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of the Organization by Managing the Public Relations System

The article highlights issues related to the formation of demand for products, emphasizes the importance of developing an effective strategy for promoting a
product or service. Attention is focused on the importance of public relations for new organizations that have not yet found their niche in a competitive market
and for existing ones. The paper pays considerable attention to the competitiveness of a banking institution. The article considers the concept of bank com-
petitiveness from the point of view of scientists in terms of determining the key aspects of the bank's activities, including: competition, diversity, evaluation,
leadership, system. Based on the analysis of existing interpretations of the concept of bank competitiveness, it is determined that none of them includes aspects
of effective management of the public relations system, which is currently important in promoting a banking product to a client. To confirm this statement,
the paper examines in detail the essence of PR, provides historical examples of public relations that have become the prototype of current PR campaigns, and
considers the main advantages of public relations in comparison with other means of influencing the consumer. The paper notes that PR is a long-term process
that requires clear planning, time and step-by-step implementation and involves not only building a reputation but also strengthening trust in the organization.
The article defines and reveals the essence of the main stages of PR, which include: setting its tactical goals, assessing the external communication environment,
planning a PR campaign; its implementation, control and evaluation of the effectiveness of PR activities. Based on the study, it is noted that an effective PR
strategy is the foundation of an organization's growth and competitiveness and therefore it is proposed to expand the main indicators of competitiveness and
add an effective PR strategy of the bank to them. The paper examines the impact of external and internal factors on the bank's competitiveness to operate suc-
cessfully in today's environment and proves that organizations must be able to adapt to changes in the external environment and the banking market, improve
strategic management and invest in development for further long-term success.
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Mopo3zoea H. /1., Kapdaw M. M., Mempukiea T. B. TeopemuyHi acnekmu nideuweHHA KOHKypeHmMocnpoMoXCHoCmi opaaHiayii
WAAXOM ynpasniHHA cucmemoro 38’A3Kie 3 pomadcbKicmio

Y cmammi guceimseHo nUMaHrHA w000 hopmy8aHHs nonumy Ha npodyKuito, NiokpecseHo 8axausicmes po3pobKuU ehekmusHOi cmpamezii NPOCysaHHs npo-
Oykyii abo mocsyau. 3ocepediyemncsa ygaza Ha 3HA4eHHI 36'A3Ki8 3 2pOMACLKICMIO AK 0718 HOBUX 0P2aHi3ayili, AKi uje He 3aliHANU C80H0 Hilly HO KOHKYPeHm-
HOMY PUHKY, MaK i 0718 83ce HaABHUX. Y pobomi npudineHo 3Ha4Hy yeazy KOHKYPeHMOCTPOMOXHOCMI GaHKIBCLKOT ycmaHoBU. Po32ASHYMO NOHAMMSA KOHKY-
peHmocpomoxcHocmi 6aHKy 3 no2nsdy HayKosyis Wod0 BUHAYEHHS KAKHY08UX acriekmis difabHocmi 6aHKy, ceped AKUX: KOHKYpeHUis, 6aeamoepaHHicms,
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OYiHI08aHHA, nidepcmaso, cucmema. Ha nidcmasi nposedeH020 aHAnI3y HAABHUX MPAKMYBAHb MOHAMMA KOHKYPEHMOCTPOMOXHOCMI 6AHKY 8USHAYEHO, WO
HOOHE 3 HUX He BK/IOYAE aCreKMu e(heKmusHO20 YpasiHHA CUCMeMON0 38’A3Ki8 3 2pOMAOCLKICMIO, AKE HO CbO200HI € BaMAUBUM Y MPOCYBAHHI BAHKIBCbKO20
npodykmy 0o Knierma. [ns niomeepoxeHHs 4020 meepOxeHHs 8 pobomi demanbHO po3ensHymo cymuicme PR, HasedeHo icmopuyHi npukaadu 38°s3kig
3 2pomadceKicmio, aKi cmanu npoobpasom menepiwHix PR-kamnaHil, po3ensHymo oCHOBHI nepesazu 38°s3Kig 3 2pOMAOCLKICMIO MOPIBHAHO 3 IHWUMU 3a-
cobamu ennusy Ha cnoxusaya. ¥ pobomi 3a3Hayaemocs, wo PR — ye doszompusanuli npoyec, Akuli mompebye 4imKo2o naaHye8aHHs, 4acy ma nokPoKosoi
peanizayii i nepedbayae He nuwe nobydosy penymauii, ane Ui ykpinneHHs 0osipu 00 op2aHi3ayii. BusHayeHo ma po3kpumo cymHicms ocHosHux emarie PR, do
AKUX HOAEHUMb: 8CMAHOB/EHHA MAKMUYHUX Uinel, OUiHKa 308HiWHb020 KOMYHIKAMUBHO20 cepedosuuya, NaaHy8aHHs PR-kamnaHii, ii peanisayis, KOHMpPone
ma oyiHKa pe3ynsmamusHocmi PR-3axo0dis. Ha nidcmasi nposedeH020 00CideHHs 303HAYAEMbCA, Wjo eghekmusHa PR-cmpamezis sucmynae 015 opeaHi-
3auii hyHOaMeHMOM ii 3pOCMAHHS MA KOHKYPEHMOCTPOMOXHOCMI, MOMY 3aNPONOHOBAHO PO3WUPUMU OCHOBHI MOKA3HUKU KOHKYPeHMOoCnpoMOoXHoCmi ma
0odamu 0o Hux eghekmusHy PR-cmpamezito 6aHKY. Po32/1ISHYyMo 8naue 308HIWHIX | 8HYMPIWHiX akmopie Ha KOHKYPEHMOCIPOMOXHICMb BAHKY 8 ymMosax
Cb0200eHHA ma 0osedeHo, Wo opaaHizayii nosuHHi emimu adanmysamucs 00 3MiH 308HilWHb020 cepedoBUWa Ma BAHKIBCbKO20 PUHKY, B0OCKOHA8AMU
cmpameziyHe ynpasniHHA i iHeecmy8aHHsa 8 po38umok 0114 n00an6Wo20 00820CMPOK0BO20 yCrixy.

