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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).
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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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0O.B. 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 1.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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Table 1
Typology of Events as Objects of Event Management
Ne Classification features Event type
1 Cultural and entertainment;
sporting;
religious;

By the nature of the event

corporate business;
socio-political;
scientific, etc.

2 Micro events
By size Macro events;
Mega events
3 at the customer's site;
By venue outside the customer's territory;
mixed
4 business;
By content teambuilding
5 One-time events;
By frequency periodic events;
regular events
6 . . . Internal to the organization;
By subject composition of participants external to the organization
7 . . .. Formal;
By the nature of interaction among participants informal
8 | By the subject composition of the organizers and | Internal (conducted by the company itself);
coordinators external
9 | By nationalities of participants, organizers and National;
coordinators international
10 Mobile;
By attachment to the venue attached to a specific venue;
mixed
11 Classic;
By level of novelty creative
12 By the form of interaction of participants Vllri:]ueal,
13 Retrospective;
By time orientation current;
time perspective
14 Funded by the client company;
By financing funded by third-party entities;
mixed financing
15 . Complete;
By completion incomplete
16 Risk-free;
By risk With a high degree of risk;
risky
17 Public events;
By level of accessibility private;

partially accessible events

Source: [3], supplemented

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

100

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,
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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

ISSN 2415-3974. Exonomiunuii eichux JABH3 YIXTY, 2021, Ne 2(14)

101



Yashkina N.V.

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
train and play

Football is a team game “one for all and
all for one”; hiring a football pitch to

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

active fans

Participating staff will spend a lot of
time in a close circle of colleagues
during training; other employees are

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

logo

The winning team gives a gift to the
losing team: T-shirts with their company

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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CYYACHI ACIIEKTH PO3BUTKY EVENT-
MEHE/LKMEHTY

Swrxina H.B.

Event-menedicmenm € iHcmpymeHmom KOMYHIKAMUBHO20
MeHedxcmeHmy abo nabaik pinelwt3, AKUll 60an0 BUKOPUCTIOBYEMb-
¢ 0151 OMPUMAHHS 00820MPUBAN020 eheKmY 8i0 NO3UMUBHO chop-
MO8aH020 IMIOxCY cy6 ekmie cocnodaprosanis. AHaNi3 HA6HUX NY6-
Aikayiti 003604u6 00°ekmu event-meHeddncMeHmy Kaacupikysamu
3a pieHem docmynHocmi ma cmyneHem ix pusuky. Buseaeno, wjo
npu 3HA4HIL Kinbkocmi nyoaikayit HedoCmamHtso po3KpUmum 3a-
AUUAEMBCA NUMAHHS BUKOPUCMAHHS DI3HOMAHIMHO20 IHCMPYMeH-
mapiro event-menedxcmenmy. /losedeno, ujo HympiuHb0K0pnopa-
mueHi event-3axo0u nompeOyrms CNAGHOBAHO2O CMPAME2IMHO20
nioxody. B inwomy pasi 6ydyme eunaodkogi 3axodu i dodamkogi
eumpamu, a pe3yabmam pigHamumemscsa wyar. is nianyeamus
pobomu 8 0aHOMYy HANPAMI He0OXiOHO 8PaXY8aHHS 6HYMPIUHbOKOP-
nopamugHux event-3axodie y 3aeanvhiti cxemi peanizauii PR-cmpa-
meeii. /lo po3pobku 6HympiuHb0KOpROPaAMUHUX event-3axooie He-
00xi0H0 eudinumu ix yini, 3a60anns ma Habip incmpymenmie. [lpu
HaseHOCMI YiMK020 PO3YMIHHS O 4020, YOMY ma 6 AKUll cnocio
DO3POOASIOMbCA 8HYMPIUHBOKOPNOPAMUBHI eVent-3axo0u, y3200-
acyemocs incmpymenmapii. Busnauerno, wjo oas edanoi peanizayii
event-3axodie HeoOXiOHO noOydyeamu Mmunoeul NAGH, KUl 6KAH-
uae: nepesix 0CHOBHUX 3ax00i6 (eucmagku, npezeHmauii, sacioan-
HSl <«KDYeAuX CMoaie», npec-kougeperuii, akyii mowjo); nepenix
0CHOBHUX KOMYHiKayituHux kananie (TB, padio, eazemu, xcypranu,
cheyianvHi 008iOHUKU, 308HIWHI peKAAMHI HOCII mowo); nepenix
mamepianie, He0OXiOHUX 0451 HANOBHEHHS KOMYHIKAYIUHUX KaHaAie
(noaiepagpis, mexcmogi mamepianu, cygeHipHa npooykuis, iHgop-
MayiiHi nanku mowo); nepenik y4acHukie zaxodie (cnikepu Kom-
nauii, napmuepu Komnauii, konkypeumu, VIP-nepconu, ucyprani-
cmu, apmucmu mowo); KaieHoaprull naaH; 6rdxcem. I[lepcnek-
mueor nodanrvuiux docaioxiceHs € hopmysanHs event-3axodie, wo
CAPAMOBAHI HA POPMYBAHHS KOHKYDEHMHUX nepesae.

