YJIK 330.342:659.441
) bopuwrkesuu 1. I.l,“IT’}IInHullyK L ﬂz
IINTAHYBAHHS PR-KAMITAHII HA ITPUKJIAJII TPOMA/ICBKOI OPTAHI3AINII

[pukapnarchbKuil HalliOHATLHUI yHiBEpcHTET iMeHi Bacuiis
Credanuka,

MiHiCTepCTBO OCBITH i HAYKH YKpaiHwy,

kadeapa ynpasiiHHs Ta Oi3HeC-aAMiHICTpYBaHHS,

ByJ. llleBuenka, 57, M. IBano-DpanKiBCHK,

76000, Ykpaina,

tei.: +38 (095) 867 84 11

e-mail: iryna.boryshkevych@pnu.edu.ua

ORCID 0000-0001-7508-6556

[IpukapnarTcbKUii HAl[iOHAIBHUI YyHiBepcuTeT iMeHi Bacuiis
Credanmuka,

MiHICTepCTBO OCBITH 1 HAYKH Y KpaiHu,

kadenpa ynpasiiHHA Ta Oi3HEC-aIMiHICTPyBaHHS,

By llleBuenka, 57, M. IBaHo-DpaHKIBCHK,

76000, Ykpaina,

Ten.: +38 (099) 321 7571

e-mail: iryna.piatnychuk@pnu.edu.ua

ORCID 0000-0003-2876-6422

Anotanisgs. PR sBnsge coboro OaraTOryiaHOBY JiSUTBHICTH 13 JIOCSTHEHHS IIUIEH,
He3aNexXHo Bij ramysi. HeoOxinHuM € BHOKpeMieHHs 1iHHOCTI PR depe3 nmpusmy cycninbHOT
JYMKH, 1[0 CTAaHOBHTH INpeJMET BHBUCHHs i aHani3 PR-menemkmenty. Came rpomajchka
IyMKa Ja€ MOXIUBICTh MEPEUTH 1O MAialory Yy CYCHITbHUX BIJHOCHHAaX Ta pI3HHUX
E€KOHOMIYHUX CTPYKTypax. AJDKE y JEMOKPAaTHYHOMY CYCIJIBCTBI HEMOXJIHMBI Oy/b-sKi
CYTT€BI 3MiHM 0€3 BHMBUEHHS TPOMAJACBKOI ITYMKHM W TOTOJDKEHHS 3 TI'POMAaISHCHKUM
cycrinbeTBOM. PR Takox BkItodae y cede iMiK, pemyTaliro Ta OpeHa. Y craTTi po3risHyTO
TEOPETHYH] 3acau 3B’S3KIB 3 TIpoMaJCchKicTio. HaBeneHO airopuT™ IUIaHYBaHHS Ta
peamizamii PR-kammanii uepe3 ¢opmyny RACE: research, action, communication Ta
evaluation. Bucsitiieno eranu 1uiaHyBaHHs PR-kammnasii, 70 SIKUX BiTHECEHO: IOCTAHOBKY
npoOyeMu, METy Ta 3aBIaHHs 3aiiicHeHHs PR-kammanii, BU3HAYeHHS IIILOBOI ayaWTOPIi,
BUOIp KaHaIIB KOMYHiKalli Ta iX TecTyBaHHs, (OpMyBaHHS IUIaHY 3aXOJiB Ta OLIHKY
eeKkTUBHOCTI peanizoBaHoi PR-kammanii. 3aificHeHo ruianyBaHHs PR-kamnanii Ha nmpukiiazi
rpomajcbkoi opranizauii «lllkona 6i3Hecy 1 MEHEIKMEHTY». BcTaHoBneHo mpobiemy, Ky
MOTPIOHO BUPIIINTH, BU3HAUYEHO METY, 3aBJaHHS Ta ILUIbOBY ayauTopio. Jlo OCHOBHHX
KaHaliB KOMYyHiKalii OyJ0 BiJHECEHO: MPOCYBaHHS yepe3 OQIUiHHMNA CalT TpoMaachKOi
opranizanii «llIkoma Oi3Hecy 1 MEHEIKMEHTY», MOIIMpEeHHs iHdopMallii y CcoLiaJbHUX
mepexax (Facebook Ta Instagram) Ta mpoBeneHHs TeMaTHMYHHMX iBEHTIB. 3a pe3ysibTaTaMu
3M1MCHEHOr0 OCHUMApKIHTy KOHKYPEHTO3/JAaTHOCTI, OYyJI0 3ampOIOHOBAHO HOBY CTPYKTYPY
odimiitHoro calTy OCBITHBOI Tpomajachkoi opranizamii. JlocmimkeHo ocobmuBocti SMM
IIPOCYBaHHs, IlepeBarl BUKOPUCTAHHS TapreTOBaHOI peKJIaMU Ta BUKOPUCTaHHS IHTepHETYy B
PR. Po3po0neHo KOHTEeHT-IIaH myOutikamii JUisl AOCHIKyBaHOI IPOMaJIChKOI Oprasizaiii.
3anmpornoHOBaHO TPOBOJUTH 1BEHTH Il Tpomajachkoi opranizamii «lllkonma Oi3Hecy 1
MEHEJDKMEHTY» y BHUIJIAJI BIJKPUTUX TPEHIHTIB 4K BeOiHApiB. IBEHT-MEHEIKMEHT CIpHSE
MMPOCYBAHHIO MOCIIYT OpraHizaiii Ta 3a0e3nevye MiIBUIICHHS 11 BIII3HABAHOCTI.

