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Event Management as a Tool of Marketing Communications

The organization of special events is an integral part of society at all stages of its development.
Event management, as a special type of marketing communications, can be talked about when organi-
zational theory begins to develop, and organizers of special events are allocated to separate depart-
ments, teams and small businesses. The growth of the corporate sector became the impetus for the
development of this industry. Growing companies needed services to organize business conferences,
exhibitions, corporate events and more. The logistics of these events, the search for suppliers, the
organization of the project team have become an unbearable burden for corporate activists, which has
allowed professionals in this field to distinguish themselves into a separate business area [1].

Event marketing is:

1) a type of integrated marketing communications, which is a set of events aimed at promoting
the brand in internal and/or external marketing environment by organizing special events;

2) services for the organization of special events [1].

Event marketing is a tool that can turn advertising into a free gift, holiday, show, and grab an
audience by surprise when they are not ready to defend themselves [2]. Nowadays, more and more
companies are using the way to convey promotional messages through events — this is the most effective
tool for direct communication with consumers, business partners, and often employees of the company.

Through direct contact, which is formed during the event, you can more accurately and
effectively influence the buyer. The purpose of organizing such events is to showcase the product,
brand, and anything, clearly showing all its advantages, qualities and properties. Also, events of this
kind are often organized for the purpose of presenting new services, sharing experience, finding new
strategic partners and more [1].

One of the obvious advantages of using event management in marketing communications is to
make personal contact with the audience not only with the brand/product, but also direct contact with
brand representatives (not only with hired promoters or consultants). We can add the duration of con-
tact here and create a range of emotional experiences that are directly related to the brand/product — as a
result, we get brand and audience connection, that helps, one way or the other, come in public relations.

The advantages of the application of event management in marketing communications:

1) building a successful brand;

2) it is a reason to create a PR campaign;

3) bright launch of the product on the market, which remains in the memory of the consumer;

4) the image of the company becomes manageable;

5) the brand is promoted by promoting the brand event;

6) groups of loyal customers are formed,

7) products of impulse demand are being promoted,;

8) long-term sales increase;

9) a team of like-minded employees is formed;

10) increasing media attention;

11) increasing foot traffic (the number of buyers that enter the location of companies store, mall etc.);

12) creating valuable connections with tops of the field;

13) getting positive reviews;

14) getting a new material for your blog posts;

15) receiving more feedbacks from customers [3; 4].

At present, event management acts as a so-called unconventional marketing tool, which in the
course of its activity allows to transform the audience, which personally participates in the event, into
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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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