Knroyosi cnosa: cmpamezii npocysaHHa npodyKuii, KOHKYPeHMOCTPOMOXCHICMb BaHKY, ynpasiHHa cucmemoro 38’a3kie 3 2pomadckicmio, epekmusHa PR-
cmpamezisi 6aHKY.
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he main goal of any organization is to ensure

the sale of its product or service. However,

for successful sales, it is important not only to
have a quality product, but also to develop an effective
strategy for its promotion. Today, elements of commu-
nication policy play an important role in this process.
Nowadays, it is especially important to focus on pub-
lic relations. This area is a very important component
in the life of any organization, because it can directly
influence the subconscious of consumers, build brand
confidence and the company's image in general.

However, the importance of building such a
strategy is currently underestimated. Having occupied
a prominent position in the market, organizations,
enterprises or institutions begin to move "by iner-
tia" without making efforts to improve the brand and
reach a wider audience. This is a problem that needs
to be addressed, as competition is constantly growing
and in the business environment, it is necessary to be
one step ahead as much as possible.

The same applies to new organizations that have
not yet had time to gain a foothold in a dynamic com-
petitive market. For such young companies, public re-
lations is generally a primary aspect of their continued
existence, due to the need to constantly stimulate de-
mand.

Therefore, the topic of the study is relevant and
always needed in any organization, regardless of its
status, date of foundation, financial position or indus-
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try. Public relations are critical for both large corpo-
rate businesses and young startups.

Review of publications and problem statement.
The study of the competitiveness of organizations and
public relations has been actively pursued for decades
both in Ukraine and abroad, including such scholars
as J. Grunig, S. Cutlip, F. Kotler, M. Schultz, C. Fomb-
run, V. Gaponenko, V. Rychlik, P. Brin, G. Panchenko,
and others. However, as can be seen, little attention
has been paid to the issue of public relations in bank-
ing. Therefore, today banks still lack the knowledge
and practical skills to develop, maintain and support
a competent public relations strategy, which leads to a
decrease in competitiveness.

According to the above, the aim of the study is to
prove the importance of the role of public relations in
the organization's communication policy, analyze the
theoretical and practical basis of this system, outline
the relationship between the indicators of PR strategy
implementation and their impact on the company's
competitiveness, and provide suggestions for improv-
ing such activities.

Quite often, the concept of competitiveness is
associated with purely "survival" in the business mar-
ket, but this is not entirely true. Competitiveness is a
very broad and multidimensional concept that encom-
passes many interrelated components. This includes
strengthening the position of organizations in the face
of competition. So, let's look at it in more detail.

