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Event management is a communication management or public relations tool which is

being successfully used to obtain a lasting effect from a positively formed image of a

business entity. An analysis made on available publications allowed classification of event

management objects according to the level of accessibility and the degree of risk. It has

been revealed that despite a significant number of publications, the issue of using a variety

of event management tools remains insufficiently disclosed. It has been proven that corporate

events require a planned strategic approach. Otherwise, there will be random measures

and additional expenses with a zero result. To plan work in this direction, it is necessary

to consider the corporate events as part of a general scheme of a PR-strategy. Before

starting to design a corporate event, it is necessary to identify its purpose, objectives and a

set of tools. Having obtained a clear understanding of what for, why and how the internal

corporate event is to be organized, it is necessary to agree on a toolkit. It has been found

that for the successful executing of an event, it is necessary to produce a standard plan

which should include: a list of major events (exhibitions, presentations, round tables, press

conferences, promo-actions, etc.); a list of main communication channels (TV, radio,

newspapers, magazines, special directories, external advertising media, etc.); a list of materials

to share through the communication channels (printed and text materials, souvenirs,

information folders, etc.); a list of participants to the event (company speakers, company’s

partners, competitors, VIPs, journalists, celebrities, etc.); a calendar plan; the budget. The

prospect for further research is to design events focused on the creation of the company’s

competitive advantages.
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Introduction and problem statement

Event management is a communication
management or public relations tool which is being
successfully used to obtain a lasting effect from a
positively formed image of business entities. The
specific perception of a proposed event by the
consumer makes event management the most
effective and applicable tool in the practice of
companies.

Analysis of previous research

According to [1], event management includes:
study of the complexities, subtleties, nuances of the
brand; identification of the target audience;
development of the event concept; planning logistics
and coordination of technical aspects of direct
execution (including the conditions of the event).

In this regard, the main responsibilities of an event
manager are: to be able to find a common language
with any client in order to jointly design the event
plan; negotiate and monitor the fulfilment of the
terms of the contract with the subcontractors involved
in the execution of the project; have at hand ready-
made strategy programs for corporate events such as
conferences, seminars, trainings, in order to offer
them as a solution to the problem if necessary;
manage the staff involved in the preparation and
execution of the project, effectively interact with his
/ her own team; find the proper participants, venue,
and equipment; be psychologically competent to
settle any conflicts occurring during the event;
calculate the budget of the event and control its
item-by-item execution.
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Î.Â. Nikoliuk argues that event management
should be perceived in two contexts: as business and
as an effective tool of marketing communication.
The essence of this phenomenon is to provide a
particular consumer with goods and services as a
gift. That is how, rather accurately, one can describe
the goal of this social, and at the same time, given
its nature and direction of influence, economic
phenomenon. That means that both the first and
the second of its characteristics are quite relevant in
application to the public sphere, as we are not talking
about profit, but about communication which
primarily requires costs [2]. The author carefully
studied the differences between the above two
concepts that find simultaneous application in
Ukraine, and outlined that event management, unlike
event marketing, is a specific social and managerial
phenomenon and has manipulative potential for
critical and creative selection of different components
related to social experience. Such liberalizing
potential of an event can be implemented in various
relaxation practices based on the consumption of
the respective management product or service.

Mysyk V.M. in [3] studied the objects of event
management and presented them in detail (Table 1).
We have proposed to supplement this detailed
presentation, taking into account the level of
accessibility and the degree of risk, because it is the
market situation in our country which is characterized
by a high risk of unpredictability.

Schoholieva I.V. emphasizes that event, as a
process, should be based on an idea that will not
only be attractive to consumers, but will turn out a
determining factor in their choice among other types
of goods. Be the best idea, but it should materialize
beneficially from the economic and social point of
view. This involves the development of the event
concept, so that all efforts were coordinated and
aimed at implementing the idea. The choice of venue
is also very important. To choose the most optimal
venue, it is necessary to analyze its relevance to the
purposes that were identified at the planning stage,
to the event format, and to the anticipated number
of visitors [4].

