared to last year). This growth was driven by
the hype around hand and surface disinfectants, which were
largely out of demand last year. A similar surge in demand has
been observed for medical and reusable masks, which have
become mandatory in public places everywhere.

In response to this, companies, even those who had not pre-
viously specialized in the production of sanitizers and masks,
quickly launched their production. Thus, in March 2020, the
LVMH concern began using its perfume production lines for
the production of hand sanitizers. Sanitizer production is con-
centrated in three factories producing perfumes for the brands
Christian Dior, Givenchy and Guerlain. A striking example is
also Procter & Gamble, which in the spring of 2020 put into
operation lines for the production of sanitizers and medical
masks. The European part of Procter & Gamble channelled aid
in the form of personal care products, household goods, disin-
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fectants and financial support to non-profit organizations to-
talling $10 million to provide medical care to those in need,
procure medical supplies and hygiene education for the popu-
lation in the regions where the virus is spreading. The Japa-
nese company Uniglo launched the production of reusable
masks and donated more than 10 million masks to medical in-
stitutions in Japan and abroad. There are examples of restruc-
turing production activities in Russia. Thus, during the pan-
demic, the well-known manufacturer and exporter of dance
shoes, clothing and accessories Grishko began to produce per-
sonal protective equipment, medical gowns, masks and shoe
covers (Lapshina, 2020).

The transformation of production strategies in many com-
panies today is associated with accelerated digitalization and
robotization, the introduction of various forms of "unmanned
production”. Implementation of these strategic priorities im-
proves the stability of the company and its ability to withstand
crises and is relevant for companies of all sizes. Despite the
fact that, according to some experts, large business turned out
to be much more resilient and suffered significantly less dam-
age during the epidemic (Zimovets, 2020), the introduction of
scientific and technological advances will create sustainable
competitive advantages of a high order. It is the sustainability
of the company and its ability to learn quickly that should be
put at the forefront of strategy formation.

With the opinion of McKinsey experts, the rapid diffusion
of digital technologies, accelerated many times over by the
COVID-19 pandemic, will continue during the recovery of na-
tional economies (Baig et al., 2020). Over the course of sev-
eral months of 2020, companies across all industries and re-
gions facing mobility constraints as a result of the COVID-19
crisis have fundamentally changed the way they do business
and have leapt into digitalization years ahead in just 2-3
months. Companies have implemented temporary solutions to
adapt to the new environment, according to McKinsey's global
executive survey, with respondents expecting most of these
changes to be long-term and already investing heavily in them.

3.3. Transformation of human resource manage-
ment strategy

The role of human resource management (HRM) strategy in
a modern company has grown significantly in recent years.
This is due to the fact that in the knowledge economy, the most
important resource of a company is human capital, the level,
quality and efficiency of which can be one of the sources of
competitive advantage. Understanding the strategy as a port-
folio of relationships, which was mentioned above, implies the
use of the company's intellectual capital to obtain economic
benefits, and this, in turn, requires the correct selection of per-
sonnel responsible for the implementation of the strategic and
tactical goals of the company, the definition of those employee
competencies that are necessary for transformation and busi-
ness development.

According to the Banki.ru portal, in Russia in 2020, a fifth
of existing businesses closed, namely 1.54 million legal enti-
ties, individual entrepreneurs and farms. This became a record
for the last 6 years.
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The decline in production and the liquidation of business re-
sulted in an increase in unemployment, which became a strong
shock for the labour market. According to Rosstat, the unem-
ployment rate in the United States in 2020 increased by 4.2
percentage points compared to 2019 (from 3.7 to 7.9% of the
total labour force), in Canada - by 3.3 percentage points. (from
5.7 to 9%). However, according to EUROSTAT data, in the
September Eurostat ranking the highest unemployment rates
were recorded in Spain (increased by 16.5%), Lithuania
(9.8%) and Italy (9.6%), while the lowest - in the Czech Re-
public (2.8%), Poland (3.1%), Malta (4%) and the Netherlands
(4.4%).

The structure of the labour supply has also changed: couriers
are becoming the most demanded workers in many countries,
and representatives of other professions are no longer needed.
According to Artem Kumpel, Managing Director of Avito
Rabota, the number of vacancies posted on the portal from
March 1 to 25 in tourism and catering decreased by 38.9%, in
the field of art and entertainment - by 27.7%, in the beauty
industry and fitness - 19.5%. The number of responses to cou-
rier vacancies increased by 25% over the week compared to
the same period last year.