KurouoBi cioBa: 3B’s3ku 3 rpoMajceKicTio, PR-mMenemxment, PR-kammnanisi, iBeHT,
1BEHT-MEHEDKMEHT, IMiJK, SMM), KOHTEHT-TUIaH, TpOMaJiCbKa OpraHi3aiisl.
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Abstract. PR is a multifaceted activity to achieve goals, regardless of industry. It is
necessary to highlight the value of PR through the prism of public opinion, which is the
subject of study and analysis of PR management. It is public opinion that provides an
opportunity to move to dialogue in public relations and various economic structures. After all,
in a democratic society, no significant changes are possible without studying public opinion
and agreeing with civil society. PR also includes image, reputation and brand. The article
discusses the theoretical foundations of public relations. The algorithm of planning and
implementation of PR-campaign through the RACE formula: research, action, communication
and evaluation is given. The stages of PR-campaign planning are covered, which include:
setting the problem, goals and objectives of the PR-campaign, defining the target audience,
selecting communication channels and testing, forming an action plan and evaluating the
effectiveness of the PR-campaign. The PR-campaign was planned on the example of the non-
governmental organization “School of Business and Management”. The problem to be solved
is defined, the purpose, tasks and target audience are defined. The main channels of
communication included: promotion through the official website of the non-governmental
organization “School of Business and Management”, dissemination of information on social
networks (Facebook and Instagram) and thematic events. Based on the results of the
competitiveness benchmarking, a new structure of the official website of the educational
public organization was proposed. The peculiarities of SMM promotion, the advantages of
using targeted advertising and the use of the Internet in PR are studied. A content plan of
publications for the researched non-governmental organization has been developed. It is
proposed to hold events for the non-governmental organization “School of Business and
Management” in the form of open trainings or webinars. Event management promotes the
organization’s services and increases its recognizability.

Key words: public relations, PR management, PR campaign, event, event management,
image, SMM, content plan, non-governmental organization.

Beryn. YV cywacHuXx yMmoBaxX TpOMaJIChKI OpraHizamii Juisi TOro, 100 MiABUIIUTH
pe3ynbTaTu CBO€1 MiSIBHOCTI Ta TMOKPAIIMTH BJIACHHWM IMIJK, pemyTalilo Ta JOBipy 31
CTOPOHHM TPOMAJICBKOCTI, TOBHHHI 0cOONMMBY yBary mnpuaiiata PR-menemxmenty. PR-



MEHEJDKMEHT € HEB1JI'€MHOIO CKJIaJIOBOIO YIPABIIHCHKOI JiSUIBHOCTI, OCHOBHUM 3aBIaHHAM
K01 € (popMyBaHHs O3UTUBHOI TyMKH PO OpraHizalliio 31 CTOPOHM YCIX cTelKxonaepiB. Sk
3aznaugae O. . [leper’siako, public relations (PR) siBisie co00r0 «ympaBiiiHHS CIPUHHATTAM
MIEBHOT'O MIPOAYKTY, IOCITYTH, OpraHizamii 9u ocodu, 3a1i1si GopMyBaHHS IUITOBOTO BPAKCHHS
mpo Hux» [1, c. 424]. Pezynberatom PR € BinmoBigHa moBeAiHka opraHizamii Ta i po3yMiHHS
TPOMAJICBHKICTIO. SIK BigKpHTa cHCTeMa, BOHa Tmieperdadae po3B’s3aHHA icHyrounx PR-
npobieM B oOprasizamii Ta BKIIOYae Taki €JNEMEHTH NpOoLeCy YHpPaBIiHHSA: BHU3HAYECHHS
npoOieMu, IJIaHYBaHHA Ta TMpOrpaMyBaHHS, [ii Ta KOMYHIKallil0, a TaKOX OLIHKY
npoBeeHuX 3axofdiB. Cepea OCHOBHMX 3aBlaHb, SIKI BUpilrye PR-MeHEIXKMEHT MoxHa
BUOKPEMHUTH HACTYIHI: HAaJaro/[p)KeHHd Ta MIATPUMKA JOBIOCTPOKOBHX BIJHOCHH 13
napTHepamu; 1HGOPMYBaHHS YCiX 3alliKaBlIeHHX OcCi0 Mpo iCHyBaHHS oprasizamii Ta i
JISUIBHICTD; MIATPUMAaHHS BJKE 1ICHYI0YOI0 IMIJIKY Ta peryTallii oprasizauii Ta ii npaiBHHUKIB;
HaJIaro/KEHHs CHIiBOpall i3 JAEp)KaBHUMHM Ta MiICLIEBUMH OpraHaMu BJaJad; CTBOPEHHS
MO3UTUBHOTO OpeHAy poOOTOAABI; YCYHEHHS MPOOJIEM, 110 MOXYTh BHHMKHYTH 13 BHUHU
opranizanii Tomo [2, c. 161]. MoxHa cka3aTH, 10 AOBIOCTPOKOBHH YCHIX Oprasizamii Ta
3pocTaHHsA i1 KOHKYPEHTOCTIPOMOXXHOCTI HEMOXJIMBO TiependauynTu 0e3 3B’S3KIB 3
IPOMAJICHKICTIO. BOHU BifIrpaioTh KIIIOYOBY poiib IpU (hOPMYBaHHI KOPIIOPATUBHOTO IMIIXKY,
IT1JIBUIIICHH] BITI3HABAHOCTI OpraHizarlii, maTpuMIl po3po0JIeHOT MApKETHHTOBOI CTpaTerii Ta
PO3B’sA3aHHI IPO0JIEeM y KpU30Bi MEpiou.