387

MEHEDKMEHT | MAPKETUHT

EKOHOMIKA



MEHEDKMEHT | MAPKETUHT

EKOHOMIKA

ity of organizations to withstand competition in the

market, ensuring a steady demand for their goods
or services. This means that this institution provides the
best offer for the consumer and thus functions effec-
tively in the face of market competition. In other words,
a competitive organization is one that has a number of
competitive advantages — unique characteristics, fea-
tures, factors and properties of products, services or
the organization itself that make it more attractive to
customers than competitors. Competitive advantage
can be expressed in various aspects, such as lower price,
higher quality, better service, new technologies, as well
as brand awareness, trust and reputation of the compa-
ny as a whole. These positions allow organizations not
only to retain existing customers but also to attract new
ones, ensuring growth for their company.

It is important that the competitive advantage
should be not only unique but also sustainable, i.e., dif-
ficult to copy or surpass by other "market players". It
also needs to be constantly maintained and improved
by analyzing changes in the business environment.
If these conditions are met, it gives a company a real
opportunity to take a leading position and remain the
best in its industry, stimulating an increase in demand
for its goods/product/service.

Competitiveness can be viewed at different or-
ganizational levels, but we will focus on the competi-
tiveness of a bank. Since there is no single generally
accepted definition of this concept, scholars approach
its interpretation through different prisms, depending
on which aspects of the bank's activities they consider
key (TbL. 1).

These views lead to the conclusion that bank
competitiveness is a comprehensive characteristic of
the company's development factors, combining finan-
cial stability, resource management efficiency, innova-
tion, ability to meet customer needs (through the pro-
vision of quality services, their wide range, accessibil-
ity, high level of service, etc.), adaptation to changes in
the external environment, resilience under the influ-
ence of various factors, etc.

However, none of the above interpretations in-
cludes the aspect of effective management of the pub-
lic relations system, which today also directly affects
the competitiveness of a banking institution.

In today's world, public relations management
is an integral part of any organization's activities, as
it is a key tool for shaping public opinion about the
company and influencing the attitude of customers,
partners, media and other stakeholders. The essence of
PR is to create and maintain effective communications
between an organization and its external environment,
the ultimate goal of which is to improve the company's
image, increase its recognition, attract new customers

In general, competitiveness really describes the abil-
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and partners, and strengthen relationships with key
stakeholders [14].

The concept of public relations first appeared
in the early twentieth century in the United States of
America. It is believed that the founder of the modern
PR concept was Ivy Lee, who in 1906 developed the
first PR manifesto and launched the professional prac-
tice of reputation management, where he emphasized
the importance of open communication between com-
panies and the public [15].

However, even before that, some elements of
PR were used in ancient times and the Middle Ages
to influence public opinion in politics, religion, and
business. For example, Roman emperors used various
means of communication to strengthen their power.
In order to create a positive image in the eyes of their
subjects, they organized public spectacles (gladiatorial
fights, theatrical performances, sports competitions),
minted their own image on coins along with slogans
and symbols, engraved important state events and
their achievements on steles installed in public places,
etc. [16; 17]. Kings and monarchs often resorted to
coronations, jousting tournaments, and solemn pa-
rades to show their power and build trust among the
population. These activities were strategically orga-
nized events aimed at creating a positive image of the
ruler and building support among the people [18; 19].

Even the Catholic Church actively used sermons,
symbols, and religious rituals. Through well-organized
communication and dissemination of Christian ideas,
the church not only maintained spiritual control but
also shaped public opinion on political and social is-
sues [20].

hus, these historical examples prove that public

relations, although not in the form we are used

to, existed in ancient times as a means of in-
fluencing society to achieve goals. Thus, they became
the prototype of today's PR campaigns, which have
evolved over the years. Public relations has evolved
from classical communication methods to complex
strategic tools that use psychology, marketing and
modern technologies to influence the behavior of the
masses [21; 22].

Let's focus on the benefits and importance of
public relations. Compared to other means of influ-
ence, this one is particularly distinguished by its ability
to build long-term trust and maintain stable relation-
ships with the public. Unlike advertising, which has
a short-term effect, PR is focused on deeper interac-
tion with various audiences, including consumers,
partners, investors, and even society as a whole. This
allows you to scale your business, build transparent
communication, and build a strong reputation, which
is important for maintaining the company's stable de-
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Table 1