In these conditions, companies are trying to adapt to the sit-
uation as much as possible, adjusting the tactics of personnel
management to anti-epidemic restrictions. From an economic
point of view, companies implemented programs to reduce
staff, and this was most pronounced in industries that were
harder hit by the pandemic - tourism, the entertainment indus-
try, and the restaurant business. It is worth noting that the la-
bour market has traditionally been adapting to the crisis by re-
ducing employment (rising unemployment) and increase in
latent unemployment. Latent forms of unemployment are be-
coming more widespread, when employers introduce part-
time work, cut wages, and send employees on unpaid leave
while maintaining employment.

In addition to the rise in unemployment in 2020, the organ-
ization of the work of personnel has transformed. Employees
of many companies were transferred to a remote work format,
which required the adaptation of almost all business processes
to the conditions of remote work, as well as accelerated digi-
talization of work tasks and processes (Moyo, N., 2020). The
organizations faced difficulties in organizing such work, prob-
lems related to technical support, as well as problems of a legal
nature. Indeed, teleworking was initially not regulated by the
state. In many countries, only now government has begun to
take the first steps to amend labour legislation.

A number of measures taken by companies in the field of
personnel management were of a pronounced anti-epidemic
nature. Since March 2020, some of the companies have been
implementing a large-scale program to counter the spread of
COVID-19 in production, which includes PCR testing before
employees arrive at temporary accommodation centres, com-
pliance with all established anti-epidemic measures in shift
camps, and a vaccination campaign among personnel in the
1st quarter 2021 year. Changes (restrictions) have also been
introduced in the free movement between departments in the
building. It also focused on minimizing the number of trips
between cities and countries. The situation was complicated
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by the scale of its activities — some of the company's enter-
prises and offices are located in different regions and employ
over thousand people. The company has organized remote ac-
cess for employees who have switched to remote work, and IT
services are gradually providing employees with opportunities
for uninterrupted work. Safe business trips are organized for
employees whose presence in the office is required. Measures
such as daily temperature measurement, disinfection, and
a ban on long-distance and international movement began to
operate in some company from the end of March 2020. The
companies have to build a system for informing employees
about the situation and the measures taken, which was also
aimed at advising personnel in the transition to remote work.
These actions were initially tactical in nature, and all changes
were perceived by companies as a temporary phenomenon.
However, gradually remote work from a temporary form of
work organization began to turn into an element of personnel
management strategy. Companies realized that many tasks of
current activities can be solved without the presence of em-
ployees in the office; moreover, employees, teams and entire
staffs have demonstrated excellent performance in different
locations. In academia and business, it is believed that tele-
work is the future of mental work, especially in the face of
widespread digitalization (Chudhuri, 2020).

The clear advantages of telecommuting for employers are
the reduction in rental and maintenance costs of buildings, the
use of highly qualified foreign specialists, and an increase in
labour productivity due to greater flexibility and labour inten-
sity. Workers gain geographic flexibility and the ability to
self-organize their work. Today, the lines between freelancers,
outsourcers and out-staffers are gradually blurring due to the
increasing number of aggregator sites that allow the customer
and the professional to meet, which also contributes to the
widespread use of remote work.

Of course, certain difficulties and problems are associated
with the remote work format - organizational problems, diffi-
culties in coordination and control of personnel, problems
with communication, provision of equipment and mainte-
nance of remote workplaces, risks associated with the psycho-
logical state of employees due to the new work format, etc.
But we believe that the potential benefits outweigh, and tele-
commuting will become a strategic priority for many compa-
nies in the not too distant future. Such intentions have already
been announced by Twitter, Facebook, Shopify, Siemens and
the State Bank of India.

3.4. General transformation of the companies’ func-
tional strategies

World Health Organization Director General Tedros Ghe-
breyesus, in a video message timed to coincide with the Inter-
national Day of Anti-Epidemic Preparedness, said that the
COVID-19 epidemic will not be the last. Moreover, in the
modern world, epidemics are not the only factor in crises. Nat-
ural disasters, man-made accidents and environmental disas-
ters, global threats of a geopolitical and socio-economic nature
arise more and more often and cause the instability of the en-
tire world system. This means that companies need not only to



recover and adapt to the world after the coronavirus, but also
to learn to live in a new environment: to be faster, more flexi-

ble, and learnable.
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Therefore, in Table 1 the general recommendation for mar-
keting, production and human resource strategies in the con-

text of preventing the undesirable consequences of the crisis
caused by the COVID-19 pandemic have been presented.