IlocTaHoBka 3aBAaHHA. Y OUIBIIOCTI KEPIBHUKIB BITYM3HSHUX OpraHizamiil TUTBKH
3apOJKYETBCSL PO3YMIHHS TOTO, IO YIPABIATH MOTPIOHO He jauile (hiHAHCAMHM, IEPCOHATIOM,
MapKETHHTOM, ajié ¥ 30BHINIHIMHU 3B’S3KaMU OpraHizamii, ii iMiJpKeM, SKUH TMO-pi3HOMY
IHTEpIPETYIOTh Pi3HI cTelkxonaepu. IMimk opranizanii Hal4acTilie po3yMilOTh SIK TEBHHUN
obpa3 y cBimomocTi 3amikaBieHux ctopid [3, ¢.80]. OCHOBHOIO METOIO IMIIKY € TaKOX
HapOILEHHS KOHKYPEHTHHX IepeBar, 3aJlydyeHHs 1HBECTHIH, HAJAroJKeHHS 1 PO3MIMPEHHS
napTHepchKuX 3B’s3kiB [4, c¢.52]. Opniero 3 HalBaKIMBIIIMX CKIAAOBUX (OpPMyBaHHS
MO3UTHUBHOTO IMIKYy € TpaBWIbHO oOpraHizoBanuii PR-Menemxment, mo mnependadae
peanizamito nmepHoro komiuiekcy PR-3axoxiB. Meroto crarti € turanyBaHHs PR-kammanii Ha
MpUKIANi Tpomanackkoi oprarizamii «lllkoma Oi3Hecy 1 MEHEIKMEHTY». MeToaudHuMU
3acajJlaMu HAyKOBOTO JOCII/DKEHHS € HAayKOBI Mpalli BITYM3HSHUX Ta 3apyODKHHUX BUYCHUX,
JIOT1YHO-TEOPETUYHUI METOJl, METOAM Y3araJlbHEHHs, I'PYIyBaHHs], a TaKOX CHTYyalliiHUH,
CUCTEMHHH Ta rpadiaHmii.

PesyabTaTn. PR 3a3Buyaii peamizyerbcsi B paMKax TpbOX UITKO BH3HAYEHUX
OpraHizaliiHMX YCTaHOBOK: JEp>KaBHOTO YU YpPSJIOBOIO CEKTOpY, MPUBATHOTO YU Oi3Hec-
CEKTOPY Ta COIaJIbHOTO HEKOMepIiifHOro cekropy. [IpoTe, 3a ocTaHHI NECATUIITTA MEXI MiXK
3a3HAYCHUMH CEKTOPaMHU CTEPJIHMCS 1 3 SIBHIMCS HOBI iHimiaTHBH Ta BUKIMKH [5, c. 955].
Binbmicte mocmimkeHb y cdepi 3B’SA3KIB 3 T'POMAJICHKICTIO BUCTYNAOTh 33 TMOCHJICHHS
3B’S3KIB MIXK OpraHi3alli€ro Ta rpoMajachKicTio [6, ¢. 152]. V mmpokomMy po3yMiHHI 3B 3KH 3
rpomajicekicTio  (public relations) sBistoTE CO0OI  HiSTIBHICTH, IO CHPSMOBaHAa Ha
JIOCATHEHHS 3TO/IM Ta B3a€MOPO3YMIHHS MIX JIFOABMM, COLIAJILHUMH TIpyNaMH, JepKaBaMU
[UISTXOM I[UJIECTIPSIMOBAHOTO CTBOPEHHS Ta YIPABIiHHS TPOMAICHKOI0 JYMKOIO. Y BY3BKOMY
po3yMiHHI PR € cucteMaTH4HOIO MisJIBHICTIO OpraHi3allii, o crpsiMoBaHa Ha (OpPMYBaHHS
JAYMOK Ta TIEPEKOHAHb PI3HHUX IUILOBUX TPYI A0 il MiSTIBHOCTI, TIOCIYT Ta OKpeMHX aii [7,
c. 27]. EdextuBnicte PR momsirae B 4iTko mpoxymaniii Ta kKoMiuiekcHiii PR-kammawii, me
KOXKHOMY 3aXOJly MPUJIIAETHCI OKpEeMe MICIIe, a BCl BOHM IMPAIIOIOTh Ha JOCSTHEHHS
cnibHOi MeTu. KoxnHa PR-kammanis € yHiKaJbHOIO, TPOTE aNroput™ ii ¢opmMyBaHHS Ta
peadizamii MmoxHa po3kputh yepe3 hopmyiny RACE [2, c. 161]:

1. Research. 3 MeTOr0 MOCTAHOBKH Iijiel Ta 3aBaaHb PR-kammaHii BaXIUBUMH € 30ip
1H(popMalii Ta aHAJIITHKA.

2. Action. Ha HactymHOMY Kpolli (hOpMY€ETBCS CTpaTeris, CTaBIATHCS LTI Ta 3aBIaHHS,



110 BKITFOYAIOTh MeJia MIaHyBaHHs 1 0I0/KeTyBaHHS.

3. Communication. 3xificHeHHS KOMYHIKallii 13 IIJbOBUMU TPyIaMH, BTIJICHHS
IIPOrpaMH, MOHITOPHUHT 13 BHECEHHSIM, 32 HEOOX1THOCTI, IEBHUX 3MiH.

