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strategy in the architectural and construction
industry;

changes in the legal environment and in the
standards of the industry may require the managers
of an architectural and construction company to
actively implement new approaches and strategies
in the personal selling;

infrastructure and urban development related to
urban growth creates new opportunities and
challenges for managers who must be prepared to
compete and win new clients through personal
selling;

interacting with architects, developers, investors
and other key industry players requires
architectural and construction company managers
to be highly skilled in communicating and personal
selling;

the need for sustainable development and energy-
efficient solutions in the construction sector
requires managers of architectural and construction
companies to be able to effectively convince clients
of the importance of these aspects during the
personal selling process;

the globalisation of the market for construction
services poses new challenges for managers, who
must be prepared to carry out personalised sales
with the different cultural and linguistic
characteristics of the clients;

the production and use of innovative technologies
in the construction industry means that architectural
and construction managers need to be able to
understand these processes in order to make a
successful personal selling.

It is in this context that successful personal selling
has a key role to play. The manager of an architectural
and construction company needs to be a skilled
communicator who is able to interact effectively with
potential clients, to understand their needs and to find
an individual approach to each one of them. In doing
so, it is important to consider not only the standard
features of a product or service, but also value to the
consumer, cost to the consumer, ease of use and
communicating the brand. The ability to adapt to new
market realities and to offer a personalised approach to
customers is therefore going to be key to succeeding in
today’s business environment.

Analysis of recent research and publications

Various aspects of this problem have been studied
and presented in the works of Ukrainian and foreign
scientists, such as F. Kotler, G. Armstrong [1],
I. Artimonova [2], N. Antoshkova [3], R. Zhaldak [4],
M. Druzhynin, R. Zhaldak, M. Nikolaieva [5], O. Se-
lezneva [6], Y. Kondratiuk [7], R. Bolton, K. Lemon
[8], I. Lytovchenko [9]; V. Orlova, O.Kuzmenko,
O. Serhieieva [10], N. Nosan [11], S. Chernobrovkina,
D. Horovyi [12], I. Budnikevych, N. Tafii [13],
O. Vyaletz [14], B. Nechytailo [15], O. Hromova [16],
A. Melnyk, Y. Kinash [17].

The analysis of the problem shows that the success
of personal selling in architectural and construction
companies is an important indicator of the
effectiveness of the professional activity of a manager.

This is confirmed by the recent researches and
publications of renowned Ukrainian and foreign
scientists in this field. They have highlighted the
importance of personal selling strategies and
techniques for the successful development of the
company and have studied various aspects of the
problem.

When studying personal selling, it is necessary to
take into account the constant changes in the global
economic system and the transformation of marketing.
The conditions of modern business, where it is
important to be able to adapt to changes and be creative
in approaches to selling products, underline the
relevance of this issue. In particular, the ability to
analyse the market, predict trends and adhere to the
company’s strategic objectives, in addition to the
ability to communicate with customers, is required for
successful personal selling. In the face of changes in
the modern world, continuous improvement of
personal selling skills will allow a manager to create
competitive advantages for his company and ensure its
stable development.

The aim of the article is to examine the impact of
the transformation of the marketing complex on the
success of personal selling in architectural and
construction firms; to identify the key factors affecting
the effectiveness of personal selling in a rapidly
changing environment; and to develop
recommendations to optimise the personal selling
strategy to achieve better results in a competitive
environment.

The main part

Influencing the market through marketing
strategies is extremely important for any business as it
is the key to the maintenance and development of its
success. The traditional marketing mix of product,
price, place and promotion [2] is known as the ‘4Ps’.
These four components are considered to be the main
factors influencing market demand and achieving
marketing objectives.

The problem with the traditional marketing mix,
however, is that it tends to focus on the needs of the
seller rather than on the real needs of the consumer.
This can lead to unsuccessful marketing strategies that
do not consider the real needs and wants of the market
[12]. In a situation such as this, it isimportant to rethink
the traditional approach and to look for new strategies
that are more effective. In this context, as suggested by
Robert Waterborne, it is important to rethink the
components of the marketing mix. In his view, there
should be a move from the ‘4Ps’ to the ‘4Cs’, where
the main elements will be value to the consumer, cost,
convenience, communication [18]. This approach will
allow us to take into account the needs of the consumer
in a more accurate way and to provide them with a
better service. Customer interaction can be improved
and the company’s competitiveness in the market
increased by changing the approach from ‘4Ps’ to
‘4Cs’. This approach focuses on the customer and their
needs, rather than on the product and its features.

For architectural and construction companies
operating in a complex and competitive industry,
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Robert Waterborne’s concept of moving from ‘4Ps’ to
‘4Cs’ is particularly relevant. An updated marketing
mix for such companies may include the following
components: meeting the real needs of customers
(customer), minimising the total cost of building (cost),
providing easy access to information about building
projects (convenience), and communicating effectively
with customers and building trust in the brand
(communication).

By adopting a new approach, architectural and
construction companies will be able to put their client
needs and wishes at the forefront of their thinking, as
opposed to the traditional focus on the product itself.
The result will be an increase in the company’s
competitiveness in the marketplace and an
improvement in customer satisfaction. Adherence to
the 4Cs will contribute to the acquisition of new
customers, the retention of existing customers and the
development of stable relationships with them.

The essence of each of the stages is described in the
following.

