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The study examines the theoretical and practical aspects of the work of managers of architectural and construction companies with client
objections. The importance for the competitiveness of companies in the market of architectural and construction services of the ability of a modern
manager to work effectively with clients’ objections is demonstrated. The article considers the peculiarities of a modern manager’s communicative
competence, which is the basis of his/her professionalism and includes the ability to effectively interact with clients, understand their needs and
motives, and find optimal solutions for the resolution of objections. The article analyses the types of client objections, in particular true, false and
conditionally objective, and suggests approaches for dealing with them effectively. A number of effective techniques for dealing with objections are
considered, such as active listening, empathy, clarifying questions, turning objections into questions, using evidence and statistics, rephrasing
objections in your own words, suggesting alternatives, etc. Examples of typical objections raised by architectural and construction clients (financial,
stylistic, time related, technical, legal) are given and approaches to resolving them are suggested. Special attention is given to the creation of a
positive communication context in which the client objections are not perceived as an obstacle, but rather as an opportunity to offer additional
benefits and alternative solutions. The importance of investment in training and development of managers in effective handling of client objections,
development of their communication skills and marketing strategies is emphasised. The result will be an increase in customer satisfaction, an
increase in sales and a strengthening of the company’s reputation in the marketplace. In order to deal effectively with client objections, the article
formulates a number of practical recommendations for managers of architectural and construction companies. Implementing these
recommendations will help to build trusting relationships with clients, increase selling efficiency and strengthen the company’s competitiveness.
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INTRODUCTION

It is important to be able to work effectively with objections in today’s competitive environment in
the market of architectural and construction services. It is important not only to recognise them, but also to
be able to respond to them in a way which helps to persuade the client to accept what you offer. The cost
of the services, their necessity, the quality of the work, the deadlines, etc. The client’s shortcomings or
doubts can be related to different aspects. Each objection requires an individual approach and arguments
on the part of the manager. Effectively dealing with objections requires the manager not only to listen to
the client, but also to actively identify his needs and motives. It is important to have an understanding of
the characteristics of each customer, as well as the necessary communication and persuasion skills.

Because it plays an important role in the process of closing successful and profitable deals, the topic
of dealing with sales objections remains relevant. A competitive advantage in the marketplace is enjoyed
by a company that has highly skilled managers who are able to effectively influence customer decisions by
working with objections.

Therefore, an important and relevant area for managers of architectural and construction
companies is the study and practice of working with objections in sales. The result will be an increase in
sales efficiency, an increase in the volume of orders and an improvement in the company’s reputation in
the market.

LITERATURE REVIEW

Various aspects of this problem have been the subject of study and presentation in the works of
Ukrainian and foreign scientists, such as V. Stadnichenko [1]; S. Reshmedilova [2]; A.Grigorenko [3];
R. Fedorovych [4]; B. Barchi, N. Pirov [5]; I. Klymenko [6]; A.Uskova [7]; O. Dyachun, S. Radynskyi [8];
O. Borodienko [9]; I. Babiy, O.Baksalova, O. Ostapchuk [10]; O. Myhal [11]; M. Demko [11], etc.

An effective personal selling strategy helps to increase the competitiveness of a company and
improve customer satisfaction, as recent studies have shown. The ability of the manager of an architectural
and construction company to deal effectively with the client objections is an important component of a
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successful sale. This is not just about technical training, but also about their ability to communicate, interact
and build mutually beneficial relationships with clients.

Experience and research in this area show that the improvement of the level of communication
skills of the management team of architectural and construction companies can lead to improved business
performance and foster long-term client relationships. Therefore, for the development of modern sales
strategies in the architecture and construction industry, research in the area of personal selling and dealing
with client objections is of great importance.

The purpose of the study is to determine the theoretical aspects of dealing with objections in sales
and to develop practical recommendations for the manager of an architectural and construction company
to improve the efficiency of negotiations and successfully conclude agreements with clients.