4. Evaluation. TTonsrae B OIiHII BiAMOBIHO 10 KPUTEPIiiB €PEKTUBHOCTI i POpPMyBaHHS
3BITHOCTI 3a pe3yJbTaTaMH BIPOBaKeHHs PR-kammaHii.

[8, c. 37]:

1) Mac-meniiiHi (OCHOBHMM IHCTPYMEHTOM € 3ac00u MacoBoi iHdopmariii);

2) my0OJi4HO-MacOB1 (OCHOBHHM IHCTPYMEHTOM € iIBEHTH);

3) 3Mimranoro Tumy (OCHOBHHMH IHCTPYMEHTaMH € sIK 3acO0M MacoBoi iHdopmailii, Tak
il iBEHTH).

V3aranbHeHH anropuT™M IJIaHyBaHHS PR-kammanii MoOXHa BigoOpa3uTH uepes
peatizallito HaCTyIHUX eTariB:

1. IloctanoBka npo6sieMu, sIKy HOTPIOHO BUPILIUTH.

2. Merta Ta 3aBaanug 3ailicHeHHs PR-kaMmmamii.

3. BuszHaueHHs MUIBOBOI ayAUTOPIi.

4. Bubip kaHaniB KOMyHIKallii Ta iX TeCTyBaHHS.

5. ®opMyBaHHsI TIaHY 3aXO/IiB.

6. OuiHka e(eKTUBHOCTI peanizoBaHoi PR-kamnaHii.

0O6’extom Hamoro gociimkeHHs Oyna ['O «lllkona 6i3HeCy 1 MEHEIKMEHTY», IO €
ocepeakoM (opMyBaHHA YCHIIIHUX KEpPIBHUKIB Ta JiAepiB. ANAEHTUKA TI'POMaJCHKOI
opraHizarii BHUPI3HSIETHCS SICKPAaBUM JIOTOTUIIOM Ta KpPEATHUBHUM IIPU(PTOM, IO CHpHUse
IIBUIKIN BITI3HABAHOCTI Ta iAeHTU(IKaIil opranizamii. B ocHOBiI IOCHiIXyBaHOI OCBITHBOI
rpoMajickkoi opraxizanii peanizyerscs nmpunnun «3L» (Life — Long — Learning), To0TO
HaBYAHHS MPOTATOM yChOTO KHUTTS. BaTMBOIO mepeBaroi0 Takol KOHIIETLIi € MOXKJIHMBICTh
HAaBYATHCh YCIM TOKOJIIHHSM: BiJ] CTapuioro 0 MOJIOJAIIOr0, 1 HaBYAaTHUCh Oe3MepepBHO.
[Iporpamu nmast AOpOCIUX, MiJNPUEMINIB, KEpPIBHUKIB, CTYICHTIB Ta iHmMX ciayxadiB ['O
«IIkona Oi3HECY 1 MEHEIKMEHTY» PO3POOISIOTHCS, BUXOIAYH 13 PO3YMIHHS CyYacCHHX
TpaHncopMaIliiiHuX MpoleciB Ta CBITOBOI TioOamizamii, a TakoX 3 BHKOPUCTAHHIM
IHHOBAIIMHNUX OCBITHIX TEXHOJIOTIH.

VY cyyacHOMY CBITi BaXJIUBUM MIATPYHTSIM U1 (pOpMYBaHHS IMO3UTHBHOTO CTABIICHHS
o Oynb-sKOi oprasizaiii € HasBHICTh y Hei copMoBaHOi Bi3ii, Micii Ta 1iHHOCTEH. 'O
«IlIkoma GizHeCy i MEHEIKMEHTY» Mae c(OpMOBaHY Bi3il0, MICil0, METy Ta HUISX PO3BHUTKY
(puc. 1).



Bizin:
- Micis:
OyTH OJHI€IO0 3
Kpamux KT Mera:
Vkpainu. $opmysarn Ta
HaJauxaTu JI1JICp1B IH.]'ISIX:
gyepes nIporpamu CIIPHSATH PO3BUTKY
YIPaBIiHCHKOTO Ta YCHINIHUX Ta .
oprasizarifHoro MEPCIEKTUBHUX IIO€THAHHA 1
PO3BUTKY. TFOZIEN. PO3BUTOK
MIPUKIIQTHAX 3HAHb,
MPaKTHYHUX
HaBUYOK, (haXxOBHUX
KOMIIETEHITIH,
3arajgbHOIOJICHKUX 1
npodeciiHux
IIHHOCTEH.

Puc. 1. Bizis, micis, meta ta mpsix 'O «Illkosa 6i3Hecy 1 MEHEIHKMEHTY» *
Fig. 1. Vision, mission, goal and path of the NGO “School of Business and Management”*
*/locepeno. y3araabHEHO aBTOpaMH Ha OCHOBI [9].