Element 1: Meeting the real needs of the customer
(customer). Meeting the needs and expectations of
clients is a key aspect of successful business for
architectural and construction companies. Clients in
the target market have high expectations in terms of
quality, service and price. Therefore, successful
companies need to offer not only the value of purchase,
but also the value of using their services and products.
The creation of value for customers contributes to an
increase in customer satisfaction, an improvement in
cooperation and an increase in customer loyalty [3].

Understanding and identifying the needs of their
clients is the first step for architectural and construction
companies. Only through the study of their
requirements and expectations will the company be
able to create products and services that will be of real
value to the customer [4]. This approach will be the
basis for an efficient use of resources and an increase
in competitiveness in the market place. It is vital for the
success of any architectural and construction company
to increase customer loyalty and provide added value
in the use of products and services. The company can
enhance its reputation and ensure stable and long-term
success in the construction services market by studying
the needs of the target client segment and providing
solutions that meet their expectations.

Element 2. Minimisation of the total cost of
construction (cost). As clients are always looking for
quality services and products at the best price,
minimising the total cost of construction for clients of
architectural and construction companies is an
important aspect of business [5]. Guided by the 4Cs, in
order to provide clients with maximum value and cost-
effectiveness in construction projects, companies
should look for ways to use resources efficiently and
optimise costs.

One of the ways to minimise overall costs for
clients is through the use of innovative construction
technologies and methods that reduce material costs,
labour costs and project delivery time [19].
Productivity can be significantly increased, energy
costs reduced and the quality of work improved

through the introduction of modern technologies.
Effective project management to ensure optimal
resource allocation, cost control and avoidance of
unnecessary expenditure is the second important
aspect. Companies that focus on managing costs
effectively are able to offer their customers more
competitive prices while continuing to provide a high
quality service. The third aspect is the identification of
the right suppliers and partners for the procurement of
materials and services at the best terms and conditions.
It is important to establish long-term and mutually
beneficial relationships with suppliers, which will help
to reduce the company’s costs and maintain its
competitive  edge. Continuously  improving
construction processes and finding new ways of
optimising costs is the fourth aspect. Companies can
work continuously to improve their performance and
provide clients with the most cost-effective
construction projects through the use of lean
approaches and other quality and cost management
methods [20]. In general, a comprehensive approach
and a constant search for new ways to optimise costs
and provide efficient and cost-effective solutions for
their clients is required to minimise the total cost of
construction for clients of architectural and
construction companies.

Element 3. Easy access to construction information
(convenience). For clients of architectural and
construction companies, easy access to information
about construction projects is an important issue [6].
Clients want to be able to get real-time information on
progress, changes and other important aspects of their
project. As a result, companies need to provide their
clients with easy and quick access to all the relevant
information about their construction projects.

Creating an online platform or application where
clients can view all relevant information about their
project is the first step in providing easy access to
construction project information. This can include
working plans, photo and video reports, working
schedules and the ability to communicate with project
managers and other professionals. Ensuring openness
and transparency in project management is the second
aspect. Clients value a sense of control and confidence
that their project will be built in accordance with the
plan and that the project will be a success. It is therefore
important to make sure that all the information about
the construction is available, that the most important
points are explained and that the client is involved at
every stage of the project. Using modern technology to
ensure the availability of information is the third
aspect. Technology can make it much easier for clients
to access information about construction projects, from
the introduction of remote monitoring and loT systems
to the use of cloud-based technologies for data storage
and sharing. Providing clients with a personalised
approach to accessing information is the fourth aspect.
It is important to create a personalised approach to
presenting information about a construction project
that meets the client needs and expectations, as each
client has unique requirements and needs. Providing
opportunities for customer feedback and collaboration
with the company’s service department is the fifth
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aspect. Customers should be able to submit questions,
comments and suggestions, receive timely responses
and participate in project decision-making. This will
improve communication with clients and make them
feel involved in the building process.

Element 4. Communicating effectively with clients
and building trust and confidence in the brand
(communication). A key component of success for
architectural and construction companiesis effective
communication with clients and building trust in the
brand [7]. Clients want to feel confident in the choice
they are making and want to be able to obtain the
necessary information [8]. Therefore, to build brand
trust and provide a sense of support and understanding,
it is important to ensure clear, open and effective
communication with clients.

Establishing a clear plan for communicating with
clients at each stage of the construction project is the
first aspect in ensuring effective communication. It’s
important to define when and how to communicate, set
expectations for sharing information and ensure there
is a point of contact for the client at all times. Using
different communication channels to achieve
maximum audience reach is the second aspect. A
variety of channels can help maintain constant contact
with customers, from traditional means such as phone
calls and emails to modern online platforms and social
media. Proactively responding to customer questions
and comments is the third aspect. Companies should be
prepared to answer all questions and to take into
account all the requirements of the customer. Customer
satisfaction and brand trust depend on the speed and
quality of responses. Ensuring clarity and openness in
all communications is the fourth aspect. When dealing
with a company, customers value honesty and
transparency. It is important to inform the customer
about all aspects of the project, including possible risks
and challenges, and to develop a joint plan of action to
deal with them. Maintaining relationships with clients
after the project is completed is the fifth aspect. In
order to build long-term relationships with clients and
maintain their trust in the company’s brand, it is
important to provide after-sales support, answer
questions and solve any problems that may arise [9].