MAIN PART

Presentation of the main research material. Successful sales management involves the
implementation of a customer relationship management system based on a customer-focused approach. A
customer relationship management system is an approach and strategy for building a sustainable business
where the fulfilment of client needs and expectations is central. Although it involves the use of
management technologies, the customer relationship management system is not a software product or a
specific management technology [8].

The reasons for the implementation of such a system are the increase in customer requirements for
the product, the increase in competitiveness in the market, the loss of customers to competitors and the
high costs of new customer acquisition. Improving the efficiency of business processes by attracting and
retaining customers is the aim of a customer relationship management system. One of the key aspects of
this system is how managers deal with client objections. This requires the ability to effectively influence
the customer and resolve conflict situations that arise during the sale of products or services. You can
increase sales effectiveness and ensure long-term customer relationships by understanding client needs
and expectations and being able to adapt your strategy to meet those needs.

It involves using personal selling techniques, which differ from advertising in that it is a form of
two-way dialogue between the seller and the buyer, rather than a one-sided monologue as in advertising
[11]. This approach makes it possible to establish a more in-depth communication with the customer, to
understand his or her needs and requirements and, at the same time, to achieve a more successful delivery
of a product or service that meets the needs of the buyer [12].

It should be stressed that the communicative skills of a modern manager are the very basis of his
or her professionalism. For example, the communicative interaction of a manager is a process of purposeful
exchange of information, ideas and emotions between the manager and other participants in the activities
of the organisation, including subordinates, management, partners and customers. This process aims to
coordinate actions, make managerial decisions, resolve conflicts and achieve the strategic goals of the
organisation using verbal and non-verbal means of communication. The effectiveness of a manager’s
communicative interaction depends on his or her ability to communicate, to give and receive feedback, to
take into account the individual characteristics of interlocutors and the dynamics of situations in a
professional environment. Successful communicative interaction contributes to the increase in professional
efficiency, the assurance of high-quality problem solving and the achievement of the organisation’s goals
[13].

An important part of a manager’s communication skills is dealing with client objections. This
means knowing how to deal effectively with customers who may disagree or feel upset about a product or
service. A competent manager must be able to listen to the customer, understand the situation from the
customer’s point of view, actively work to eliminate negative feelings and find a solution that is appropriate
to the specific situation [14].

Undoubtedly, objection management is an important part of the customer interaction process in
the modern world of marketing and sales. At each stage of the proposal process, sales managers often have
to deal with different types of objections that customers may raise. Customers are looking for justification
for their decision and to be convinced that the purchase is beneficial when comparing different aspects of
a product or service [1]. Therefore, objections are a necessary step in any sales process that allows managers
to identify the potential difficulties that customers may face and to provide them with the appropriate
arguments to solve these problems. Sometimes objections can be the decisive factor in a customer’s
purchase decision for a particular product or service.

Dealing with objections becomes an important aspect of selling for the manager. It requires the
ability to answer questions and confidently persuade the customer, as well as communication skills and
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product knowledge. In theory, dealing with objections is considered a stage in selling. A manager can avoid
objections by properly assessing the client needs and presenting the product in a way that meets the
customer’s expectations. In practice, objections can arise at any time and it is important to be able to
respond effectively [2].

Dealing with objections is not just about resolving conflicts or refusals; it is an opportunity to
demonstrate professionalism, listening skills and understanding of the client needs. This can help build
lasting relationships with customers and ensure they stay loyal [15]. Dealing with objections in sales is a
necessary skill that contributes to increased efficiency and success in marketing. Companies can ensure
stable sales growth and build a successful reputation in the marketplace by integrating this aspect into their
sales strategy.

Dealing with objections is a key component of a successful sales process, and the ability to
distinguish between different types of objections helps a salesperson to interact effectively with customers.
In particular, a confident and experienced salesperson will be able to quickly identify what exactly is
causing a customer to raise an objection and how best to respond to it [3]. Thus, an important step in
interacting with customers is to distinguish between true, false and conditional objections.

