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Summary. The article deal with mechanisms of employee awareness
influence to the efficiency and business development of enterprises. Employee
need to be aware when advising clients, so that you really understand what it is
they are trying to achieve and where your advice fits in their bigger picture. And
managers need to be good at business development to gain more work from

existing clients and to win new ones.

International Scientific Journal “Internauka”. Series: “Economic Sciences”
http://'www.inter-nauka.com/magazine/economy/



International Scientific Journal “Internauka”. Series: “Economic Sciences”
http://www.inter-nauka.com/magazine/economy/

The best source of new work and new business is existing clients. They act
as your ambassador, telling everyone how great you are. When individuals
change jobs to a new organisation they bring their new employer to you. Clients
are disappearing all the time - they get taken over or go bust or change the
nature of their business, or a new management regime takes over that prefers to
use other advisers. And clients for their part are shopping around more. In
modern economic conditions employee awareness’ mechanisms influence to
efficiency, business development of enterprises and human resource
management.

Key words: efficiency, development, mechanism, awareness, employee,

enterprise, clients, relationship.

Anomauia. Y cmammi po32n110aromvcsi MeXaHizMu 8NIUBY C8I00MOCHI]
nepcouany Ha egexmusHicmo 1 po3eumox nionpuemcms. Cnigpobimuuxu
NOBUHHI MAMU GUCOKUL PiBeHb C8I0OMOCMI NPU KOHCYIbMYBAHHI KIIEHMIB, WO
00380J151€ 30IIbUWUMU NPOOAd*CT | 0amu 3pOo3yMIMU KIIEHMOSI, AK mosap abo
nocnyea nionpueMcmea nausac Ha 1o2o oizHec. Kepisnuymeo nionpuemcmsa, 6
C8010 uepey, Mae 00bpe po3oupamucs 8 Mexamismax po3eumky 0OizHecy, wjoo
po3wupumu 6a3y iCHyIYUX KIIEHMIB | 3a60108Y8AMU HOBUX.

Kpawe oOowcepeno mnoseoi pobomu, niosuwenHs egekmusHocmi ma
po3eumky 0OizHecy - ICHywOul Kiienmu. Bonu mooicyms eucmynamu  OJisl
RIONPUEMCIBA PEKIIAMOI0, PO3N0GIOAIOYU 8CIM HACKINbKU mosap abo nociyad
SAKICHI. B ymoeax swcopcmroi koHKypeHnyii tide 60pomuba 3a KOMCHO20 KIiEHMA,
momy w0 KIEHMU 6eCb UYac 3HUKAIOMb - IX 3AXONJI0OMb, PO30PAIOMD,
3MIHIOIOMb Xapakmep ix Oi3necy;, abo HoGe KepiBHUYMmMeEOo 60Jli€ npayeamu 3
Hoeumu nionpuemcmeamu. Cgi0omicmb NepcoHany xHce 00380J51E KOHCHOM)
CRIBPOOIMHUKOB] NIONPUEMCMBA 3PO3YMIMU CBOE Micye 6 Janyto2y Oi3Hec-

npoyecie,  ycgiooMumu  C8ill  6NIU6 HA  eeKmuHicmob  OiIbHOCMI
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nionpuemcmaea, a, omaice, i 30i1bULYE 3ATYUEHICMb CNIBPOOIMHUKIG 6 OISIbHICb
nionpuemcmaa.

B cyuwacnux exoHomiuMux ymoeax Mexauizmu YHAPAGIIHHA C8IOOMICHIO
NPayi6HUKI8 MAlOmb GEIUKUL 6NIUE HA eheKMUBHICNb, PO3GUMOK NIONPUEMCIE
I YNPABAIHHA NEPCOHANOM.

Knwuosi cnosa: egexmuenicmo, po36umox, Mexamizm Cc8i0oMicmb,,

NPAayiHUK, NIONPUEMCMBO, KIIEHMU, B3AEMUHU.

Annomayusa. B cmamve paccmampusaiomcs MexaHumbl —GIUSHU
CO3HAMeNbHOCMU NePCOHANa HA IhhekmusHocms U passumue npeonpusimuil.
CompyOHuxu OOIJCHbL UMEMb BbICOKUU VPOBEHb CO3ZHAMENIbHOCMU NpU
KOHCYIbMUPOBAHUU KIUESHMO8, YMO NO380JISIeM YEeIUYUms Npooaxcu u O0amo
NOHAMb KIUEHMY, KAK Mosap Uil yCiyea npeOnpusmus eiusem Ha e2o OusHec.
Pyrosoocmeo npednpusamus,  ceoto ouepedsb, O0NHCHO XOPOULO pa3dupamovcsl 8
MexaHuzmax pazeumus OusHeca, umooOvl pacuupums 0a3y CYWecmsayiouux
KIUEHMO8 U 3A80€8bl8ANMb HOBDIX.

