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the group of consumers at which the first tests of the company’s offer are conducted. Asserting that all
events are, first and foremost, the main power of PR, is key and vital to a proper and informed appro-
ach to planning, organizing and evaluating the effectiveness of all special events, whatever they may be.
In conclusion, we can say that event management is not only the main service of an event
management company but as well is an efficient tool of marketing communications on the companies
of different field in business.
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IHo0ynoBa cucreMu ynpaBJ/iiHHA AKICTIO 0aHKIBCHKHMX MOCJIYT

Po3poOka 1 BIIpOBa)KEHHsSI CUCTEMH YIIPABIIHHS SKICTIO OAHKIBCHKHMX IOCIYT € OCHOBOIO IO-
KpallleHHs B3a€MOBIIHOCUH OaHKIBCHKOI YCTAHOBH 3 11 KJIIEHTaMM, TOCSTHEHHS OakaHUX (piHAHCOBUX
pe3yabTaTIB, a TAaKOXK 3a0€3MEUYeHHS CTPATETIYHOTO PO3BUTKY Ta MOCHIICHHS KOHKYPEHTO3IaTHOCTI
OankiBcbkoi ycraHoBH [1—4]. TIpu oMy OaHKIBChKi YCTAHOBU MArOTh CBOI KPUTEPIii OI[IHKU SIKOCTI,
SIK1, CJIIJ{ 3a3HAYUTH, ICTOTHO BIJJPI3HAIOTHCS BiJ KpUTEPIiB KIi€HTIB (puc. 1).

Kpwurepii omiaku sxocTi 0aHKIBCHBKUX TOCTYT

v v
Kputepii 6aHKiBChKOT yCTaHOBU Kpwurepii kitienra
v v
LIBUIKICTH 1 TPYAOMICTKICTb TEXHOJIOTTYHUX OTIEPaTUBHICTh OOCITYTOBYBaHHS, IBHIKICTh
MPOIIeCiB, BUTPATH, 3aTPATH HA BUIIPABICHHS 3NiHCHEHHS OTepalliid, TOYHICTh B JIOKyMEHTAIlil,
MOMUJIOK, €(DEKTUBHICTH 1 TPOTYKTHBHICTb BiJICYTHICTh TIOMHUJIOK, SIKICTh KOHCYJIbTYBaHHS,
npani OaHKIBCHKUX CITy»KOOBIIB, KPEIUTHI 1 TOJIMHU POOOTH, TEPUTOPiaIbHE PO3MIILICHHS 1 HABITh
1HIIII PU3KKH B 31CTaBJICHHI 3 piIBHEM BUTpAT MO>KJIMBICTh aBTOCTOSIHKY, peryTalisi OaHKy i iHIIe.
Ha BUPOOHMUTBO OaHKIBCBKUX TOBapiB [Tpu 11bOMYy, SIKICTh TIOCITYT 3ICTABISETHCS 3 1X IIHAMH

Puc. 1. Kpumepii oyinku sskocmi 6AHKI6CbKUX NOCTY2
Tomy moOy0Ba CHCTEMH YIIPaBIiHHS SKICTIO OAaHKIBCHKUX MOCTYT BUMAara€e He TITBKH 3a10BO-
JICHHS] TIOTOYHUX YCBIJJOMIIEHUX MOTpeOd OaHKy Ta KITIEHTIB, a TAKOX Mepea0ayeHHs MEePCIeKTUBHUX
noTpeO, 3AaTHOCTI iX ajanTyBaTH, 3a0€3MeYuTH peaizallio. BilImoBigHO, OCHOBHUMH TPHHITATIAMH
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InnoBaniiiHMii po3BUTOK Ta 0e3MeKa MiANMPUEMCTB B YMOBAX HEOIHAYCTPiaJIbHOIO CYCHJILCTBA

MOOYJOBH CHUCTEMHU YIPABIIHHS SKICTIO OAHKIBCHBKHX TOCIYT MAarOTh OyTH KJII€HTOOPIEHTOBAHICTB,
Oe3repepBHICTh, IHHOBAIIMHICTD, 3aTy4€HICTb.
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The Nature of Effective Business Communication

It is common knowledge that research on communication has a long tradition. In 2000
communication was defined as the process of understanding and sharing meaning [1]. What is more
the definition hasn’t been changed much since that time. The thing that is rapidly changing over time
Is the role of communication and its function in the globalized business environment.

Business communication skills are critical to the success of any organization despite its size,
geographical location, and its mission. It is generally believed that organizations can only survive if
they accept the rapidly changing global challenges and the communication processes are at the same
time structured and flexible.

In addition, oral and written communication skills are regularly presented in the top ten
desirable qualities by employer surveys year after year. For instance, the USA National Association of
Colleges and Employers ranked the personal qualities potential employers seek. They listed top 5
skills such as communication skills (verbal and written), strong work ethic, teamwork skills, initiative,
analytical skills [2]. Consequently, effective business communication is associated with writing and
speaking well, being articulate and proficient with words.

The communication process usually comprises such basic components as source, message,
channel, receiver, feedback, environment, context and interference. Each of these eight elements
represents a separate function in the overall communication process.

At the same time one of the important issues that is neglected considering business commu-
nication is preparation.

From our point of view preparation is the key to effective communication. We suggest special
technique in order to be well prepared to any kind of negotiations. Let us zoom in on the POST
(Persons, Objectives, Strategies, Tactics) list. Thus, firstly we need to find out all the available (and
sometimes confidential) information about people we are going to have a deal with. What is important
here is to define who is responsible to make decisions. Furthermore, we should always bear in mind
such human restrictions as money, time and goodwill.

Considering objectives, it’s smart of you to concentrate not only on your own aims but also on
your partners’ goals and interests. This will definitely help you to find the option that is a «victory»
for both parties (win-win strategy).

According to your objectives you are to evaluate the limits of your commercial offer as well as
other benefits you could achieve. Subsequently you choose your strategy that is based on the two
previous points. Five broad negotiation strategies, accommodate, collaborate, compromise, avoid, and
compete are described by Lewicki, Hiam and Olander (1996) in their well-known work [3].
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