The first type of objection is a true objection, which is when a customer is honest in expressing his
or her concerns about a product or service. These concerns can include not needing the item, payment
terms or other specific factors. By offering rational solutions to the customer, such as instalment payments
or additional services that will help solve the customer’s problem, the salesperson can effectively address
such objections.

The second type of objection is a false objection, in which the customer is hiding the real reason for
his or her doubts. In this case, instead of taking the customer at his word, the salesperson should identify
the real cause of the problem. It is important to pay attention to the customer’s passive-aggressive
behaviour and look for indirect clues to the real motives. This approach allows the salesperson to work
effectively with spurious objections and achieve the desired outcome.

The third type of objection is a conditional objective objection, where the customer justifies his
doubts on the basis of unstable circumstances that will take time to resolve. In this case, the salesperson
can use the technique of isolating the objection by asking the customer about other possible problems that
may arise in the future. This will help the salesperson to find out if the reasons for the objection are really
objective and to find the solution that is best for the customer.

An important skill in working with customers that helps to effectively resolve conflict situations
and achieve successful transactions is the ability to distinguish between different types of objection. The
salesperson can build trust and ensure quality service by skilfully identifying the client’s true motives and
understanding what lies behind their concerns [4].

In particular, the following types of client objections may be encountered by the manager of an
architectural and construction company:

1. Financial objections: the client may say that he or she has a limited budget for the construction
or repair at the moment. The manager should be ready to offer alternative solutions or the possibility of
funding for the project.

2. Style objections: the client may have doubts about the design or architectural style of the
company’s proposal. The manager should be aware of the client’s requirements and wishes, and offer
options that are in line with their needs.

3. Time related objections: the client may want the project to be completed very quickly, which may
have an impact on the quality of the work or the ability to deliver within a tight time frame. The manager
should explain the importance of quality in construction to the client and offer a realistic deadline.

4. Technical objections: the client may have technical questions or concerns about the performance
of certain technical aspects of the project. In order to answer all questions and resolve technical issues, the
manager must have in-depth knowledge of the technical aspects of construction.

5. Legal objections: the client may express concerns or uncertainties about legislation and licensing.
In order to provide the client with comprehensive answers and to assist in the preparation of the necessary
documents, the manager should have a clear understanding of the legal requirements in construction.

These types of objections may arise during the work of an architectural and construction company
manager and it is important to be able to respond to them effectively and find the best solutions for the
client.

The handling of objections in sales is an important part of successful business, especially for the
manager of an architectural and construction company, where it is important to be able to interact
effectively with clients and to be able to distinguish between different types of objections. To ensure
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maximum efficiency and reduce the number of unsuccessful cases, the objection resolution process can be
broken down into four stages. The first step is to be a listener to the customer. This is a key point where it
is important to have empathy and a deep understanding of the client needs and desires. A positive attitude
and attentiveness will help to build trust and confidence and will effectively guide the objection resolution
process. The second step is to be in agreement with the customer. It's important to show your
understanding of the complexity of the situation and that you're on the customer’s side. This will enable
you to establish positive communication and mutual understanding, essential for resolving objections. The
third stage is to apply the technique for dealing with objections. The success of this stage will depend on
the previous stages and on the ability of the salesperson to interact effectively with the customer. It is
important to try to find the best solution for all parties, and to find out if the customer still has any
questions. The fourth stage is the presentation of the proposal. After successful resolution of the objections,
it is important not to delay the presentation of an offer to the customer. Making a clear and specific offer
will enable the client to decide and increase the likelihood of a successful transaction. It should be stressed
that the psychological mechanism of creating expectations in the client, based on the Zeigarnik effect, is
involved in the defined stages of dealing with objections. This strategy involves deliberately creating
situations that arouse the customer’s curiosity, indignation or expectation, which increases their interest in
the issue and stimulates further engagement. This can have a positive impact on customer engagement and
the development of communication between the manager and the customer [5]. For maximum efficiency,
the list of sales objections can be structured and broken down into separate stages. The salesperson can
effectively resolve issues and achieve the desired results, starting with conditional agreement, continuing
with clarification and argumentation, and ending with a call to action.