We believe the characteristics of the concept
indicate the development of personalised marketing. In
order to create a deep connection between brands and
consumers, personalisation in marketing is a key
element. It should be noted that personalised marketing
is also crucial for architectural and construction
companies, as it is a key element of the customer
segmentation strategy according to F. Kotler [1]. It is
important not only to attract customers, but also to
ensure their full satisfaction and loyalty in today’s
competitive environment. The goal of personalised
marketing is to create a unique experience for each
customer that meets their needs and desires.

The first aspect in the implementation of
personalised marketing for architecture and
construction companies is the systematic collection
and analysis of customer data. This can include data on
their previous orders, their feedback, their
requirements and their preferences. The information

from these sources will help you to create a detailed
profile of each client and a better understanding of their
needs. Personalising goods and services is the second
aspect of personalised marketing. Companies can tailor
their services and projects to the specific needs of each
customer based on the data collected. The result is
customer  satisfaction and customer loyalty.
Maintaining long-term relationships with customers is
the third aspect. Not only is the acquisition of a
customer important, but so is the maintenance of
contact with the customer after the project has been
completed. This can include after-sales service,
communicating on a regular basis and offering special
deals to regular customers. Using technology for
personalisation is the fourth aspect. To support
personalised marketing, it is important to make
effective use of technology, such as CRM systems.
This will allow you to interact with your customers in
an effective way, store important information and
create personalised offers. Involving customers in the
project development process is the fifth aspect.
Customers can feel part of and contribute to the project
by being involved in the development process. As a
result, customer satisfaction increases and it is easier to
build long-term customer relationships.

In summary, personalised marketing is a powerful
tool for architectural and construction companies to use
in building successful relationships with their clients
[21]. It allows companies to respond more effectively
to clients’ needs and expectations, to increase
satisfaction, to retain clients and to create a unique
experience for each client.

The importance of personal selling as an indicator
of the effectiveness of the professional activity of the
manager of an architectural and construction company,
which ensures the economic success of the company,
is shown by the 4 C concept and the development of
individual marketing. Above all, the development of
individual marketing and the importance of personal
sales indicate that the effectiveness of the professional
activity of managers of architectural and construction
companies is measured not only by sales, but also by
the quality of interaction with customers, their
satisfaction and loyalty. Effective interaction with
clients makes it possible not only to get them to
cooperate, but also to create lasting relationships which
contribute to the economic success of the company.

Convincing the client to choose your company to
carry out their project is the essence of personal selling
in architectural and construction companies. In
particular, it is about the identification of the client
needs, the understanding of the client’s requirements
and the directing of all efforts towards the fulfilment of
these needs. Through personal selling, you can get to
know the client better, identify his or her wishes and
avoid any possible conflicts or misunderstandings
during the implementation of the project [10].

The process of personal selling involves a number
of stages aimed at effective communication and mutual
understanding with the customer, identification of their
needs and provision of individual solutions [11].

1. Identifying and prospecting: analysing the client
base to identify the most profitable customers is an
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important part of the personal selling process. In this
way, you can focus on the development of mutually
beneficial relationships with key customers and the
acquisition of similar customers.

2. Preparing to meet the client: before meeting the
customer, the manager must prepare carefully by
studying information about the customer’s needs and
wants, as well as preparing presentation materials and
talking points.

3. Meeting the client: when meeting the client, it is
important to create a trustworthy and professional
atmosphere that will promote a positive perception of
the company and its services.

4. ldentifying  the client needs:  When
communicating with the client, the manager should
listen carefully and ask questions aimed at identifying
the client needs and expectations. In this way you will
be able to identify the best solutions that will meet the
requirements of the client.

5. Presenting the product/service: in this stage, the
manager presents the company’s specific solutions and
services, highlighting their uniqueness and how they
benefit the client. It is important to point out how the
services offered will meet the needs and expectations
of the client.

6. Dealing with objections: if the client has doubts
or objections, the manager should be prepared to
discuss them and provide additional explanations to
help convince the client of the benefits of working with
the company.

7.Closing of the sale: after a successful
presentation and resolution of all potential client
questions, the manager should actively work towards
the closing of the deal and determination of the optimal
terms of cooperation.

8. Maintaining long-term relationships: once the
deal is closed, it is important to have regular
communication with the client, maintain high
standards of service and be available for support and
advice on future projects.

In addition to professionalism and technical
training, the ability to gain the trust and understanding
of the client, who relies on the manager as a specialist,
is essential to overall success in personal selling.

The ability to listen and feel the customer is a key
component of effective personal selling. This means
being proactive in identifying their needs, having the
ability to empathise with them and being prepared to
respond quickly to their changing needs. It is also
important to identify opportunities to add value or
improve the project, which further enhances the value
offered to the customer. Developing individual
personal selling strategies for managers is very
important in our view.

An individual personal selling strategy for a
manager in an architectural and construction company
is a unique approach to each client, with the aim of
gaining their co-operation and meeting their needs.
This means that, in order to achieve the most successful
results, the sales strategy must be adapted to the
personal needs, preferences and goals of each client.

Elements of individual personal selling strategies
can include analysis of customer needs, personal

contact, development of individual offers and the use
of technology to effectively engage customers.
Monitoring and analysing performance and providing
post-sales support are also important.

Here’s a closer look at the elements of a personal
selling strategy.