Jlywwuii ucmouHux Ho80U pabomuvl, nogviuleHus dppexmusHocmu u
passumus ouzneca - cywecmsyrouue Kiuenmsl. Onu mocym evicmynams Ojis
npeonpusmust Pekiamol, paccKazvlédas 6cemM HACKOIbKO MOo8ap Ul yciyed
xXopowu. B ycnosusix ocecmkou KOHKYpeHyuu uoem 00pbba 3a KaHco020
KAUEHMA, NOMOM)Y 4mO KIUeHMbl 8Ce 8PeMsl UCYe3arom - UX 3aX8amvleéaion,
pasopsiom, MeHAIm Xapakmep ux OusHeca, UIU HOBOe PYKOBOOCHBO
npeonouumaem pabomamv ¢ HO8bIMU npeonpusmusimu. Co3HamenrbHOCMb
NePCOHANA JHce NO3BOAeNn KAHNCOOMY COMPYOHUKY NPEONPUSMUSL NOHAMb C80e
Mecmo 8 yenu OU3HeC-npoyecco8, 0CO3HAMb C8oe GUAHUE HA IPHEeKMUBHOCDb
0esIMelbHOCU ~ NPeOnpusmus,  d,  Cle008aAmelbHo, U Veeiudusaem

606/1€4EHHOCNb compydﬂukoe 6 0essmelbHOCMb npe()npuﬂmuﬂ.
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B cospemennvix 2KOHOMUYECKUX YCAOBUAX MEXAHUIMbL YNPAGIeHUs
CO3HAMENbHOCMbI0  PAOOMHUKOS  OKA3bl8Aem  02POMHOE  GluUsiHUEe  HA
aghhexmusnocms, pazgumue npeOnpuUsmMull U ynpasieHue nepcoHaioM.

Knwuesvie  cnoea:  s¢ppexmusnocmsv,  pazgumue,  MeXaHUsM,

CO3HamelbHOCNlb, nepcoHall, npednpu}zmue, Kiuernnivl, 63aUMOOMHOULIEHUAL.

Introduction. Doing a good job these days is no guarantee that the client
will give you their next job, or that other clients will come to you. You also need
to be involved in business development (BD). This used to be the preserve of
partners in firms. Nowadays everyone is expected to play a role. If you want to
get on in your career you need to know how to do this - especially if you, too,
want to be a partner.

In the old days, professionals sat at their desks and clients came to them.
They charged what they liked and clients paid. Professional services were a
black art - clients didn’t understand them and the professionals who provided
them commanded great mystique. As a client you felt privileged if a
professional person deigned to act for you.

Professionals have lost their mystique. Clients are demanding. They want
to know what they are getting for their money. They are courted by other
professionals offering more for less. Competition is on the increase (although
it’s still not, in most professions, as competitive as they think it is, and the
degree of competition can only increase). Clients shop around and move around
a lot more. So professionals need to be good at BD (also know as marketing).

You need to do the work well - that is what your professional training and
qualifications will equip you to do. You need to be commercially aware when
advising clients, so that you really understand what it is they are trying to
achieve and where your advice fits in their bigger picture. And you need to be

good at BD to gain more work from existing clients and to win new ones.
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The purpose of the article. The article looks at mechanisms of employee
awareness influence to the efficiency and business development of enterprises in
modern economic conditions.

Research results. These days talk about client relationship management
(CRM), client service, branding and market positioning and although they have
large BD and marketing departments, it is still down to the individual - you - to
develop his or her practice and client following. There are marketing or business
development activities that over time you will be encouraged to do, such as
speaking at conferences, writing articles and organising client seminars. These
all help to raise your firm’s - and your - profile, but they rarely of themselves
lead to more work [1, p. 317].

Work comes from making contacts; in short, from networking.
Networking is a fancy term for getting out into the market and building a set of
business relationships. Many professionals hate doing this. They think it’s about
selling, about trying to be friendly with people you don’t know in order to get
business from them. None of us likes doing this because it is insincere.
However, effective networking is not like this. It begins as an attitude of mind.

What professionals find over time is that their best clients, the ones they
serve over a long period, keep coming back to them because the client and
professional have points in common. At base it is because the client likes the
professional. ‘Like’ is a feeble word that encompasses ‘faith, trust and
confidence’, the qualities that David Maister sees as being at the heart of the
successful professional/client relationship. It also embraces friendship - having
things in common, possibly a shared outlook [2].