Kawoyosi cJoBa: event-MeHeIXMEHT,
BHYTPIIIHLOKOPIIOPATUBHI event-3aXxoau, CTpaTeriyHuil mimxim,
PR-crparerist.

COBPEMEHHDBIE ACIIEKTBI PASBBUTHS EVENT-
MEHEJIKMEHTA

SAwrxuna H.B.

Event-menedocmenm s61semesi UHCIPYMEHMOM KOMMYHU-
KamueHo20 MeHeOHCMeHma uau nabaux puaetiuun3, Komopuil yoau-
HO UCNO0Ab3YemCsl 045 NOAYHeHUs] OAUmenbHo0 3ghgexma om noao-
HCUMENbHO CPHOPMUPOBAHHO20 UMUONCA CYOBEKMO8 X03ALICME08a-
HUsl. AHGAU3 umerouuxcs ny6AUKQUUT NO360AUA KAACCUDUUUPOSamb
00seKmbl event-meHeOIHcMeHma no ypoeH 00CMYNHOCMU U chene-
HU UX pucka. Beiseaeno, umo npu 3HauumenbHoM Koauvecmee nyo-
AUKQUUE HeO0CMAamOoYHO PACKPLIMbIM 0CHAEMcsl 60NPOC UCHOAb30-
6GHUS PA3HOOOPA3HO20 UHCMPYMEHMAPUs event-meHeoNcMeHma.
Jlokazano, ymo eHympukopnopamueHvle event-meponpusmus mpe-
6YrOm CRAGHUPOBAHHO20 CMpame2u4ecko2o nooxooa. B npomuerom
cayuae 6yoym cayuativle mMepol U OONOAHUMENbHbIE PACX00bl, A pe-
3yavmam 6ydem paeHamuvcs Hyaw. s naanuposanus pabomol 6
OQHHOM HANPAGAEHUU He00X00uM yuem 6HYMPUKOPHOPAMUBHBIX
event-meponpusmuii 6 oouel cxeme peasusayuu PR-cmpameeuu.
Jlo paspabomku 6HympuKopnopamueHvix event-meponpusmuli He-
00X00UMO 8bl0eaums ux yeau, 3a0a4u u Habop uncmpymernmos. Ilpu
HAAUMUY 4emK020 NOHUMAHUS 0151 He20, noYemy U KaKum o0pazom
Dpaspabamulearomes: 6HymMpUKOPHOPAMUBHbIE eVent-Meponpusmuii,
coenacyemesi uncmpymenmapuii. OnpedeneHo, 4mo 045 YCHeWwHOU
pearuzayuu event-meponpusmuil Heodxooumo nocCmpoums muno-
60Ul NAAH, KOMOPbLL 6KAIOYACH: NepeueHb OCHOBHbIX MEPONPUSMULL
(6vicmasKu, npeseHmayuu, 3ace0anus <Kpyeavix cmoaoe», npecc-
KOHGhepeHyuu, aKyuu u m.n.); nepe4eHb OCHOBHbIX KOMMYHUKAUU-
onnbix kaunanoe (TB, paduo, eazemot, JcypHansvl, cneyuatvHble cnpa-
BOUHUKU, BHEWHUE PEKAAMHble HOCUMeAU U M.0.); nepeueHb Mame-
puUanos, Heobxooumwix 0451 HANOAHEHUS. KOMMYHUKAUUOHHBIX KAHA-

103



Yashkina N.V.

106 (noauepagus, MeKcmosvie MAmMepuanbl, CYy8eHUPHAs NPooyK-
Yust, UHGOPMAYUOHHBIE NANKY U M.N.); CRUCOK Y4ACMHUKO8 MEPON -
pusmuli (chuxepvl KOMRAHUU, NAPMHEPbl KOMAGHUU, KOHKYDEHMbL,
VIP-nepconbt, acypranucmol, apmucmot U m.o.); Ka1eHOapHblil nAaH,
6r00xcem. [lepcnexkmueoil danvHeluwiux uccaedo8anull s64semcs
@opmuposanue event-meponpusmuli, HanPaeAeHHbIX HA POPMUPO-
6aHUE KOHKYDEHMHbIX NPEUMYU4eCE.

KawueBbie cJjoBa: event-MeHeIXKMEHT,
BHYTPUKOPIIOPATUBHBIE €vent-MepoIrpusTHs, CTpaTernYecKuil
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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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