Carrying out a customer needs analysis is important
because it allows you to understand the factors that are
important to the customer when it comes to choosing a
housing or building solution [13]. For example, if the
client has a preference for environmentally friendly
materials and energy-efficient technologies, the
manager can offer projects or solutions that meet these
criteria. This analysis is the basis for the development
of the best solution for the customer, in line with his or
her needs and expectations. A family looking for a
home in a child-friendly location close to schools,
kindergartens and entertainment facilities is another
practical example. In this case, the manager can offer
properties that are in line with these requirements and
provide a comfortable environment for the children’s
development. In addition, budget, design and style
preferences and other individual factors may be taken
into account when analysing the client needs. For
example, the manager can offer budget options that
meet the customer’s financial capabilities or consider
financing options if the customer has a limited budget.
In this way, the analysis of client needs not only makes
it possible to identify the key requirements and
priorities of the customer, but also to offer individual
solutions that meet the unique needs of each customer.
The result is the development of long-term
relationships with clients, the fulfilment of their needs
and the achievement of successful transactions in the
architecture and construction business.

Indeed, a key element of successful cooperation in
the architecture and construction business is the
establishment of a personal relationship with the client.
A pleasant and friendly interaction makes it possible to
build up trust and a sense of comfort between the
manager and the client, which contributes to the
successful completion of the transaction [14]. For
example, the manager can identify common interests or
values that will help to build an even stronger
relationship with the client by responding to the
client’s individual needs and wishes. This could be a
shared interest in design, architecture or construction,
or a shared understanding of certain aspects of the
project. Establishing a personal connection can also
form the basis of a long-term relationship. The client
may choose the company for further projects or
recommend it to friends if the manager shows interest
and attention to the client, builds trust and mutual
understanding. A practical example of this is when a
manager shows an interest in the personal needs and
wishes of the client, as well as in their common
interests. For example, they can talk about common
hobbies or interests, which will help to build an even
closer relationship and will create positive emotions in
the client. Building trust, understanding and a fruitful
relationship in the future is an important stage of the
interaction.

42



ISSN:2226-2172

Ned(77), 2025

ECONOMICS: time realities

The offer of individual solutions for the client is an
important step in the interaction between the manager
of an architectural and construction company and the
client. The client’s interest can be stimulated and the
offer made more attractive by highlighting the benefits
of a particular project or the possibilities for design
refinement [15]. For example, the manager can offer
ways to refine the design or plan to meet the client
needs and desires if the client has expressed a desire to
own an existing project. This will allow the client to
see how the project can be adapted to meet his or her
needs and requirements, which will create a more
personalised approach and increase the likelihood of a
successful transaction. Furthermore, explaining all
aspects of the proposal to the client and giving them the
opportunity to ask questions is important.

The customer is more likely to make an informed
choice and accept the offer the more detailed and clear
the information provided. An example of a practical
application of this is when a manager of an
architectural and construction company offers a client
an individual solution for the design of a house that
suits his or her style and needs. The manager can gain
the client’s attention and reach a joint decision by
showing the benefits of this proposal and the
possibilities for improvement. Thus, an important stage
in the interaction that contributes to a successful
transaction and customer satisfaction is to provide the
customer with individualised offers that take into
account their needs and wishes.

In the interaction with a customer, a manager
should make use of modern technologies in order to
effectively attract customers. There is no doubt that
with the use of modern technologies a manager can
significantly improve the interaction with the customer
and make the process of co-operation more efficient
[16]. For example, customers can better imagine their
future home and make an informed choice through the
use of virtual tours or mock-ups. This approach allows
the client to see the design solutions, the layout and the
architectural features of the project in the most realistic
way possible. For example, a manager of an
architectural company can do virtual tours of a building
project with the help of software. This greatly
simplifies the selection and decision-making process
by allowing the client to walk through the house or
apartment online, feel the space and evaluate the
design. In order to be available to clients at any time
and at any stage of the transaction, it is also important
to be able to work effectively with online
communications. For example, you can easily and
quickly exchange information and documents and
respond to clients’ questions in real time by using chat
platforms, video conferencing or e-mail. An example
of the practical use of technology is when a manager of
an architectural company offers a client a virtual tour
of a house or apartment project, showing all the
benefits and features of the project. As a result, the
client has a better understanding of the scope of the
project and an improvement in the quality of
information perception. In this way, the use of modern
technologies allows the managers of architectural and
construction companies to improve the cooperation

with the clients and to make the process of interaction

more efficient and more comfortable for all parties.

Post-trade customer support may be the final stage
of an individual strategy. A manager can monitor the
quality of order execution, provide advice and make
recommendations for future improvements [17], and
perform a number of other functions to support the
customer after the transaction. In theory, this helps to
retain customers and ensure continued positive
relationships. Customers feel that their needs and
satisfaction are a top priority for the company, which
contributes to their loyalty and recommendation of the
organisation to others. A practical example of post-
transaction customer care could be: upon completion
of a housing project, a manager can contact the
customer to ensure that everything is in line with their
expectations and quality standards. In addition, he or
she can offer advice on the operation of the building,
practical maintenance tips and solutions to any
problems that may arise. In addition, the manager can
regularly send information about new technologies or
services that can improve the client’s life, or
recommend specialists to solve various problems. In
this way, post-transaction customer care is an
important stage in a manager’s strategy, which makes
it possible to maintain long-term relationships with
customers and ensure their satisfaction and loyalty to
the company.