Table 1. General recommendation for marketing, production and human resource strategies in the context of preventing the undesirable consequences of the
crisis caused by the COVID-19 pandemic

Transformed area

Method and practices

Recommendations

Transformation of the marketing sphere is due to
new trends in the sphere of consumption that have
arisen as a result of the introduction of restrictive
measures by states.
Marketing activities (marketing strategies) are based
on the introduction of new services and products
that enable reaching the customer. This is about

take care of customers' sense of security
inform the public about changes in the business
strategy

ally introduce the assumptions of industry 4.0 be-
fore the pandemic, accelerated their activities. Their
priority was the introduction of process automation
and robotization. The companies also verified the
product range and the ability to manufacture prod-
ucts for which demand increased dramatically.

MARKETING reaching a regular customer (who temporarily ) §upp8rt activities ensu_rmglsafety .

stopped using the company's services and products | - intro lfe newtpromotl?nta campaigns - focus on

due to the pandemic) and acquiring new ones. Mar- promoting customer satety

keting strategies are also based on the introduction |~ adjust the marketing strategy to the trends

of information and promotional campaigns - the in-

troduction of add-ons and freebies that attract cus-

tomers.
The changed conditions of production activities ne-
termined thé need for the formation of innovative | - invest in robotization (if possible)
; - . - take arisk and invest in IT systems supporting pro-
production strategies that meet the conditions of the duction
Industry 4.0 era. - take care of rotation of employee changes

PRODUCTION Manufacturing companies, which planned to gradu-

ensure safe working conditions
introduce the rules of a flexible process
verify the assortment

- produce the necessary products

make a market forecast - observe trends

HUMAN RERSOURCE

The strategy and tactics of personnel management
of companies are adapting to the conditions of the
epidemic using a remote work format, digitalization
of processes and tasks, and the use of new ap-
proaches in management.

Many companies have completely changed the way
they work. Employees were delegated to work re-
motely. It was possible due to the transition to work
and information flow in the Internet sphere.

introduce shift work rotation

minimize contact between employees from different
departments

support the electronic flow of information

- create remote work opportunities

introduce regulations governing the conditions of
remote work

enter flexible working time

introduce an employee engagement monitoring sys-
tem

propose a task payment (not hourly)

Generally: You have to change strategy, don't wait for the crisis to pass. Learn to operate in a new turbulent environment.

What are the promising areas of transformation of the func-
tional strategies of companies?:

1.

The pandemic has shown the limited ability of many
companies to make the right decisions and take quick
action in a rapidly changing environment. As a result,
strategic analysis and the development of advanced
forecasting skills are of particular importance to distin-
guish between short-term changes caused by the
COVID-19 pandemic and long-term trends in the exter-
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nal environment. The company should clearly under-
stand the key strategic, technological, consumer trends
and use them when developing strategy.

Formation of strategic development priorities corre-
sponding to the contours of the new era of Industry 4.0,
implementation of programs for digital transformation
of business processes and the achievement of greater
adaptability and efficiency on this basis. In the post-
COVID-19 world, digital strategies must become an in-
tegral part of corporate and functional strategies of
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companies, and the digital environment must create
new opportunities for communication in various fields.

3. Neutralization of threats associated with the combined
impact on strategic personnel management of the new
technological challenges of Industry 4.0 and the
COVID-19 pandemic. The introduction of new technol-
ogies, artificial intelligence, robotization of production
are replacing living labour and are already creating
problems in the labour market. Therefore, the creation
of jobs of the future, the automation of routine work
tasks, personnel training, the optimal combination of
teleworking and traditional forms of employment (the
so-called hybrid work format), put forward as the com-
pany's strategic goals, will increase its resilience to
emergencies of various kinds.

4. Orientation of the strategic priorities of companies to-
wards the development of the dynamic and learning
abilities of companies, which underlie high adaptability
in an unprecedented level of uncertainty in the external
environment. Only a company that can learn can re-
spond to external threats faster and better than its com-
petitors.

4. Summary and conclusion

It can be noted that any crisis is a test that forces companies
to reconsider their priorities and restructure their business
models. In conditions of high turbulence in the external envi-
ronment, management tasks arise rapidly and unexpectedly;
many of these challenges cannot be addressed based on previ-
ous experience. The speed of decision-making has become the
most important factor determining not only the sustainability
of operations, but also the very survival of the company.

During the COVID-19 pandemic, companies were caught in
a “perfect storm” and learned an important lesson from the
fragility of vital systems and realized how limited their ability
to influence the situation is. Thus, companies were able to
form a new management paradigm, adequate to the conditions
of a turbulent environment. The pandemic has exacerbated the
need to transform the main functional strategies: digitalization
of production and management, the development of online
marketing, and the use of new approaches to human resource
management. Today, the surviving companies are those that
have understood this and have been able to best adapt to un-
foreseen threats. For them, the coronavirus pandemic is not the
cause of the crisis, but a turning point and a unigue opportunity
to develop in a highly competitive environment.
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