As an important part of successful sales, the manager of an architectural and construction company
must be able to deal effectively with objections. There are a number of techniques that can be used to be
effective in the resolution of objections and the building of trust with the client.

Technique number one. One of the most important techniques is the active listening technique.
This involves more than just listening. It also requires sensitivity to the customer’s non-verbal cues and
emotions. This allows you to understand why they’re objecting and to respond appropriately. Nonverbal
indicators, such as gaze and facial expressions, can provide additional information about the client’s
emotional state. For example, a customer may be unhappy or unsure about your offer if his or her eyebrows
are drawn together or he or she is sighing. Being sensitive to your customer’s non-verbal cues will not only
help you to understand the true motives behind their objections, but will also have a positive impact on
your interaction with them, helping to build a relationship based on mutual respect and trust. Successful
resolution of objections and achievement of common goals can be based on such support and openness.

Technique number two. Empathy is a key part of the objection resolution process. You can build
trust and openness by putting yourself in the customer’s shoes and trying to understand them. In
particular, understanding the client needs and objections, but also feeling their feelings and emotions, is
part of putting yourself in the customer’s shoes. Empathy and understanding are important, as they are
the building blocks of trust and openness in communication. Customers are often in search of
understanding and acceptance, and this can have a significant impact on their decisions and attitudes
towards your company. It's important to recognise the uniqueness and individuality of your customers
and to develop a deep understanding of their needs and expectations. This will be the basis for effective
relationship building and successful project delivery. Using empathy to communicate with customers also
helps to reduce conflict and improve service quality. The ability to put oneself in the other person’s shoes
can broaden the horizons of communication and facilitate the search for compromise in difficult situations.
Empathy is an important component of successful customer relations and can be the key to the building of
long-term relationships and the expansion of your customer base. It can help build a positive reputation
and generate referrals from satisfied customers.

Technique number three. You can understand the customer’s motives better by asking clarifying
questions. Ask questions to help clarify their point of view and the reasons for their objections.

Here are some examples:

1. What are the specific aspects of the project or proposal that you doubt or object to?

2. When you look at the design project/ proposal, what would be your first impression?

3. To address this issue/design detail, what alternative options would you consider?

4. What is the ideal outcome of this project/collaboration with us?

5. Is it possible that your objections are related to your changing corporate or personal vision of the
project?

6. To ensure that your needs and expectations are fully met, what would you like to see?
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7. In the project process, what factors are most important to you?

8. To address your concerns, how can we improve communication and collaboration?

9. To ensure the success of the project, what guarantees or support would you suggest we provide?

10. What limitations or difficulties do you see that might have an impact on your decision to do
business with our company?

Technique number four. Another effective technique is to turn an objection into a question. Rather
than rejecting the objection, you can rephrase it as a question in order to move the dialogue forward.

Here are some examples:

1. Instead of “You don’t understand my needs’, you can formulate a question: “What exactly is
wrong with my proposal that would be more in line with your needs?’

2. Instead of saying ‘It’'s too expensive for me’, you can ask: “What aspects of the project are you
concerned about the cost of? Perhaps we could look at some alternative options’.

3. Instead of objecting ‘It looks too complicated’, ask: “What are your concerns about this part of
the project? Perhaps we could look at options that are more simplified’.

4. Instead of saying ‘I'm not sure you're experienced enough’, ask: “‘What specific details or stages
of the project are you most concerned about? Perhaps I can give you some more information about what
our experience has been in this area’.

Technique number five. This technique allows you to acknowledge what your customer is saying
while adding your own context.

Here are some examples:

1. Client: “This project seems to me to be a little bit too expensive’.

Manager “Yes, but it is worth bearing in mind that the choice of high-quality materials can
significantly increase the life of the building and reduce future repair costs’.

2. Client: ‘I am not sure that your company will be able to deliver this project on time’.

Manager: “Yes, but we have a track record of on-time delivery of similar projects and have action
plans in place to ensure that your project will be completed accurately and on time’.