In order to optimise the personal sales strategy of
architectural and construction companies, we offer the
following recommendations based on the study:

1. Continuous improvement of skills in effective
communication with clients:

— develop the ability to listen, empathise and
understand the client needs;

— improve presenting and persuading techniques;

— hecome acquainted with the technologies used in
personal selling (CRM systems, virtual reality,
etc.).

2. Implementation of an individual approach to
each customer:

— carry out a detailed analysis of the needs,
requirements and expectations of each individual
customer;

— develop unique propositions that best meet the
needs of a particular client;

— provide, at all stages of the
personalised customer support.

3. Increase emphasis on customer value creation:
— focus not only on the features of the product or

service, but also on the practical benefits it brings

to the customer;

— provide the customer with additional services and
advice that increase the value of the offer;

— offer flexibility in choosing solutions to suit their
budget and preferences.

4. The use of modern technologies for the
optimisation of the personal sales process:

— implement CRM systems for effective customer
relationship management;

— use virtual reality and 3D modelling tools to present
projects visually;

relationship,
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— actively use online channels to communicate and
interact with customers in real time.

5. Post-sale support and maintenance of customers:
monitoring of customer satisfaction and prompt
response:

— monitor and respond promptly to customer needs as
they arise;

— provide equipment
recommendations;
— keep the client informed of new products, services

and opportunities for collaboration.

By implementing these recommendations,
architectural and construction companies can optimise
their personal selling strategy, increase client
interaction efficiency and achieve better competitive
results.

Conclusion

The success of personal selling in architectural and
construction companies is a key indicator of the
professional performance of a manager. The role of
personal selling is becoming increasingly important in
the context of constant change and transformation in
marketing. In order to adapt to the new market realities,
managers in architectural and construction companies
need to improve their personal selling skills.

operation advice and

The ‘4Cs’ concept (consumer, cost, convenience,
communication) is important for architectural and
construction companies as it allows them to rethink the
traditional marketing approach and focus on customer
needs and requirements. The application of the 4Cs
will be a boost to the company’s competitiveness and
customer satisfaction.

Personalised marketing and a personalised
approach to customers are key success factors in

today’s business environment. Managers of
architectural and construction companies must
constantly improve their skills in effective

communication, the identification of client needs and
the provision of unique offerings.

Using modern technologies such as CRM systems,
virtual reality and online communication allows you to
optimise the personal selling process, increase the
efficiency of interacting with clients and ensure the
company’s competitive advantage.

Architectural and construction companies need to
implement a comprehensive personal selling strategy
that includes improved communication skills, a
personalised approach to clients, adding real value to
clients and projects, and the use of modern technology
in order to achieve high results in a competitive
environment. This approach will ensure the company’s

stable development and strengthen its market position.
Abstract

Introduction. The article deals with the issue of successful personal selling as an indicator of professional
activity effectiveness of an architectural and construction company manager in the context of marketing complex
transformation. The relevance of the topic is due to the constant changes in the global economy and marketing,
which require managers to improve their personal selling skills in order to ensure the competitiveness of the
company.

The purpose of the study is to examine the impact of the transformation of the marketing complex on the
success of personal selling in architectural and construction companies; to identify the key factors that influence
the effectiveness of personal selling; to develop recommendations for the optimisation of the personal selling
strategy.

Research methods. This article uses analytical, synthesising, generalising and comparative methods to study
theoretical and practical aspects of personal selling in architecture and construction.

Results of the study. The concept of the ‘4Cs’ is analysed as an alternative to the traditional marketing complex
of the ‘4Ps’, which allows for a better consideration of the needs of the consumer. The key elements of the new
marketing complex for architecture and construction companies are identified and justified: value for the customer,
total cost for the customer, product availability, effective communication with customers. The importance of
individual marketing and a personalised approach to the client for a successful personal selling strategy is
considered. The elements of an individual personal selling strategy are proposed: analysis of the customer’s needs,
establishment of a personal relationship, provision of individual solutions, use of modern technologies, after-sales
service.

Conclusions. The success of the personal selling is a key indicator of the effectiveness of the professional
activity of the manager of an architectural and construction company. In order to achieve high results, it is
necessary to implement a comprehensive strategy for the optimisation of personal selling, including the
improvement of communication skills, an individual approach to clients, the creation of real value in offers and
the use of modern technologies. This approach will be a guarantee of the company’s stable development and the
strengthening of its market position.

Based on the study, the author offers a number of recommendations for optimising the personal selling strategy
for architectural and construction companies, in particular: continuously improve effective communication skills
with clients, introduce an individual approach to each client, strengthen the focus of the individual offer on creating
value for the client, use modern technologies to optimise the personal selling process, and ensure continuous
support and maintenance of clients after the transaction is completed. Implementing these recommendations will
enable architectural and construction companies to optimise their personal selling strategy, increase the efficiency
of interacting with clients and achieve better results in a competitive environment.

44



ISSN:2226-2172 Ned(77), 2025 ECONOMICS: time realities

Cnucok aiteparypu:

1.
2.

3.

10.

11.
12.
13.

14.

15.

16.
17.

18.
19.

20.

21.