The concept of bank competitiveness from the point of view of different scholars

Common feature Author(-s), source Interpretation of bank competitiveness
A dynamic process of competition between banking market partici-
Miroshnichenko O.V. [1] pants, in V\.lhICh it is necessary to wnhstand c.ompetltlon. in the mar-
ket, adapting to external factors, while offering competitive products,
effectively managing resources and ensuring financial stability
FedulovalL.l., The bank's ability to compete with other financial institutions and
Voloshchuk . S. [2] companies that meet the needs of consumers in the target market
Competition The combination of the bank's "competitive position" and its "com-
Medviediev M. V. [3] petitive potential’, which together create the institution's "competi-
tive advantages"
The ability of a financial institution to compete successfully in the
Gladynets N.Y., banking sector by offering its competitive products in the banking ser-
Petryna V. V. [4] vices market in order to achieve high results in the future, taking into
account the socio-political and economic conditions in the country
A multifaceted characteristic that depends on the level and efficiency
- . f th f competitive advan . as well n the abili
Versatility Primostka L. O. [5] of the use of co pett e adva tages.as ell as ol the ability tg
adapt to changes in the external and internal environment, while en-
suring constant profitability
A comprehensive rating assessment that provides for the most cost-
Voloshchuk I. P. [6] effective and comprehensive use of all types of resources, each of
Evaluation which has a common numerical characteristic
Salol.V, Transition to market and fair value-based valuation of the bank and
Myroshnychenko O.V.[7] | the ability to predict future trends
The ability to successfully apply competitive potential by providing
Lytovchenko M. O., a larger volume and better quality of services than other banks, while
Tatyanynina S. M. [8] increasing existing and creating new competitive advantages at
minimum costs per unit of service provided
Demonstrates the success of the banking institution's market posi-
ZarubaY. 0. [9] tion and the compliance of its services with customer demand under
Leadership the influence of environmental factors
An indicator of the bank's readiness to provide quality financial ser-
. vices, maintain financial stability and active development, taking into
Lyutyil. 0.[10] . . IO
account the general economic and socio-political situation in the
country, and counteracting risks
Kovalenko V. V., Ability to successfully operate and achieve profitability when selling
BielovaY. M. [11] services in a competitive market
GirchenkoT.D., A hierarchical system covering three levels: competitiveness of the
Petelkina Y. O.[12] banking product, the bank itself, and the banking sector as a whole
System A system of relations that realizes competitive advantages in the
Zolotarova 0.V, . . o
banking market through the efficient use of its internal and external
Gura S.0.[13] .
resources to achieve the planned results

Source: compiled by the authors according to [1-13].

velopment in a competitive market. Moreover, thanks
to PR, an organization can respond quickly to crisis
situations, which helps minimize reputational losses.
And most importantly, all this does not require signifi-
cant financial investments, because, as mentioned ear-
lier, most of the information is disseminated through
free media and social networks. However, it is always
worth remembering that PR is a long-term process
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that involves not only building a reputation, but also
systematically strengthening trust in the organization.
This process takes time, planning and consistent im-
plementation.

The first important step is to set tactical PR goals,
which includes defining specific results to be achieved
as part of the communication strategy. These goals
should be in line with the organization's overall ac-
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tion plan and reflect specific needs to increase brand
awareness, strengthen reputation, or improve rela-
tions with target audiences.

The next step is to assess the external commu-
nication environment. This involves analyzing social,
economic, and political factors that may affect the per-
ception of the organization, as well as studying com-
petitors and target audience sentiment. The correct-
ness of further PR activities depends on an effective
assessment of this environment.

The next step is to plan a PR campaign. This is
one of the most crucial steps, as it requires a clear
roadmap for further implementation that will meet the
organization's goals and values. At this stage, the over-
all PR strategy and its content are already determined:
a schedule of events is formed, a campaign budget is
developed, a plan for coordinating the actions of all
stakeholders is created, etc.

After that, the planned activities have to be put
into practice — realized. This means selecting PR tools,
such as media campaigns, media relations, social me-
dia, events and other communication activities. In ad-
dition, we choose the PR methods that are best suited
to achieve the goals, such as information campaigns,
creating a positive image, or dealing with crisis situ-
ations. The target audience is also identified and de-
tailed to make communication as effective as possible.
Thus, we can conclude that implementation is a truly
dynamic stage, during which all PR tools are integrat-
ed into a single system to achieve the planned results.