D’iachenko Yu.V. in [5] analyzed the
approaches to defining the essence of professions
and professional groups from the standpoint of the
latest professional phenomena that are being in the
process of formation and have the appropriate
features. The characteristic features she mentioned
are: the assignment of activities to a specific group,
the formation of specific knowledge and autonomy,
the existence of special symbols, attributes of the
profession. This list further includes traits that
distinguish a certain professional group of event
managers, namely: the implementation of special
functions by them, the presence of professional

knowledge and skills acquired within the educational
system and in the process of professional experience,
the presence of a professional identity, an orientation
towards professional autonomy.

The author believes that the professionalization
of event management activities includes three stages
that reveal the structure of the process of forming
event managers as a professional group [5]:

– cognitive institutionalization: the approval
of theoretical foundations (knowledge, skills) that
are necessary for the professional activities of the
event manager, and their translation to the entire
professional group through educational institutions
(acquisition of professional knowledge, skills,
transition from «non-professionals» to «professionals»
status);

– organizational institutionalization: the
formation of rules, norms of professional activity,
requirements for event managers, and the expansion
of these to «professionals» by event management
associations (event-“professionals” need to be united,
separated from “non-professionals”, and form trade
unions);

– professional institutionalization: the stage of
legitimization of event management activities,
determination of event managers as a professional
group at the state level (completion of professional
development of event-management “professionals”,
displacement of “non-professionals” to the periphery
of the event management field – into the sphere of
executive activity).

K.L. Semenchuk in [6] explored the main
trends in the event industry, which should be taken
into account when executing any events:

– micro-interaction and personalization;
– safety of events in a pandemic;
– revenue from events when conducting them

online;
– hybrid event is the future of the event

industry;
– new priorities in executing events;
– audio format as an alternative to the ZOOM

platform;
– rethinking the emotional involvement of

visitors.
Nevertheless, with a significant number of

publications, the issue of using a variety of event
management tools remains insufficiently disclosed.

The purpose of the article

The purpose of the article is to design effective
events for event management to achieve the goals of
an enterprise.

Materials and Methods

The effect obtained through the use of a specific
event is achieved in two completely opposite ways:
first, the accumulated individual and social tension
is minimized during the event by the specific nature
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of various tolerant and altruistic communications
which evoke in people a sense of well-being, high
level of security and social comfort; secondly, stress
relief can also be achieved by a conscious temporary
violation of the existing norms that have formed in
the minds of consumers and undergo changes in the

course of practical consumption of a cultural product [2].
One of the promising areas of the event industry

in Ukraine is MICE [1], which is considered abroad
as the art of organizing events, and consists of four
points: 1) Meetings: strategic, cyclical meetings,
negotiations, presentations; 2) Incentives: incentives,

№ Classification features Event type 

1 

By the nature of the event 

Cultural and entertainment; 

sporting; 

religious; 

corporate business; 

socio-political; 

scientific, etc. 

2 

By size 

Micro events 

Macro events; 

Mega events 

3 

By venue 

at the customer's site; 

outside the customer's territory; 

mixed 

4 
By content 

business; 
teambuilding 

5 

By frequency 

One-time events; 

periodic events; 

regular events 

6 
By subject composition of participants 

Internal to the organization; 

external to the organization 

7 
By the nature of interaction among participants 

Formal; 

informal 

8 By the subject composition of the organizers and 

coordinators 

Internal (conducted by the company itself); 

external 

9 By nationalities of participants, organizers and 

coordinators 

National; 

international 

10 

By attachment to the venue 

Mobile; 

attached to a specific venue; 
mixed 

11 
By level of novelty 

Classic; 

creative 

12 
By the form of interaction of participants 

Virtual; 

live 

13 

By time orientation 

Retrospective; 

current; 

time perspective 

14 

By financing 

Funded by the client company; 

funded by third-party entities; 

mixed financing 

15 
By completion 

Complete; 

incomplete 

16 
By risk 

Risk-free; 
With a high degree of risk; 

risky 

17 
By level of accessibility 

Public events; 

private; 

partially accessible events 

 

Table  1

Typology of Events as Objects of Event Management

Source: [3], supplemented
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incentive trips, motivational programs, stimulating
the loyalty of partners, employees, dealers;
3) Conferences/Conventions: conferences, forums,
congresses; 4) Exhibitions/Events: exhibitions, event
tourism, corporate events.