Kotnep ®., Apmcrponr I'. OcnoBu mapkerunry. K.: Haykosuii cBit, 2022. 880 c.

AprimonoBa [.B. KoHremniiss MapKeTHHT-MiKCY K OCHOBA ITPOTrPaMHO-IIITFOBOTO iIXOY JI0 OpraHi3ariil
MapKETHHTOBOI IiSUTBHOCTI MiIpHeMCTBA. AKTyanbHI mpobnemu ekoHoMmiku. 2010. Ne 4. C. 94-101.
AnromkoBa H.A. KiieHToOpi€eHTOBaHMI CepBIC SK IPIOPUTETHUI CIIOKMBYMKA 3alUT CIIOKHBAYiB
mianpreMcTBa pecropaHHoro rocmomapetea y XXI cromitri. BicHuk XMeNnbHUIBKOTO HAI[iOHATBHOTO
yHiBepcurery. 2019. Ne 6. Tom 1. C. 14-18.

Kanmax P.1O. IndopmarnitiHo-aHaTiTHIHUNA Oa3KC OIIHIOBAHHSA HAIIHHOCTI BUKOHABINB OYIiBEITBHIX
MpoekTiB. MicToOYmyBaHHs Ta TEPUTOpiabHE IUTaHyBaHHs: HayK.-TeXH. 30. K., KHYBA, 2024. Bum. 85.
C. 211-223. DOI: 10.32347/2076-815X.2024.85.211-223.

Hpyxunia M.A., XKannak P.}O., Hikomaea M.FO. OHoBIeHHS Mojeiei opraHizamii OyIiBHHUIITBA B
KOHTEKCTI X aJanTOreHHOCTI JI0 CYYacHMX YNPABIIHCHKUX Ta LU(QPOBUX TEXHOJOTIH. YTpaBiiHHS
PO3BUTKOM CKIagHuX cucteM. Kuis, 2022. Ne 52. C. 73-83.

CenesnboBa O.0. MapkeTHHIroBe JOCTI/DKEHHsI Oy/AiBEeNbHUX MinnpueMcTB. HaykoBuid BicHHK
Y KropoJCbKOro HallioHaJbHOro yHiBepcutery. Cepis: MiKHapoIHI €eKOHOMIYHI BiJTHOCHHH Ta CBiTOBE
rocrionaperso. 2017. Bum. 13. Y. 2. Vxropoa: Ykropoackkuii HarlioHaabHuUi yHiBepcureT. C. 109-113.
Kongpatiok 1O.B. CrpateriudHe ympaBiiHHS pPO3BHTKOM JIiSUIHOCTI OYIiBENIbHHUX ITiIIPHEMCTB.
HaykoBo-BupoOHuuwmii sxypHan «bisnec-HaBiratop». K., 3axmam Bumioi ocBith «MiXHapOIHUN
yHiBepcuTeT 0i3Hecy Ta npasay. 2021. Bum. 2 (63). C. 7-12.

Bonron P.H., Jlumon K.H. J/luHamiuHa Mojellb BUKOPHCTaHHS MOCIYT KIIEHTAMU: BUKOPHCTAHHS SIK
JIOTIOMDKHHIM 3aci0 Ta HACiIOK 3aa0BoneHHs. JKypHan MapKeTHHIOBUX Jociikens. 2017. Ne 36 (2).
C.171-186.

MapKeTHHIOBI Ta JIOTICTUYHI aCHEKTH JiSUTHOCTI €KCIIOPTHO OPIEHTOBAHUX MIAMPUEMCTB: MOHOTpadisl.
3a 3ar. pen. n.e.H., npod. L.JI. JluroBuenko. K.: ®OII I'ynsesa B.M., 2022. 512 c.

Opmnosa B.M., Ky3zemenko O.B., Cepreesa O.P. OcoOucTrii mposiaxk y TOPTiBIIi SIK CKJIAZ0Ba KOMYHiKaIlii
3 KIIIEHTOM. €BPOIEHCHKUIT BEKTOp €KOHOMIYHOTO po3BUTKY. 2022. Ne 1. C. 67-79. DOI: 10.32342/2074-
5362-2022-1-32-7.

Hocanp H.C. IlepconanpHuii mpopax sk e(QeKTHBHUHA eJeMEHT MAapKeTUHI'OBUX KOMYHIKallil
MPOMUCIIOBUX MiANpHeEMCTB. ArpocBiT. 2016. Ne 19. C. 19-23.

UepnoOposkina C.B., TopoBuii J[.A. dopmyBaHHs 3aco0iB MapKETHHIOBUX KOMYHIKaIlii
MaIMHOOYAIBHUX MiAIpUeMCTB: MoHorpadis. Xapkis: Bunaseup IBanuyenko 1.C. 2023. 230 c.
Bynnikepuy .M., Tadiit H.B. Meroauka nocnmipkeHHsT AyMOK 1 BpaKeHb KIIEHTIB SIK OCHOBa
IHHOBALIIHHOTO IMiJXOAy B MapKETHHTY Ha PHHKY >KUTJIOBOI HepyxoMocTi. 30ipHMK HAyKOBHX Mpallb
TaBpilicbkoro Jep:kaBHOTO arpOTEXHOJIOTYHOr0 yHiBepcuTeTy iMeni [IMutpa MotopHOro (€KOHOMIUHI
Hayku). 2023. T. 1. Ne 47. C. 190-207. DOI: 10.31388/2519-884X-2023-47-190-207.