The final step is to control and evaluate the ef-
fectiveness of PR activities. Monitoring the success of
the campaign helps to understand how effectively the
tactical and strategic goals were achieved. This allows
you to assess the quality of the selected communica-
tion tools, their impact on the audience, and provides
an opportunity to adjust the strategy and increase the
effectiveness of PR activities in the future.

hus, a well-built public relations system is an
important tool for achieving sustainable de-
velopment and market success. Managing a
public relations system enables any organization to
strengthen its reputation and build long-term, trust-
ing relationships with its audience. Thanks to the suc-
cessful management of PR strategies, company execu-
tives and managers are able to better understand the
needs and expectations of consumers, partners and
the public in general, which allows the organization
to grow economically. In addition, it helps to increase
customer loyalty, improve corporate image and reduce
the risk of crisis situations.
It is also worth noting that public relations is im-
portant not only for external reputation, but also for
internal stability and efficiency of management deci-
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sions. PR strengthens interactions within the organiza-
tion by creating transparent communication channels
between management, employees and partners, which
helps to improve organizational culture and increase
employee motivation. Thus, a successful PR strategy
is the foundation for long-term growth and prosperity
in today's market, which contributes to the competi-
tiveness of any institution, including banks, which is
relevant and important in the context of promoting a
banking product in the target market.

Therefore, it is advisable to add the bank's PR
strategy to the main indicators of competitiveness and
present the interpretation as follows (Fig. I).

o, from the author's point of view, it is appropriate

to propose a clarified interpretation of the defini-

tion of bank competitiveness, which is a holistic
mechanism for creating, maintaining, implementing
and improving the competitive advantages of an insti-
tution with the involvement of PR strategies. Thus, not
only the generally accepted standards of quality, scale,
and service are effective, but also the introduction of
elements of the bank's communication policy, which
together ensure the ability to compete effectively in the
financial market, contributing to the comprehensive
development of the banking institution.

It is worth remembering that competitiveness
depends on many external and internal factors that
affect the bank's ability to operate successfully in the
market. These factors can be divided into two main
categories: external and internal (Fig. 2).

Let us consider each group of factors separately.
External factors are a set of conditions and circum-
stances that operate outside the bank but have a direct
or indirect impact on its operations and ability to com-
pete effectively in the market. These factors include
economic, political, legal, technological and social
changes that affect the bank's development strategy, fi-
nancial stability, profitability and ability to attract new
customers.

Similarly, internal factors are the processes and
aspects that occur within the bank itself and have an
impact on the competitiveness of the banking institu-
tion. They are key to the bank's success, as they deter-
mine its potential for adaptation and development, as
well as its ability to provide a high level of customer
service, which in turn affects the market position of
the banking institution among competitors.

The bank's competitiveness is the result of a
complex interaction of external and internal factors.
Their effective management allows the bank to adapt
its activities to changing market conditions, which is
especially important in times of crises or rapid tech-
nological change. External factors may pose challenges
for the bank, but it is internal resources and compe-
tencies that help minimize this negative impact. It is
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Competitiveness of the bank

Successful PR strategies

Efficient resources management

Compliance of services with requests

Innovations and technologies

Financial stability

Counteracting risks

Adapting to changes

Fig. 1. Bank's competitiveness indicators

Source: compiled by the authors.

Factors of bank competitiveness

iyt

iyt

External

- economic situation;

- competitive environment;

- country's legislation;

- political stability;

- technological progress;

- globalization;

- socio-demographic
changes

Internal

- PR strategy;
- capital base;
- quality of management;
- staff qualification;
- organizational culture;
- implementation
of technologies;
- operational efficiency

Fig. 2. Factors of bank competitiveness

Source: compiled by the authors according to [23; 24].

important to continuously improve the bank's internal
processes, such as optimizing operations, increasing
the efficiency of risk management, and implementing
the latest technologies. In addition, the development
of corporate culture and staff qualifications play a role,
which directly affect the bank's ability to create com-
petitive advantages. However, it should be emphasized
that an effective PR campaign is no less necessary
tool for strengthening the bank's competitiveness, as
it helps it not only maintain its position in the mar-
ket but also actively expand its target audience among
consumers, investors, media and partners, developing
new business areas in the face of changes.

CONCLUSIONS

Thus, a bank's competitiveness is not static; it is
constantly being shaped and changed by both external
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and internal factors. A bank that is able to effectively
manage both groups of factors gains a stable position
in the market, attracts more customers and achieves a
higher level of financial stability. This ensures its long-
term success and competitive advantage in a changing
market environment.

To summarize, competitiveness is indeed crucial
for organizations. The inability to "withstand" the pres-
sure of competitors often leads to a reduction in the
scale of operations, staff reductions, and in the worst
case scenario, to the complete closure of the busi-
ness. That is why organizations must be able to adapt
to changes in the market, innovate and improve their
strategies. Accordingly, strategic management and in-
vestment in the development of competitive advantages
are essential for long-term success. Thus, competitive-
ness is an important component of any organization. To
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enhance it, it is necessary to develop and continuously
improve a whole range of systems, taking into account
the impact of external and internal factors. u
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