LliHHOCTSIMM JOCTiI)KyBaHOI TPOMAJICHKOI OpraHi3amii €: iIHHOBAI[iWHICTh, THYYKICTb,
KpEaTUBHICTh, IMAPTHEPCTBO, BIAMOBIIAIBHICTh, TIJI00AJbHA TIEPCIEKTHBA, CBOOOIA Ta
uimicHicTh. Cepen ocHoBHUX npuHImMiB podotu 'O «Illkona 6i3HECY 1 MEHEIKMEHTY» CJIiJT
BHOKPEMHTH HACTyMHI: MpodecioHani3M, BHCOKa SKICTh HaJaHHA IOCIYT, HaJIIHHICTB,
IIBUJIKICTh, TOYHICTh, OO €KTHBHICTh Ta AaKTyalbHICTh MmomaHoi iHpopmariii. daxiBii Ta
3ampOIeH] CITIKEPH OCBITHBOI I'POMAJICHKOI OpraHizallii BUKOPUCTOBYIOTh Cy4acHI METOIH
BUKJIAJIaHHS, a caMme: Mpe3eHTalii, Keic-cTai, iIrpoBuid METoJ, AUCKYCii, poOOTy y Trpymax,
JOCJTITHULIBKUH METOJ1, METOJI MOJCIIIOBaHHA Ta iHIi. OKpiM TOro, MpaliBHUKKA OpraHizalli
3aBKAM BPAaXOBYIOTh Ta MPHUCIYXAlOThCS [0 PEKOMEHAAlid ciyxadiB. 30Kpema, Micis
KOXHOT'O TPEHIHTY YU KYpPCY MPOBOJATHCS OMUTYBAHHS IIOAO SIKOCTI HABYAaHHSA, TOTPUMAHHS
yCiX LIHHOCTEH Ta pIiBHSA JOCSATHEHHS IIOCTAaBICHHX pe3yibrariB. Lle mo3Bosse Takox
MOCTIMHO MpaLIOBaTH HAJ| ICHYIOUMMU CJIa0KUMHU CTOPOHAMU, IEPETBOPIOIOYH 1X Ha CHUJIBHI.

Hamu Oyno 3milicheno mianyBanHs PR-xammanii g 'O «lllkona ©Oi3Hecy i
MEHEHKMEHTY».

[IpoGnemoto, sKy MOTPiOHO BHpIMKTH, OyIO BH3HAUEHO HHU3BKY BHi3HaBaHicTh ['O
«IIIkona ©Oi3Hecy 1 MeHEIKMEHTY». BiamoBimHo Meroro mpoBeaeHHs PR-kammanii Oymo
BU3HA4YeHO: miaBumeHHs BrizHaBaHocTi 'O «Illkora 6i3Hecy 1 MEHEIKMEHTY» Ta 3aJTy4eHHS
O171bI1I0T K1IBKOCTI yyacHuKIB. Cepe] 3aBaHb O0yJ10 BUOKPEMIIEHO TaKi:

1. IliABUIIMTH BII3HABAHICTH Ta JOBIPY JIOAEH A0 rpOMaJCHKOI OpraHi3alii Ta mociyr,
SK1 BOHA HaJa€.

2. 30UIBIIMTH 1HTEpeC MOJIOMAI 10 BHBYCHHs KiarouoBux SOft SKills B ympaBmiHChKiit
MISJIBHOCTI TA MIABUIIEHHS X 0013HAHOCTI.

KirouoBoro 1iJ1b0BOIO ayAauTOpi€to, 1o Oyiia BU3HA4YeHa MJisi peanizaiii oOpanoi PR-
KamIaHii €: Monob BikoM Bij 18 10 30 pokiB.

Cepen OCHOBHMX KaHaJIB KOMYHiKalli OyJl0 BHOKPEMJIEHO: IHPOCYBAHHS 4Yepes3
oimidinuit caiit 'O «lllkona 6i3Hecy 1 MEHEIKMEHTY», NOIIMPEeHHA iHpopMauii y
comianpHuX Mepexax (Facebook ta Instagram) ta nmpoBeeHHS TeMaTHYHUX IBEHTIB.

[IpocyBanHns uepe3 odimiiHui calfT. 3ailicHEHnH OG€HUMApKIHI KOHKYPEHTO3/1aTHOCTI



Ha 0a3i Oi3Hec-IIKOIM YKpaiHChKOro KaToiMubKoro yHiBepcutety (LvBS), naB MoxiauBicTh
3pO3yMITH, 11O JIs IKICHOTO NolupeHHs iHdopmarii, opiuiiinuii caiit I'O «l1lkona 6i3Hecy 1
MEHEJDKMEHTY» MOoTpedye yaockoHaleHHs. byma 3amponoHoBaHa HOBa CTPYKTypa
oimiiiHoro caiTy, MmO BKIIOYaE HAcTymHi 3aknaaku: «SBMy», «Hapuanus», «bmory,
«Kanenmap», «Alumni» ta «KpamHuULIS.

VY 3akmanii «SBMy Hamu 3anponionoBaHo jgonatu 0ioku: «[Ipo Hac» Ta «Komanga». Y
omoui «IIpo Hac» HaBecTH KOpPOTKY iH(OpMalil0 MPO I1CTOPi0 BUHUKHEHHS OCBITHBOI
rpoMaJICbKOi opraHizallii, 3a3Ha4UTH Bi3110, MICiI0, IIIHHOCTI, OCHOBHY METY Ta ILIAX. Y 0ol
«Komanna» HaBect iH(pOpMaLio mpo ¢yHAATOpiB OpraHizanii, ii MTAaTHUX MPaLiBHUKIB Ta
YCIX 3aMpONICHHUX CITIKEPIB.

VY 3zaknmamii «HaBuanus» 3ampomonHoBano pomatu Onoku: «llporpama MBA» Ta
«IIporpamu ynpaBiiHCHKOTO POCTY». Y KOXXKHOMY 13 X OJIOKIB PO3MHUCATH 1H(POPMAIIIIO PO
YMOBH HaBYaHHS, TPUBAIICTh Ta MailOyTHI pe3ysbTaTH.