Your best clients will be those with whom you feel you have something in
common. Some will become actual friends. Professionals devote the bulk of
their waking hours to work, so work is going to provide the most natural source

of social contact. Those who keep clients and fellow professionals at arm's
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length are missing out on one of the greatest rewards that professional life
provides: working with like-minded people.

The term ‘multiplier’ covers referrers of work who may not become
clients themselves but who can endorse you and tell prospective clients how
good you are. In other words, other professionals.

Some of the best new business comes from clients (1) having heard of you
and (2) getting an endorsement from another professional in a different field. So
cultivate those other professionals. They'll be doing the same to you (which is
another reason for using networking occasions to meet as many people as
possible - everyone's doing it) [3, p. 2219].

Now, if you view networking, first, as a way of extending your circle of
possible friends and, only second, as a possible source of future work, then you
are developing the right mental approach. The professionals who are best at this
do it as a way of helping others. For example, they give up evenings to have
beers with people to discuss their careers and personal concerns. They do it not
to get work, although that is often the indirect result - and I say indirect because
you never really know where work comes from. Usually it’s a combination of
someone knowing you and a fellow professional recommending your firm [4,
p.548]. So it follows that the more people you know - the wider your network -
the more work will result one way or another.

You can make work pleasure and vice versa by having the right attitude to
networking. You cultivate like-minded people because you want to, not because
you feel you have to in the name of business. Having this sort of outgoing
attitude, this generosity of spirit, will in any case make you a more interesting
person - the sort of professional that clients are more likely to relate to. So get
out there and get networking. Not because it’s good for business, but because
it’s good for you and for the people you meet.

The most important point to realise is that BD or marketing is not

‘selling’. Selling implies trying to get someone to buy something he or should
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doesn’t need or want. Marketing is about trying to understand someone’s needs
and demonstrating that you can meet them. In fact, a simple definition of
marketing or business development was coined some years ago by Neil A
Morgan. He said it was ‘meeting clients’ needs profitably’. 1 like this simple
definition enormously. I don't think it’s restricted to business development or
marketing (which I see as more or less the same thing). I see it as defining the
role of the professional generally: meeting clients' needs profitably [5, p.302].

Professionals are very poor at staying in touch with clients between
projects. Again, they think it is insincere and smacks of selling. But imagine if
your doctor or dentist rang you every so often and asked how you were; or if
your garage rang every so often asking how the car was running. You’d be
pleased they were showing an interest, even if you knew they were doing it for
business reasons. The best clients become friends over time - not necessarily
friends like your school friends or the neighbours, but friends nonetheless;
people you like and like talking to; and they feel the same way about you [6,
p.120]. So it becomes natural to call them up from time to time to see how
things are. They are part of your network and some of the best new clients you
get will come from existing business contacts moving to new organizations.
They will bring their new employer to you [7, p. 505].

An easy way of staying in touch between jobs is to look out for comments
in the press about a client or the industry it is in, and calling the client up when
you do. It shows them that (1) you are thinking of them and (2) are sufficiently
interested in their business and industry to look out for these things. You’d be
amazed how pleased they are.

All the research and literature will tell you that the best source of new
work and new business is existing clients. They act as your ambassador, telling
everyone how great you are. When individuals change jobs to a new
organization they bring their new employer to you. So a good question to ask a

client in the post completion review is ‘What’s next? Where is the business
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going? What other work is there coming along?’ [8, p. 1192]. Tell the client how
much you enjoyed working for them. It all helps to encourage them to think that
you will go that extra mile for them.

Conclusions. Yet - and it's only human nature - getting new clients 1s still
regarded in all professional service firms (PSFs) as benefit. If you can say that
you have won a new client, you are a hero back at the ranch. Even though all the
studies show that winning new clients is expensive: it takes a lot of time to win
new clients (and time in a PSF is money).

It is true that PSFs do need to attract new clients for the reasons as a PSF
moves up the food chain it wants to attract bigger and better clients offering
more complex, profitable work and paying bigger fees. And it needs to get rid of
the tail of smaller, less profitable clients. Besides, clients are disappearing all the
time - they get taken over or go bust or change the nature of their business; or a
new management regime takes over that prefers to use other advisers. And
clients for their part are shopping around more. So there's always a need to
attract new clients, but PSFs tend to put an undue focus on it. Winning new
business is often called ‘pitching’ because a prospective client will ask a number
of competitors to pitch - i.e. each to put a proposal together with the prospective
client choosing the one il likes best. In an ideal world, you are so close to your

clients that you never have to pitch - either for the client or for his or her work.
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