3. Client: ‘Do you want to give my idea a try?’

Manager: “Yes, but at the same time we are always open to working with our clients and we are
willing to take your ideas and wishes into account to create a project that is in line with your vision'.

4. Client: ‘In my opinion, this design could be more innovative’.

Manager: “Yes, at the same time we’re always open to new ideas and technologies, and we’re ready
to consider the possibility of innovating in designing your project’.

5. Client: ‘I don’t like the palette of colours for the facade of the building/.

Manager: ‘Yes, in order to ensure that you are more satisfied with the design of the facade, we can
consider alternative colour and shade options’.

Technique number six. The use of evidence, statistics and examples can strengthen your arguments
and position and provide the client with convincing evidence.

Here are some examples:

1. Demonstrate the impact of choosing high quality materials on the life of the building: e.g.
research shows that investing in high quality materials reduces the risk of failure and ensures the longevity
of the building.

2. Provide statistics on past projects where the company has completed work on time: for example,
state that 95% of projects have been completed on time with no delays.

3. Give an example of a previous successful collaboration with clients who insisted on their own
ideas: tell about a project where the client made important changes that improved the result.

4. Provide statistics that confirm the effectiveness of innovative solutions. For example, studies
have shown that the introduction of innovation in construction leads to a reduction in the cost of
maintaining buildings.

5. Present examples of the successful use of colour solutions in the design of facades: show photos
of projects where well-chosen colours have improved the aesthetics of the building and have attracted
attention.

Technique number seven. Show that you understand and are willing to cooperate by rephrasing
the client objection in your own words.

Here are some examples:

1. Instead of saying, “You're not sure we're going to get this done,” say, ‘I understand your concerns
about the timeline, but we’ve got everything we need to deliver on time’.
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2. Instead of, “You are of the opinion that our prices are too high’, the manager can say ‘I understand
your concerns about the cost of the project, but you should remember that our prices reflect the quality of
the work we’re doing and the high-quality materials we use’.

3. Instead of the words, “You are of the opinion that the design could be more innovative’, the
manager can say, ‘This is an innovative design. As we work on the project, we are open to your vision and
willing to consider your suggestions’.

4. Instead of saying: “You don't like the colour palette for the facade’, the manager can say, ‘I can
see that you would like to see other colour options on the facade. We are willing to look at alternatives and
select colours that are in line with your preferences’.

Technique number eight. The offer of alternatives is a way of finding a compromise and a solution
that is beneficial to both parties.

Here are some examples:

1. Instead of offering only one option for the design of the facade, the manager can offer several
alternative colour solutions, highlighting in particular the advantages of each option and inviting the client
to choose the one that corresponds to his or her preferences.

2. The manager can offer different options for materials and construction techniques that will affect
the final cost when discussing the project budget. There should be an explanation of the advantages of each
option and an attempt to find the best compromise.

3. You can offer different options for the layout of the premises, particularly considering changes
in the location of rooms or functional areas, if the client expresses doubts about the project plan. The client
should be allowed to choose the option that satisfies him/her.

4. You can offer different options, including the possibility of accelerated completion for an
additional fee, depending on the conditions and possibilities when discussing the schedule of works. This
approach allows you to find a solution that is favourable to both parties.

Technique number nine. Specification of the questions helps to formulate the objection clearly and
concisely.

Here are some examples:

1. Instead of a general question about the client’s interior design requirements, you can ask: ‘Do
you have any specific colour and style preferences for each room?’

2. Instead of asking a general question about the project budget, you can ask: “What specific
amounts would you like to allocate to decorating and choosing materials?’

3. Instead of asking a general question about the client needs regarding the project’s completion,
you can ask: ‘By when do you need the project to be completed? Do you have any critical deadlines for
certain stages of the work to be completed?’

4. Instead of asking a general question about the requirements for the functional areas of the
building, you can ask: “What specific requirements do you have for the layout of the space? For example,
do you have a need for a separate work area at home?’

In general, an understanding of the client needs, empathy, active listening and the effective use of
various communication techniques are required when dealing with objections in sales. It is an important
part of success in sales and business development to understand the mechanisms of objection resolution
and how to work with them.