B’suens O.B. Cucrema ynpaBiliHHS B3a€MOBITHOCHHAMH 3 KJIIEHTaMHU: TEOpETHYHUI acrnekT. Haykosi
npaii HauionaneHoro yHiBepcureTy xapuoBux texHounoriit. 2019. T. 25, Ne 3. C. 90-95.

Heuwraiino b. Ponp nepconanizoBaHuX IIHOBUX TPOMO3UIIIN Yy IMiABHUIIIEHHIKOHKYPEHTOCIIPOMOXKHOCTI
TeNneKOMyHIKalliiHux kommaHiil. ExoHomika Tta cycminberBo. 2024. Ne 66. DOIL: 10.5281/
zeno0do.13937048.

I'pomoBa O.€. BukopuCTaHHs IHHOBAI[IMHUX TEXHOJOTIN JUIs MiABHIIEHHS CBIiOMOCTI PO OpeHI.
EdexruBHa exonomika. 2024. Ne 5. DOI: 10.32702/2307-2105.2024.5.2.

Menbauk A.O, Kunam 10.€. Po3poOka mijcrcTeMu aBTOMAaTH30BAHOTO YIPABIIHHS BiJHOCHHAMH 3
KJieHTamMu Manoro 0i3Hecy. KoM 1oTepHO-1HTErpOBaHi TEXHOJIOTIT: OCBiTa, HayKa, BUPOOHUIITBO. 2024.
Bum. Ne 54. C. 27-35. DOI: 10.36910/6775-2524-0560-2024-54-03.

Lauterborn R. New Marketing Litany: 4P’s Passe; C-Words Take Over. Advertising Age. October 1,
1990. P.26.

Yashchenko O., Makatora D., Kubanov R. Ensuring the economic and environmental development of the
architecture and construction industry: theoretical concepts and applied development paths. BicHuk
Kpemenuympkoro HamioHansHOTO YHiBepeuretry iMeri Muxaitna Octporpancekoro. Kpemenuyk: KpHY,
2023. Bum. 6 (143). C. 32-40. DOI: 10.32782/1995-0519.2023.6.4. [Enexrponnuii pecypc]. — Pexum
nocrymy: https://visnikkrnu.kdu.edu.ua/statti/2023 6 _32.pdf.

Kubanov R., Makatora D., Prusov D. Economic constant of introducing resource-saving technologies at
a construction company in an unstable marker environment with limited resources. ExoHomika Ta
CYCITITBCTBO:  €eKTpoH. Kyp. 2024. Ne 59. DOI: 10.32782/2524-0072/2024-59-9. [EnekrpoHHuit
pecypc]. — Pexxum moctymy: https://economyandsociety.in.ua/index.php/journal/article/view/3264/3187.
Makatora D., Kubanov R., Yashchenko O. Marketing strategy for constructing and promoting love-rise
buildings. Bicauk XMenpHHUIIEKOT0 HallioHANBHOTO YHiBepcuTeTy. Cepist: Exonomiuni Haykn. 2024. No.
328 (2), C. 88-94. DOI: 10.31891/2307-5740-2024-328-13. [Enekrponuuii pecypc]. — Pexxum mocrymy:
https://heraldes.khmnu.edu.ua/index.php/heraldes/article/view/93/95.

References:

Kotler, F., Armstrong, G. (2022). Fundamentals of Marketing. Kyiv: Naukovyi svit. 880 p. [in Ukrainian].
Artimonova, 1.V. (2010). The concept of marketing mix as the basis of a program-targeted approach to
organizing the marketing activities of an enterprise. Current problems of economics, (4), 94-101 [in
Ukrainian].

45



Makatora D.A., Kubanov R.A., Kulikov O.P. Successful Personal Selling as an Indicator of Professional Activity Effectiveness of an Architectural

and Construction Company Manager in the Context of Marketing Complex Transformation

10.

11.
12.

13.

14.
15.
16.

17.

18.
19.

20.

21.

Ot

Antoshkova, N.A. (2019). Customer-oriented service as a priority consumer demand of consumers of a
restaurant enterprise in the 21st century. Bulletin of Khmelnytskyi National University, 1(6), 14-18 [in
Ukrainian].

Zhaldak, R.Yu. (2024). Information and analytical basis for assessing the reliability of construction
project performers. Urban planning and territorial planning: scientific and technical collection, Kyiv,
KNUBA, (85), 211-223. DOI: 10.32347/2076-815X.2024.85.211-223 [in Ukrainian].

Druzhinin, M.A., Zhaldak, R.Yu., Nikolaeva, M.Yu. (2022). Updating construction organization models
in the context of their adaptogenicity to modern management and digital technologies. Management of
complex systems development, Kyiv, (52), 73-83 [in Ukrainian].

Seleznyova, O.0. (2017). Marketing research of construction enterprises. Scientific Bulletin of Uzhgorod
National University. Series: International Economic Relations and World Economy, Uzhgorod:
Uzhgorod National University, (13)-2, 109-113 [in Ukrainian].

Kondratyuk, Y.V. (2021). Strategic management of the development of construction enterprises.
Scientific and Production Journal "Business Navigator®, Kyiv, Higher Education Institution
"International University of Business and Law", 2(63), 7-12 [in Ukrainian].