Crowther P. explored the possibility of achieving
strategic goals through events and identified factors
that contribute to the development and/or constraint
of events for the formation of organizational strategy.
He also identified a number of issues that negatively
affect the organization of events and do not provide
realizing the strategic potential of the enterprise [7].

Hall J. emphasized that sporting events are the
main source of income from events and thus
contribute to economic benefits for cities and regions,
so understanding the factors that influence attendance
at sporting events is crucial for their organization
[8].

We will demonstrate the practical testing of
introducing effective events on the example of a well-
known car dealership operating in Dnipro.

Corporate events require a planned strategic
approach. Otherwise, there will be random events
and additional expenses, while the result will be zero.
To plan effort in this direction, it is necessary to
consider corporate events as part of the general

scheme of PR-strategy implementation.
Prior to the development of a corporate event,

it is necessary to identify its purpose, objectives and
set of tools. Having obtained a clear understanding
of what for, why and how a corporate event is
designed, it is necessary to agree on the tools (Table 2).

Given the above, the event manager should
have clear answers to the following questions: How
long has it been since the last diagnosis of the attitude
of employees to the company’s activities and the
socio-psychological climate in it? Are all employees
informed about the company’s strategy and its
immediate plans? Do employees have an idea of the
activities of the company’s departments? What was
the purpose of the last event and were the results in
line with the planned objectives? Have you heard
any rumors in the last month?

An effective event will be the preparation and
holding of the planned corporate event «Inter-Branch
Football Match». The participants are employees of
the competing «Atlant» and «Atlant-M» Car
Dealerships. Both car dealerships operate in the
market of sales and service of Volkswagen cars in
Dnipro. The Head of the Atlant Car Dealership
offered his competitor to hold a football match with
the participation of employees of both car dealerships

Table  2

Toolkit for designing corporate events

Tool Description Typical mistakes 

Corporate information stand Information about the mission and 

corporate standards of conduct, goals 

and strategies of the company, 

achievements of the company and its 

employees. Innovation and significant 

current events should be covered. 

Reports about the best employees, 

anniversaries, birthdays, vacancies etc. 

Irregular updating of information, 

information is not interesting to the 

employees; dullness or excessive 

pathos in the information provided, 

etc. 

Corporate publication or website It should reflect the life of the company 

in all its manifestations without any 

slogans and appeals, for example: Take 

advantage of the highest sales for the 

month; The company has an opportunity 

to choose one of the three insurance 

companies to sign health insurance 

contracts; In September, twelve people 

celebrate their birthdays; Meet a new 

secretary in the director's office, etc. 

A dull and colorless edition printed on 

the cheapest paper. Irregular release. 
Overloaded with slogans and appeals. 

Dull presentation of information 

related to the life of the company and 

its employees. Many companies 

declare publications for employees, 

although they actually offer it to 

customers 

Corporate celebration or corporate 

event 

Employee birthdays, "Company Day", 

anniversary of the opening of a car 

dealership or another important 

innovation, picnics, parties, sports 

tournaments, etc. 

Most often, such events come down to 

commonplace entertainment or, even 

worse, lead to conflicts among 

employees for various reasons, for 

example, due to poor preparation or a 

vague purpose of the event 

Rumor management: rumors need to 

be counteracted through timely 

information of the staff, and 

unambiguous interpretation of the 

information rumored 

Any imprecise information that can be 

true or not, both negative and positive. 