By using consistent dualistic constructs, the objection handling of an architectural and construction
company manager can be optimised. For example, dealing with objections can be turned into an
opportunity to offer additional benefits and alternative options. Instead of dismissing objections, the
manager can focus on the project’s positives and open dialogue to find a solution. For customers who have
concerns about the project, support staff can offer additional services or advice. Doing this will help to
build mutually beneficial relationships and help to keep the customer satisfied.

Here are some examples:

1. Objection: “Your project is too expensive’.

Argument: “Yes, but it also has the following benefits. Your house will be reliable, energy efficient
and will retain its value in the future thanks to the use of high-quality materials and innovative
technologies’.

2. Objections: ‘I don’t like the colour scheme / room sizes / shape of the house’.

Argument: “We have a wide range of alternatives to choose from. We are ready to offer you a
different colour, a different size or a different shape that will suit your preferences and your design ideas’.

3. Objection: ‘I'm not sure that what you're proposing is going to work for me’.
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Argument: ‘Let’s make a test reproduction of part of the project or visit the objects we have already
realised so that you can evaluate our experience and the quality of our work. We guarantee your
satisfaction or your money back’.

4. Objections: ‘I need time to think about it’.

Argument: ‘We are ready to provide you with more information, 3D models, structural details or
sample materials to help you get to know the project better. How can we be of assistance to you in the
solution of your problem?’

It is important to note that a lack of opportunity to interact and communicate can be a barrier to
achieving a positive outcome for an architectural and engineering client [6]. In order to build trust and
maintain positive relationships with clients, dialogue and mutual understanding are important.
Misunderstandings, conflicts and loss of potential business can result from any blockage in
communication. Therefore, in order to have a successful relationship with clients, a manager must create
favourable conditions for the free exchange of ideas and information.

In this way, a successful manager of an architectural and construction company will be able to
effectively lead the client to a decision that will lead to the confirmation of the contract. This can be achieved
through the study and analysis of the client’s meaningful responses to the questions that are posed. The
manager can better understand what aspects of the project or services are important to the client and how
to move forward to achieve a successful solution if the client’s requirements and needs are properly
understood.

A manager should also consider possible reasons for the client’s reluctance to accept the service
when working with the client. An explanation of the client’s fears of new experiences, previous negative
impressions, reluctance to spend money, or unreasonable emotional aversion can help the manager find
common ground and ways to overcome these barriers.

When the client has had enough explanation and identification of their needs, and is ready to make
a decision, the manager can focus on the details of the project and close the meeting with specific points of
agreement and arrangements. A successful order confirmation and customer satisfaction are guaranteed
by such attentiveness and professionalism.

It should be noted that the study by I. Babiy, O. Baksalova and O. Ostapchuk analysed the
mechanism of forming a competitive policy for small businesses. Most architectural and construction
companies belong to this category. The authors found out that in connection with crisis situations of the
external environment the following components of the system are an effective basis for managing the
enterprise: intellectual resources, flexible management system, motivation, resource capabilities, market
research, competitive strategy, communication and distribution policy [10]. Thus, since managing the
effectiveness of marketing activities ensures an increase in its efficiency, the formation of a competitive
policy for small enterprises depends mainly on marketing aspects. In particular, marketing and the
personal and professional potential of the manager have a great impact on the success of the creation of a
competitive policy and the securing of the company’s competitiveness in the market.

To some extent, the dynamics of costs incurred in these areas can be used to assess the effectiveness
of the company’s marketing and sales activities [7]. Of particular importance among these costs is the
investment in the training and professional development of sales managers. It is important that managers
are prepared to work effectively with customers and are able to properly argue and resolve their objections
in today’s business environment where competition is fierce and the customer base requires an individual
approach [9].

Dealing with client objections requires managers not only to listen and respond, but also to
communicate effectively, use reasoned approaches and develop influencing strategies. Properly targeted
objection management not only helps avoid conflict and customer dissatisfaction, but can also be a tool for
sales growth and customer base expansion. Therefore, a key factor in improving the effectiveness of sales
activities and increasing the company’s competitiveness in the marketplace can be to invest in training
managers in objection management [16].