VY zakmaai «bmory mepegbadeHa myOumiKallisi CUCTEMAaTHUYHUX I[IKABUX Ta aKTyallbHUX
crareit npo x)uTTs 'O «Illkona Oi3HeCy 1 MEHEIKMEHTY», CBIT Oi3Hecy, MallOyTHI TeHSHIII],
CydYacHi IHCTpYMEHTH yTpaBIliHHS Tolo. 3akinanaka «Kamenmap» nepenbdauae myOmikaiiro ycix
MalOyTHIX aKTyaJbHUX MOAIH Y XPOHOJIOTIYHOMY MOPSAKY Ul 3pyYHOCTI IX BIICTEKEHHS. Y
3aknaAn «Alumni» 3anporoHOBaHO PO3MIITYyBaTH 1H(OPMAIIIIO PO YYACHUKIB TPOMAACHKOI
opraisauii, iHTEpB’I0 3 HMMH, OTPUMaHUN nocBil. 3akmagka «Kpamuuisy sBisge coboro
HEBEJIMKUI 1THTEPHET-Mara3uH 13 KHUTaMH Ta KOPIIOPATHBHOIO MIPOTYKITI€I0.

Sk 3a3Hauarore A. M. ['ybina, M. M. Hetpeba Ta T.M. Xne6nikoBa [10], «sxiro
3MIMCHUTH JOCTIIHKCHHS JUHAMIKM TPOHUKHEHHS 1HTEPHETY B OYJEHHICTH T'POMAJIsH, TO
MO>KHa 3pOOUTH BHUCHOBOK, 110 cydacHMH PR, sikuil rpyHTyeTbcs Ha 3aco0ax elneKTpOHHOI
KOMYHIKaIlii € ehpeKTUBHUM Ta HEBIJl’EMHUM.

[Mommpenns indopmarii y comianpaux Mepexax. llomo mpocyBaHHS B y comliajabHUX
Mepexax, TO JlaHWi mporec oTpuMmaB Ha3By SMM (Social Media Marketing) Ta akTHBHO
BUKOPUCTOBYETHCS Y Cy4acHOMY CBiTi. BiH [03BOJsie 3aqy4uTH HOBUX KIIIE€HTIB Ta
i ABMIIUTH BIi3HABaHICTh opranizamii [11, c. 58].

SMM xapaktepu3yeTbCcsl AaKTHBHICTIO KOPHCTYBayiB COILIAJBHUX MEpexX, L0 €
TOJIOBHUM IIPAaBMJIOM JJIsi MEpEXEBOro CHUIKyBaHHs. KopucTyBadi coLIaTbHUX MeEpex
KOMEHTYIOTb 3pO0JICH] TIOCTH, CTaBIATh JIAHKW», MOIIUPIOIOTH iX, THM CaMHM PO3IIHPIOI0YN
MOCTIHY aynuTopito opraHizamii. Ha mamy nymky, SMM € cykymHiCTIO 3ax0jiB, IO
CHpSIMOBAaHI Ha MPOCYBAHHS MOCIYT OpraHi3allii, a TAKOXX MiATPUMAaHHS 3B’ SI3KiB 3 ICHYIOUHMHU
Ta MOTEHIIMHUMU KIIIEHTaMH Ha 1HTepHET-TuIaTgopMax coIliaTbHuX Mepex. be3 cymHiBy, 110
CTaHOM Ha CHOTOJHI COIiaJbHI MEPEXi € OJHUM i3 Hale()eKTUBHIMINX CIOCOOIB MPOMOILIi
OyIb-SIKUX MOCIIYT, B TOMY YHCII i OCBITHIX.

Cepen ocobmmBocTeit SMM-nipocyBaHHS MOKHAa BUOKPEMHUTH HACTYIIHI:

1) mocriliHe BIACTE)KEHHS pEakilii KOpUCTyBadiB Ha MyOJikarii Ta Aii opraHizamii y
PEXUMI peanbHOTO Yacy;

2) moOJAeHHUHA Ta NPAMHUI KOHTAKT 3 LIJbOBOIO ayJAUTOpPi€I0, TOOTO MaKCHMAalbHO
BIIKPUTHI TIOCTYT JI0 KJIIE€HTIB;

3) OXOIUIEHHS BEJIMKOI KUIBKOCTI KOPHUCTYBadyiB, $Ki CaMOCTIHHO JONOMararTh
MIPOCYBaTH MOCTHU Ta MyOJIiKallli oprasisaiii, THM CaMUM 3aJTy4yaloud HOBHUX KOPUCTYBayiB J10
AKTUBHOCTI;

4) onepaTUBHICTb Ta MIPOCTOTA;

5) MOJIMBICTh MOCTIMHOTO MOCTUHTY y CTPIYIll Ta AKTUBHE BUKOPUCTAHHSA IMyOJiKaLii
y stories, siki 3HUKaTh yepe3 24 TOIHH;

6) BUKOPHCTaHHS TapreTOBaHOI peKJIaMHU, sKa T03BOJISIE HAIIPABUTH MECEK OpraHizaii
YITKO Ha KOHKPETHE KOJIO CIIOKHBAYiB;

7) MapKETHHT TIOiiA;



8) MOXKJIMBICTh 3aCTOCYBaHHS KpEaTMBHUX Ta IHTEPAKTUBHUX (DOpMATIB;

9) MOXKJIMBICTh IPOBOAUTH JIVE away /sl pO3LIMPEHHSI ay TUTOPIT;

10) cipoMOXXHICTB 3aly4aTd JiepiB AYMOK JJs peKIaMyBaHHS IOCIYT Oprasizamii
TOIIIO.