Lack of official information on topics 

of concern to the team 
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in August this year, and the Head of the Atlant-M
Car Dealership agreed. By agreement of the parties,
the losing team will receive gifts: T-shirts with the
logo of the winner car dealership.

In such an event, in fact, there are no winners
or losers, because the team that lost the football
match will remain “on everybody’s lips” for at least
a month. This is due to the fact that the winning
team will be happy to tell about their victory to their
customers (both individuals and legal entities), which
in turn ill arouse interest to the losing team of the
competitor car dealership, from both customers and
competitors, i.e. there will be active promotion of
the both car dealerships. In conclusion, it can be
argued that, despite the fact that these car dealerships
are competitors to each other in the city of Dnipro,
increasing their sales is the main goal of the
international automotive holding.

In this example, we can primarily see the
integration of communication channels. Moreover,
this event will solve several tasks set by the initiator
(head of the «Atlant» Car Dealership). This is detailed
in Table 3.

Below, we will consider the stage-by-stage
preparation of this event. To organize it, it is necessary
to conduct several telephone conversations with a
competing car dealership in order to obtain consent
to hold the match. Next, you need to develop a plan
of actions:

– announcement of the event among the
employees of the company;

– announcement of the event in the field of
PR-public (competitors, partners, customers);

– selection of football team members among

employees;
– preparation of souvenir products (T-shirts

with the company logo);
– preparation of the team uniform;
– organizing the transportation of participants

(in this case, three company cars needed);
– organization of hiring a football pitch and

catering for the participants;
– preparation of prizes for the best football

players of the company.
The next stage is to account for the costs of

the event for each of the above items.
The match is traditional and other competing

car dealerships join the «game» every year. It should
be noted that each event must not only be carefully
prepared, but also analyzed in detail. The results of
the analysis should be reported not only to
management but also to the company’s employees.

The scientific novelty of this study is in the
development of effective practical recommendations
for designing corporate events, which can be
recommended to entities that form a PR strategy.

Conclusions

To successfully execute an event, it is necessary
to develop a standard plan which should include: a
list of the major events (exhibitions, presentations,
round tables, press conferences, promo-actions, etc.);
a list of the main communication channels (TV,
radio, newspapers, magazines, special directories,
external advertising media, etc.); a list of materials
to share through the communication channels
(printed and text materials, souvenirs, information
folders, etc.); a list of participants to the event
(company speakers, company’s partners, competitors,

Table  3

Statement of tasks of the corporate event «Inter-Branch Football Match»

Task Solution method Expected result 

Testing employees for the strengths 

and weaknesses  

Football is a team game “one for all and 

all for one”; hiring a football pitch to 

train and play 

Revealing the potential of each 

participant and their ability to work 

(play) in a team; manifestation of 

personal qualities in relation to each 

other, the ability to promptly "lend a 

shoulder" 

Training focused on team building, 

improving the socio-psychological 

climate in the team 

Participating staff will spend a lot of 

time in a close circle of colleagues 

during training; other employees are 

active fans 

It will give an opportunity to unite the 

team, develop a state of commitment 

to the company 

Promotion of the brand and the car 

dealership among partners and 

customers, the use of competitors as  

a channel of communication 

The winning team gives a gift to the 

losing team: T-shirts with their company 

logo 

Holding a match will arise a discussion 

of the event in the public PR field; 

excellent advertising medium on the 

"body" of the competitor 

Sales growth To attract the attention of key customers 

to the company both by the event itself 

and by the subsequent resonance 

Increase in sales is planned during the 

seasonal downturn 

Solving several tasks with minimal 

financial costs 

Four tasks – one event The planned costs are significantly less 

than it could be when solving each of 

the tasks separately 
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VIPs, journalists, celebrities, etc.); a calendar plan;
the budget. The prospect of further research is to
design events focused on creating the company’s
competitive advantages.
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ÑÓ×ÀÑÍ² ÀÑÏÅÊÒÈ ÐÎÇÂÈÒÊÓ EVENT-
ÌÅÍÅÄÆÌÅÍÒÓ

ßøê³íà Í.Â.