On the basis of the study, in order to work effectively with client objections, the following
recommendations can be formulated for managers of architectural and construction companies:

1. Develop active listening skills. To better understand the reasons for objections, listen carefully to
the client and pay attention to their non-verbal cues.

2. Show empathy. Put yourself in the customer’s shoes and have an understanding of their feelings
and needs. In this way, you will be able to build a relationship of trust and find solutions that are mutually
beneficial.
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3. Ask probing questions. To find out the details of your client objections and motives, ask them
specific questions. This way, you will have a much better understanding of the situation.

4. Turn objections into questions. Rather than dismissing objections, reframe them as questions,
which will help to continue the dialogue and the search for solutions.

5. Provide alternatives. In order to find a compromise and meet the client needs, offer different
options.

6. Make use of evidence and statistics. Back up your arguments with factual data, examples of
successful projects, and testimonials from satisfied customers.

7. Use your own words to restate the objections. Demonstrate that you have an understanding of
the customer’s situation and are willing to work with the customer.

8. Set a positive tone. Turn the objection into an opportunity to offer additional benefits and
alternatives, rather than a rejection.

9. Facilitate communication channels. Create favourable conditions for the open exchange of ideas
and information, and avoid blocking communication channels.

10. Invest in upskilling. Regularly upgrade managers’ skills in dealing with client objections,
communicating and marketing strategies.

Compliance with these recommendations will enable the managers of architectural and
construction companies to deal effectively with the objections of their clients, to establish a relationship of
trust, to increase turnover and to strengthen the competitiveness of the company in the market.

CONCLUSION

The following conclusions can be drawn from the results of the study:

Dealing effectively with client objections is an important aspect of successful architectural and
construction company management. The ability to interact effectively with clients, to understand their
needs and motivations, and to find optimal solutions for resolving objections, makes it possible to increase
sales, ensure long-term relationships with clients and strengthen the company’s reputation in the market.

Architectural and construction company managers need to develop active listening skills, show
empathy, use clarifying questions and turn objections into questions in order to deal with objections
effectively. It is also important to offer clients alternatives, support arguments with facts and statistics, and
rephrase objections in their own words to demonstrate a willingness to cooperate. Creating a positive
communication context where client objections are seen as an opportunity to offer added value and
alternative solutions, rather than an obstacle, is particularly important. The result will be an increase in
customer trust, confidence and sales effectiveness.

An important factor in ensuring the competitiveness of architectural and construction companies
in the marketplace is to invest in the training and development of managers in effective client objection
handling, communication skills and marketing strategies. The result will be an increase in client
satisfaction, an increase in turnover and a strengthening of the company’s reputation.

In general, the implementation of a customer-focused approach that focuses on working effectively
with customer requirements is necessary for successful sales management in the architecture and
construction industry. Architectural and construction company managers will be able to interact effectively
with clients, resolve conflict situations and ensure long-term cooperation by applying the recommended
techniques and approaches.
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POBOTA I3 3AITEPEYEHHSIMM B TIPOJJAXKAX: TEOPISI TA [TPAKTUKA JIJI1 MEHEIXKEPA
APXITEKTYPHO-BYIIBEJTbHOI KOMITAHIT

MIXAJIKO Amnacracis!, KYBAHOB Pyciman?, MAKATBOPA [Imurpo3

TKuiBCchKMIT HallioOHAJILHUV YHIBepCUTET TeXHOJIOTIVI Ta IU3alHy
2BigokpeMsIeHnVi CTPYKTY PHUM iTpo3ail «[HeTuTyT iHHOBaninHoT ocBiTi KUIBCHKOro HalliOHaJIbHOTO YHiBepcUTeTy OyIiBHMUIITBA
i apxiTeKTypv»
*HarioHayIbHMI TeXHIUYHMI YHiBepcuTeT YKpainu «KuiBcbKiit nostiTexHiuHmi iHcTuTyT iMeHi Iropst Cikopcbkoro»