Bolton, R.N., Limon, K.N. (2017). Dynamic Model of Customer Service Use: Use as an Auxiliary Means
and a Consequence of Satisfaction. Journal of Marketing Research, 36 (2), 171-186 [in Ukrainian].
Lytovchenko, I. L. et al. (2022). Marketing and Logistics Aspects of Export-Oriented Enterprises:
Monograph. Editor-in-Chief Doctor of Economics, Prof. I.L. Lytovchenko. Kyiv: FOP Gulyaeva V.M.
512 p. [in Ukrainian].

Orlova, V.M., Kuzmenko, O.V., Sergeeva, O.R. (2022). Personal Selling in Trade as a Component of
Communication with the Client. European Vector of Economic Development, (1), 67-79. DOI:
10.32342/2074-5362-2022-1-32-7 [in Ukrainian].

Nosan, N. S. (2016). Personal selling as an effective element of marketing communications of industrial
enterprises. Agrosvit, (19), 19-23 [in Ukrainian].

Chernobrovkina, S.V., Gorovyi, D.A. (2023). Formation of marketing communications tools of machine-
building enterprises: monograph. Kharkiv: Publisher Ivanchenko I. S. 230 p. [in Ukrainian].
Budnikevich, .M., Tafiy, N.V. (2023). Methodology for studying the opinions and impressions of clients
as the basis of an innovative approach in marketing in the residential real estate market. Collection of
scientific papers of the Tavria State Agro-Technological University named after Dmitry Motorny
(economic sciences), 1(47), 190-207. DOI: 10.31388/2519-884X-2023-47-190-207 [in Ukrainian].
Vialets, O.V. (2019). Customer relationship management system: theoretical aspect. Scientific works of
the National University of Food Technologies, 3(25), 90-95 [in Ukrainian].

Nechytaylo, B. (2024). The role of personalized price offers in increasing the competitiveness of telecom-
munications companies. Economy and Society, (66). DOI: 10.5281/zenodo.13937048 [in Ukrainian].
Gromova, O. E. (2024). Using innovative technologies to increase brand awareness. Effective Economy,
(5). DOI: 10.32702/2307-2105.2024.5.2 [in Ukrainian].

Melnyk, A.O., Kinash Yu.E. (2024). Development of a subsystem for automated management of
relationships with small business customers. Computer-integrated technologies: education, science,
production, (54), 27-35. DOI: 10.36910/6775-2524-0560-2024-54-03 [in Ukrainian].

Lauterborn, R. (October 1, 1990). New Marketing Litany: 4P’s Passe; C-Words Take Over. Advertising
Age (p. 26) [in English].

Yashchenko, O., Makatora, D., Kubanov, R. (2023). Ensuring the economic and environmental
development of the architecture and construction industry: theoretical concepts and applied development
paths. Bulletin of the Kremenchuk National University named after Mykhailo Ostrohradsky, 6 (143), 32—
40. DOI: 10.32782/1995-0519.2023.6.4. Retrieved from: https://visnikkrnu.kdu.edu.ua/statti/
2023_6_32.pdf [in English].

Kubanov, R., Makatora, D., Prusov, D. (2024). Economic constant of introducing resource-saving
technologies at a construction company in an unstable marker environment with limited resources.
Economy and Society: electronic journal, (59). DOI: 10.32782/2524-0072/2024-59-9. Retrieved from:
https://economyandsociety.in.ua/index.php/journal/article/view/3264/3187 [in English].

Makatora, D., Kubanov, R., Yashchenko, O. (2024). Marketing strategy for constructing and promoting
love-rise buildings. Bulletin of Khmelnytsky National University. Series: Economic Sciences, 328 (2),
88-94. DOI: 10.31891/2307-5740-2024-328-13. Retrieved from: https://heraldes.khmnu.edu.ua/
index.php/heraldes/article/view/93/95 [in English].

Ilocunanna na cmammio:

Makatora D.A. Successful Personal Selling as an Indicator of Professional Activity Effectiveness of an Architectural and Construction
Company Manager in the Context of Marketing Complex Transformation / D.A. Makatora, R.A. Kubanov, O.P. Kulikov // Exonomixa:
peanii  uacy. Haykoeuti  ocypan. - 2025, - Ml (77). - C.38-46. —  Pexcum  Odocmyny:
https://feconomics.net.ua/files/archive/2025/No1/38.pdf.

DOI: 10.15276/ETR.01.2025.5. DOI: 10.5281/zenodo.14969178.

Reference a Journal Article:

Makatora D.A. Successful Personal Selling as an Indicator of Professional Activity Effectiveness of an Architectural and Construction
Company Manager in the Context of Marketing Complex Transformation / D.A. Makatora, R.A. Kubanov, O.P. Kulikov // Economics:
time realities. Scientific  journal. - 2025, - Ml 7). - P. 38-46. - Retrieved from:
https://feconomics.net.ua/files/archive/2025/No1/38.pdf.

DOI: 10.15276/ETR.01.2025.5. DOI: 10.5281/zen0do.14969178.

@ This is an open access journal and all published articles are licensed under aCreative Commons " Attribution™ 4.0.

46



	DOI: 10.15276/ETR.01.2025.5
	DOI: 10.5281/zenodo.14969178
	UDC: 33.339: 338.5: 339.13.01
	JEL: L81, М12, М54