Event-ìåíåäæìåíò º ³íñòðóìåíòîì êîìóí³êàòèâíîãî
ìåíåäæìåíòó àáî ïàáë³ê ð³ëåéøíç, ÿêèé âäàëî âèêîðèñòîâóºòü-
ñÿ äëÿ îòðèìàííÿ äîâãîòðèâàëîãî åôåêòó â³ä ïîçèòèâíî ñôîð-
ìîâàíîãî ³ì³äæó ñóá’ºêò³â ãîñïîäàðþâàííÿ. Àíàë³ç íàÿâíèõ ïóá-
ë³êàö³é äîçâîëèâ îá’ºêòè åvent-ìåíåäæìåíòó êëàñèô³êóâàòè
çà ð³âíåì äîñòóïíîñò³ òà ñòóïåíåì ¿õ ðèçèêó. Âèÿâëåíî, ùî
ïðè çíà÷í³é ê³ëüêîñò³ ïóáë³êàö³é íåäîñòàòíüî ðîçêðèòèì çà-
ëèøàºòüñÿ ïèòàííÿ âèêîðèñòàííÿ ð³çíîìàí³òíîãî ³íñòðóìåí-
òàð³þ åvent-ìåíåäæìåíòó. Äîâåäåíî, ùî âíóòð³øíüîêîðïîðà-
òèâí³ åvent-çàõîäè ïîòðåáóþòü ñïëàíîâàíîãî ñòðàòåã³÷íîãî
ï³äõîäó. Â ³íøîìó ðàç³ áóäóòü âèïàäêîâ³ çàõîäè ³ äîäàòêîâ³
âèòðàòè, à ðåçóëüòàò ð³âíÿòèìåòüñÿ íóëþ. Äëÿ ïëàíóâàííÿ
ðîáîòè â äàíîìó íàïðÿì³ íåîáõ³äíî âðàõóâàííÿ âíóòð³øíüîêîð-
ïîðàòèâíèõ åvent-çàõîä³â ó çàãàëüí³é ñõåì³ ðåàë³çàö³¿ PR-ñòðà-
òåã³¿. Äî ðîçðîáêè âíóòð³øíüîêîðïîðàòèâíèõ åvent-çàõîä³â íå-
îáõ³äíî âèä³ëèòè ¿õ ö³ë³, çàâäàííÿ òà íàá³ð ³íñòðóìåíò³â. Ïðè
íàÿâíîñò³ ÷³òêîãî ðîçóì³ííÿ äëÿ ÷îãî, ÷îìó òà â ÿêèé ñïîñ³á
ðîçðîáëÿþòüñÿ âíóòð³øíüîêîðïîðàòèâí³ åvent-çàõîäè, óçãîä-
æóºòüñÿ ³íñòðóìåíòàð³é. Âèçíà÷åíî, ùî äëÿ âäàëî¿ ðåàë³çàö³¿
åvent-çàõîä³â íåîáõ³äíî ïîáóäóâàòè òèïîâèé ïëàí, ÿêèé âêëþ-
÷àº: ïåðåë³ê îñíîâíèõ çàõîä³â (âèñòàâêè, ïðåçåíòàö³¿, çàñ³äàí-
íÿ «êðóãëèõ ñòîë³â», ïðåñ-êîíôåðåíö³¿, àêö³¿ òîùî); ïåðåë³ê
îñíîâíèõ êîìóí³êàö³éíèõ êàíàë³â (ÒÂ, ðàä³î, ãàçåòè, æóðíàëè,
ñïåö³àëüí³ äîâ³äíèêè, çîâí³øí³ ðåêëàìí³ íîñ³¿ òîùî); ïåðåë³ê
ìàòåð³àë³â, íåîáõ³äíèõ äëÿ íàïîâíåííÿ êîìóí³êàö³éíèõ êàíàë³â
(ïîë³ãðàô³ÿ, òåêñòîâ³ ìàòåð³àëè, ñóâåí³ðíà ïðîäóêö³ÿ, ³íôîð-
ìàö³éí³ ïàïêè òîùî); ïåðåë³ê ó÷àñíèê³â çàõîä³â (ñï³êåðè êîì-
ïàí³¿, ïàðòíåðè êîìïàí³¿, êîíêóðåíòè, VIP-ïåðñîíè, æóðíàë³-
ñòè, àðòèñòè òîùî); êàëåíäàðíèé ïëàí; áþäæåò. Ïåðñïåê-
òèâîþ ïîäàëüøèõ äîñë³äæåíü º ôîðìóâàííÿ åvent-çàõîä³â, ùî
ñïðÿìîâàí³ íà ôîðìóâàííÿ êîíêóðåíòíèõ ïåðåâàã.