Ha namy agymky, 1o tem, siki 'O «Illkona 6i3Hecy 1 MEHEKMEHTY» CJIiJl MOLIUPIOBATH
IUTs KOPUCTYBAYiB COIMEPEK BAPTO BiTHECTH HACTYIIHI:

1. Onnaiin-BeOiHapu, MaiicTep-KJIacH, NMpsiMi TPAHCIALIT, OCKIJIBKM KOPUCTYBadl J1yXe
no0pe crpuilMaroTh Biieo-MaTepiaan Ta MPaKTHUHI PEKOMEH IaLlli.

2. IlyOmikamii, mo MicTATh I1H(OpPMAII0 NPO «3aKyJiCHE» >KUTTS Oprasizaiii,
1H(pOpMalliI0 PO AHOHCH TOAIH.

3. IndopmartuBHi myOmikarii, M0 MPUCBAYECHI MOCIyraM, sIKi HaJlal0ThCsl OpraHi3ali€ro
IUTSL KPAIoTo PO3yMiHHS MEepeBar TakKuX MOCIYT.

4. 3aranpHO-TeMaTUYHI Ta aKTyalbHI MyOiKailii, SKi 3HaXOAThCS B paMKax JiSUTBHOCTI
OCBITHBOI I'POMaJICHKOI OpraHi3arii.

5. Biaryku kopucTyBauis.

BaxmuBoro pexomenmarieto st 'O «lllkonma Oi3HeCy 1 MEHEIKMEHTY» € aKTHBHE
BUKOPUCTAHHS TapreTOBAHOI PEKJIaMH, 110 € CyYaCHHM CIIOCOOOM mormymsipu3auii 6i3Hecy B
[HTEepHeTI Ta 03BOJISIE CTBOPIOBATH OT'OJIOIIEHHS JII1 KOHKPETHOT iJI0BOT ayauTopii [12].

IIepeBaramu TapreToBaHoOI peKIIaMU €:

1) oxoryIeHHsI BUKJIFOYHO LIJTHOBOT ay IUTOPIT;

2) CTBOpEHHS NEPCOHATI30BAHUX OTOJOMICHb BIJANOBIIHO [0 BUOOPY ULIBOBOL
ayaMTopii 1 1i iHTepeciB;

3) JOCHTH IIBHJIKA ONTHMI3allisl Or'OJIOIICHD;,

4) npocte Ta epeKTUBHE TOCATHEHHS MMOCTABICHUX IILJICH;

5) HasgABHICTH YITKOI aHATITUKU €(EKTUBHOCTI peastizalii TapreToBaHoi peKiamu;

6) MOXJIMBICTh CTBOPUTH JICKiJIbKa OTOJIOIICHb YW TMyOJiKaIii, 3 sSKuX coIliajgbHa
Mepexa aBTOMAaTUYHO 00Mpae Ta peKiiaMye TOH, SKU HaO1IbII iKaBUH 111 KOPUCTYBAUiB.

3 METOI0 SIKICHOI'O BEJIEHHs COLIaJIbBHUX MEPEK BaXIJIMBOIO € PO3POOKA KOHTEHT-IIJIaHy.
Konrenr-mnan — e 3aznanerinap copmoBanuii rpadik myOmikamii KOHTEHTY Y COMialbHHX
Mmepexax [13, c. 23]. Hamu po3pobieHuii KoHTeHT-11an myosaikarii mis ['O «IlIkona 6i3Hecy
1 MeHeDKMEHTY» (Tabu. 1).

Tabnuys 1
KonTtenT-nuan nyoaikauniii 1is I'O «lllkona 0i3Hecy i MeHeTmKMeHTY»*

Table 1

Content plan of publications for the NGO “School of Business and Management”*

Yac ;I:;I:lon Ioneniiok | BiBTopok | Cepena | YerBep | IaTHuns | Cybora | Henins
10:00 | Panox

15:00 | O6ix

20:00 | Beuip

Hosunu Bin opranizarii

BHyTpimHS «KyXHs», MO BiIOYBAETHCS «3a KYJIicCaMIDy

| Po3sBakajbHHIT KOHTEHT

ExcnepTha nymMka

[psamuii edip, onnaiiH-BeOiHAp

IcTopii KIIi€HTIB

| AKTyaspHE Ipo CBIT

OnvH JCHB i3 )KUTTS KOMaHIH OCBITHBOT IPOMaJIChKOI opraHi3zartii

*[icepeno: aBTOpchbKa po3poOka

Ha namry mymky, chopmoBaHWil KOHTEHT-TUJIAH JO3BOJHUTH SIKICHO BECTH COIlIalIbHI



mepexi ['O «Illkona Oi3Hecy i MEHEKMEHTY», sik y Facebook, Tak i B Instagram. Baxxiuso
nam’siTaTi, o (OoTo Ta TEKCT CJil aJanTOBYBaTH J0 OCOOJIMBOCTEH KOKHOI Mepexi,
ockinbku y Facebook poOuThes O11bIINi aKIIEHT Ha TEKCT, a B Instagram — Ha ¢oTo.