Y Oocaioenni posesadatomsca meopemuni ma npakmuyuni acnexmu pobomu Meneoxepié apximexknypro-0yo0ibesvHux kKoMnanin i3
sanepeueHHAMU KaienmiB. ObTpyHmobano Baxaubicms BMiHHA cyuacHo20 MeHeOxepa eghekmubHo npayrobamu 3 sanepeueHHAMU KAieHmiB 044
ni0BuLyeHHs KOHKYPEHOCHPOMOXKHOCTI KOMNAHIT HA PUHKY apximexmypHo-6ydibeavrux nocaye. Poseranymo ocobaubocmi xomyHixamubrol
KOMNEmeHMHOCTII CYyHACHO20 MeHedkepa, sKa € 0cHoBo10 11020 npodpecionarismy ma Braiouae 30ammuicms echexmubro 63aemodiamu 3 KaieHmamu,
posymimu ixui nompebu ma mMomubu, a MaKox SHAXOOUMU ONMUMAALHI pilueHHs 045 Bupiulenna 3anepeuens. Y pobomi npoanarizoBaro
pisHoBuOU 3anepeuens Kaienmib, 30kpema, cnpabui, xubui ma ymobro-06'exkmubui, ma 3anponoHobaro nidxodu 0o egpexmubroi pobomu 3 HUMU.
Poseasnymo Husky egpexmuBnux mexwix pobomu 3 3anepeueHHAMU, MAKUx sK akmubHe CAYXAHHSA, eMNamis, YmouHoBasvHi 3anumanns,
nepemBopenHa 3anepeuent HA 3ANUMAHHA, BukopucmanHa 00kasi6 ma cmamucmuku, nepedopmyabanna sanepeuens cboimu ciobamu,
nponosuyia asvmepramul moujo. Habedeno npuxaadu munobux sanepeuens xaienmi6 apximexmypHo-0ydiBesvhux komnauin (gpinarcobi,
cmuavobi, no6'A3ani 3 mepmiHaMuU, MexHiuHi, 3aKoH00abui) ma 3anponorobano nidxodu 0o ix egpexmubroeo Gupimenns. Ocobruba ybaea
npuditeHa cmbopenHIo No3UMUBH020 KOMYHIKAYIHHO20 KOHIMEKCIY, KOAU 3anepedeHHs KAIEHMIB cHpuiMalomvca He AK nepeuikood, a AK
Mmoxaubicms sanpononybamu dodamkobi nepebaeu ma assmepramubni piwenna. Iliokpecaeno Baxcaubicme inbecmuyini y Habuanua ma
nidBuuyenns kBaichixayii menedxepib y cgpepi edpexmubroi pobomu 3 3anepenennAMU KAieHmiB, po3bumiy ixHix KoMyHikamubHux nabunox ma
mapxemuneoBux cmpameeii. Le 0o36orums nidbuwsumu pibens sadoboserocmi kaienmib, 30isvuiunmu obcseu npodaxci6 ma sMiyHumu penymayino
KOMNAHIT HA puHKY. Y cmammi cghpopmy1v06ano HU3KY NpakmuuHux pekomeHoayin 045 Menedxepil apximexmypHo-6ydibessHux KOMNAaHii 14000
eqpexmubroi pobomu 3 3anepeuennamu kaienmi6. Pearizayia yux pexomendayii cnpusmume bemanobaennio 006ipaubux Gionocun 3 kaienmamu,
nidBuuyennio epexmubrocmi npodaxié ma IMiyHeHHI0 KOHKYPEHINOCHPOMOKHOCTT KOMNAHIT HA PUHKY.

Katouobi caoba: sanepeuenna waienmi6, apximekmypHo-0ydiBesvia KoMnawis, MeHeoxep, KOMYHIKAMUBHA KOMNEMeEHIMHICIID,
NepCcoHAAbHULL TPOOAX, KOHKYPEHIMOCTPOMOKHICHTD.
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