Êëþ÷îâ³ ñëîâà: åvent-ìåíåäæìåíò,
âíóòð³øíüîêîðïîðàòèâí³ åvent-çàõîäè, ñòðàòåã³÷íèé ï³äõ³ä,
PR-ñòðàòåã³ÿ.

ÑÎÂÐÅÌÅÍÍÛÅ ÀÑÏÅÊÒÛ ÐÀÇÂÈÒÈß EVENT-
ÌÅÍÅÄÆÌÅÍÒÀ

ßøêèíà Í.Â.

Event-ìåíåäæìåíò ÿâëÿåòñÿ èíñòðóìåíòîì êîììóíè-
êàòèâíîãî ìåíåäæìåíòà èëè ïàáëèê ðèëåéøíç, êîòîðûé óäà÷-
íî èñïîëüçóåòñÿ äëÿ ïîëó÷åíèÿ äëèòåëüíîãî ýôôåêòà îò ïîëî-
æèòåëüíî ñôîðìèðîâàííîãî èìèäæà ñóáúåêòîâ õîçÿéñòâîâà-
íèÿ. Àíàëèç èìåþùèõñÿ ïóáëèêàöèé ïîçâîëèë êëàññèôèöèðîâàòü
îáúåêòû åvent-ìåíåäæìåíòà ïî óðîâíþ äîñòóïíîñòè è ñòåïå-
íè èõ ðèñêà. Âûÿâëåíî, ÷òî ïðè çíà÷èòåëüíîì êîëè÷åñòâå ïóá-
ëèêàöèé íåäîñòàòî÷íî ðàñêðûòûì îñòàåòñÿ âîïðîñ èñïîëüçî-
âàíèÿ ðàçíîîáðàçíîãî èíñòðóìåíòàðèÿ åvent-ìåíåäæìåíòà.
Äîêàçàíî, ÷òî âíóòðèêîðïîðàòèâíûå åvent-ìåðîïðèÿòèÿ òðå-
áóþò ñïëàíèðîâàííîãî ñòðàòåãè÷åñêîãî ïîäõîäà. Â ïðîòèâíîì
ñëó÷àå áóäóò ñëó÷àéíûå ìåðû è äîïîëíèòåëüíûå ðàñõîäû, à ðå-
çóëüòàò áóäåò ðàâíÿòüñÿ íóëþ. Äëÿ ïëàíèðîâàíèÿ ðàáîòû â
äàííîì íàïðàâëåíèè íåîáõîäèì ó÷åò âíóòðèêîðïîðàòèâíûõ
åvent-ìåðîïðèÿòèé â îáùåé ñõåìå ðåàëèçàöèè PR-ñòðàòåãèè.
Äî ðàçðàáîòêè âíóòðèêîðïîðàòèâíûõ åvent-ìåðîïðèÿòèé íå-
îáõîäèìî âûäåëèòü èõ öåëè, çàäà÷è è íàáîð èíñòðóìåíòîâ. Ïðè
íàëè÷èè ÷åòêîãî ïîíèìàíèÿ äëÿ ÷åãî, ïî÷åìó è êàêèì îáðàçîì
ðàçðàáàòûâàþòñÿ âíóòðèêîðïîðàòèâíûå åvent-ìåðîïðèÿòèé,
ñîãëàñóåòñÿ èíñòðóìåíòàðèé. Îïðåäåëåíî, ÷òî äëÿ óñïåøíîé
ðåàëèçàöèè åvent-ìåðîïðèÿòèé íåîáõîäèìî ïîñòðîèòü òèïî-
âîé ïëàí, êîòîðûé âêëþ÷àåò: ïåðå÷åíü îñíîâíûõ ìåðîïðèÿòèé
(âûñòàâêè, ïðåçåíòàöèè, çàñåäàíèÿ «êðóãëûõ ñòîëîâ», ïðåññ-
êîíôåðåíöèè, àêöèè è ò.ï.); ïåðå÷åíü îñíîâíûõ êîììóíèêàöè-
îííûõ êàíàëîâ (ÒÂ, ðàäèî, ãàçåòû, æóðíàëû, ñïåöèàëüíûå ñïðà-
âî÷íèêè, âíåøíèå ðåêëàìíûå íîñèòåëè è ò.ä.); ïåðå÷åíü ìàòå-
ðèàëîâ, íåîáõîäèìûõ äëÿ íàïîëíåíèÿ êîììóíèêàöèîííûõ êàíà-
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ëîâ (ïîëèãðàôèÿ, òåêñòîâûå ìàòåðèàëû, ñóâåíèðíàÿ ïðîäóê-
öèÿ, èíôîðìàöèîííûå ïàïêè è ò.ï.); ñïèñîê ó÷àñòíèêîâ ìåðîï-
ðèÿòèé (ñïèêåðû êîìïàíèè, ïàðòíåðû êîìïàíèè, êîíêóðåíòû,
VIP-ïåðñîíû, æóðíàëèñòû, àðòèñòû è ò.ä.); êàëåíäàðíûé ïëàí;
áþäæåò. Ïåðñïåêòèâîé äàëüíåéøèõ èññëåäîâàíèé ÿâëÿåòñÿ
ôîðìèðîâàíèå åvent-ìåðîïðèÿòèé, íàïðàâëåííûõ íà ôîðìèðî-
âàíèå êîíêóðåíòíûõ ïðåèìóùåñòâ.