Jlo ocHOBHUX TiepeBar BUKOpHcTaHHs [HTepHeTy B PR MokHa BiiHECTH HACTYIIHI:

1) 3matHicTh (OKycyBaTH BIUIMB Ha TEBHIM BY3bKi LUTBOBIN ayauTopii, B SKii
3aIfikaBjeHa OpraHizaiis;

2) CIPOMO’KHICTh BHOKPEMJIEHHS MIJATPYyI Yy LiJIBOBIM ayauTopii, A8 Toro abu matu
MOXKJIUBICTH (pOopMyBaTH OLIbII NepcoHani3oBaHl PR-3BepHeHHS;

3) 3actocyBaHHs [HTEpHET-PO3CHIIKM J1JIs1 BpaxXyBaHHS XapaKTEPUCTUK i 0COOIMBOCTEH
1HIUBITyaJIbHO JISl KOKHOTO CTIO’KHBAayva.

Cepen iHIIMX MepeBar MOKHAa BHOKPEMUTH TOYHICTH OLIHIOBaHHsS edekTuBHOCTI PR-
KaMI1aHii, BUCOKY HIBHJAKICTh JJIl OJEP:KaHHSA XapaKTEPUCTHUK IiJ Yac 3A1MCHEHHsS KammaHii
Ta HalKpallly 3/1aTHICTh IIBUJKO pearyBaTH Ha OJIeP>KyBaHi NOKa3HUKH €(h)eKTUBHOCTI.

[IpoBenenHss TeMaTWYHUX 1BEHTIB. I[BEHT sBIsg€ CO0OI0 TOMAI0, 3arJIAHOBAHUMA
COLIaNbHO-CYCIIJIBHUNA 3axid. IBEHT MPOBOAUTHCSA y MEBHHUM 4Yac Ta 3 BU3HAYEHOIO METOIO 1
3aBIaHHSMH, 110 CTIPSIMOBaHUN Ha (OPMYBaHHS MMO3UTUBHOI PeakKilii 31 CTOPOHU CYCIIJIbCTBA
[14, c. 121]. [Toxist € OCHOBOIO OYIIb-SIKOTO 1BEHT-MEHEKMEHTY, 110 3a0e3Me4ye MPOCYBaHHS
MOCIyT oprasizarii Ta migBumeHHs ii BmisHaBanocti [15, ¢. 100]. {ast 'O «Illkona Gi3uecy i
MEHE/DKMEHTY» TaKUMH 1BEHTaMH Oy/ie MPOBEACHHS BIKPUTUX TPEHIHTIB, IO JACTh 3MOTY
MiABMIIUTH IHTEpEC MOJIOAI 10 BuBYeHHs KiarouoBux SOft skills B ympasminchkii aisibHOCTI
Ta MiABUILEHHS iX oOi3HaHocTi. [IpomoHyeMo HMpOBOAUTH Taki TPEHIHIM 4d BeOiHApHU Ha
BIIKPUTUX MaWJaHUUKax, A0 MPUKIAAy y IpoOMajJChbKoMy pecTtopaHi M. IBaHO-DpaHKIBCHK
«Urban Space 100», 3axonax, siki IpOBOAATh HABYAIIbHI 3aKJIa U SIK OQJIaliH, TaK 1 OHJIAMH.

OcranHiM etarnoM peaiizaiii PR-kammanii € ominka ii edexrtuBHOCcTi. JlaHa OIlliHKA
YMOXJIMBHTH PO3YMIHHS, YM JOCATHYTAa IOCTaBJICHAa MeTa KaMIlaHii Ta 4YdM BUKOHaHI il
3aBJIaHHSL.

BucnoBku. Takum unHOM, PR € Takoro cdeporo AisuIbHOCTI, OCHOBHOIO LIJITIO SKOI €

BCTQHOBJICHHS  B3Aa€MOBHTIJHUX BIIHOCMH MK Cy0’€KTaMH TOCMOJApIOBaHHS U
rpomajcbkicTio. CrocTepiraroud 3a JAMHAMIYHUM PO3BUTKOM PR-MeHemKMeHTy, MOXeMO
3poOUTH BUCHOBOK, IO CIIJIKYBaHHS 13 I'POMAJCHKICTIO Hailkpaile BTUIIOETbCS camMe B
Mmepexi [Hreprer. Cboro/iHi BOHa YMOXKIIMBIIIOE IIBUAKY W €(PEeKTHBHY KOMYHIKaIlil0 3 yciMa
CTEUKXOJIepaMH 13 HaMEHIIIMMHU BUTpaTaMu yacy. Sk Hachifok, Tpaaumiini PR-texnomorii
3a3BUYail HE MOXYTh OYTH BHUKOPHCTaHI B IHTEpHETi, i MOCTYMOBO BiIXOIATh HAa APYTUU
mnaH. Hammu Oynu 3ampormoHOBaHI KOHKPETHI TMPOIO3UIli B HampsMKy TutaHyBaHHsS PR-
kamnanii 'O «lllkoma 6i3Hecy 1 MEHEIKMEHTY», a caMme II0JI0 MOAEpHi3amii o}iriiHoTro
CaiiTy, MpOCYBaHHS y COIIaJBbHUX MEpeXax, PO3pOOKH KOHTEHT-TUIAaHy Ta IPOBEICHHS
BIIKpUTUX 1BEHTIB Ji1 3allyuyeHHs HOBUX chyxadiB. [lomanmpmmx pociikeHb HaOymu
TEOPETUYHI Ta MPAKTHYHI aClIeKTH MOHITOPUHIY Ta OLIHKU peaisallii 3ampornoHoBaHoi PR-
CTparTerii.
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