Êëþ÷åâûå ñëîâà : åvent-ìåíåäæìåíò,
âíóòðèêîðïîðàòèâíûå åvent-ìåðîïðèÿòèÿ, ñòðàòåãè÷åñêèé
ïîäõîä, PR-ñòðàòåãèÿ.
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Event management is a communication management or public
relations tool which is being successfully used to obtain a lasting
effect from a positively formed image of a business entity. An analysis
made on available publications allowed classification of event
management objects according to the level of accessibility and the
degree of risk. It has been revealed that despite a significant number
of publications, the issue of using a variety of event management
tools remains insufficiently disclosed. It has been proven that corporate
events require a planned strategic approach. Otherwise, there will be
random measures and additional expenses with a zero result. To
plan work in this direction, it is necessary to consider the corporate
events as part of a general scheme of a PR-strategy. Before starting
to design a corporate event, it is necessary to identify its purpose,
objectives and a set of tools. Having obtained a clear understanding
of what for, why and how the internal corporate event is to be
organized, it is necessary to agree on a toolkit. It has been found
that for the successful executing of an event, it is necessary to produce
a standard plan which should include: a list of major events
(exhibitions, presentations, round tables, press conferences, promo-
actions, etc.); a list of main communication channels (TV, radio,
newspapers, magazines, special directories, external advertising media,
etc.); a list of materials to share through the communication channels
(printed and text materials, souvenirs, information folders, etc.); a
list of participants to the event (company speakers, company’s partners,
competitors, VIPs, journalists, celebrities, etc.); a calendar plan;
the budget. The prospect for further research is to design events
focused on the creation of the company’s competitive advantages.

Keywords: event management, corporate events, strategic
approach, PR strategy.
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