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KaHIUIAT TEXHIYHUX HAYK, TOIEHT Kadeapu MEeXaHIqHOI iHKeHepii
Kuiscokuil nayionanvruu ynisepcumem mexHono2it ma Ou3aHy

Ky0anos P.A.

KaHIUJAT MearoriyHuX HayK, JOLEHT,

JIOLEHT Kadeapu eKOHOMIKH, MEHEDKMEHTY Ta YIPABIIHHSI TEPUTOPIIMU
Biookpemnenuti cmpykmypHuii niopo30in

«Incmumym innogayilinoi oceimu

Kuiscvkoeo nayionanvhozo ynigeepcumemy 6y0isHuymea i apximexmypuy

Maxkatbopa /1. A.

KaHIUAAT TEXHIYHUX HayK,

JOTICHT KadeIpu MaIIrH Ta arperariB moJirpadgivHoro BUPOOHUIITBA
Hasuanvrno-nayxosuii sudasnuyo-noniepaghiunuii incmumym
Hayionanvnozco mexuiunoco ynisepcumemy Ykpainu

«Kuiscorkuu nonimexwniunuu incmumym imeni leopsi Cikopcbko2o»

IDENTIFICATION OF CLIENT NEEDS AS A KEY COMPONENT
OF PROFESSIONAL COMMUNICATION AND SUCCESSFUL PERSONAL SALES
BY A MANAGER OF AN ARCHITECTURAL AND CONSTRUCTION COMPAMY

BUSIBJEHHS NOTPEB KJIIEHTA SIK BAXKJIMBUM KOMIIOHEHT
NMPO®ECIHHOI KOMYHIKAII TA YCHIIIHUX NEPCOHAJIBHUX
MPOJIA’K MEHEJ’KEPA APXITEKTYPHO-BYAIBEJIbHOI KOMIIAHII

The study is devoted to the topical issue of identifying client needs as an important component of professional
communication and successful personal sales by a manager of an architectural and construction company. The
article examines the current state of business communication in the business environment, in particular the role
it plays in ensuring that organisations function effectively. It emphasises that in any field of activity, especially
in the context of sales and customer relationship management, effective communication is a key success factor.
The authors analyse in detail the personal selling process in architectural and construction services, highlighting
its main stages: communicating and listening to the client, presenting the goods/services and building long-term
relationships. Particular attention is paid to the importance of the identification stage of the client needs, which is
key to ensuring an individual approach and the fulfilment of his or her expectations. It is noted that a high level
of communication skills and the ability to listen carefully are required for effective identification of client needs.
Customers may have different requirements, preferences and budgets, and it is only through a thorough study
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of their needs that an individual approach can be offered to each of them. Not only does this contribute to the
successful completion of the transaction, but it also enables us to build long term partnerships with our clients. The
use of ‘active listening’, which involves not only listening but also a thorough analysis of the client’s messages,
attention to detail and non-verbal cues, is key to identifying the client needs. Active listening helps to build mutual
understanding and trust by establishing emotional contact and feeling the client’s feelings and needs. Determining
the reality and specificity of client needs is an important aspect of identifying them. In order to do this, the manager
must conduct detailed interviews, listen carefully to the customer’s requests and pay attention to non-verbal signals.
A better understanding of the client needs and the most appropriate solutions can be achieved through a qualitative
synthesis of the information obtained. Successful identification of client needs requires a manager to constantly
improve communication skills, including the ability to ask the right questions, create an atmosphere of trust, show
empathy and be proactive in finding ways to meet needs. It is only under these conditions that successful sales,
long-term relationships and the development of the company can be ensured. The article looks at the architectural
and construction industry and provides practical examples of different approaches to identifying client needs. The
authors emphasise that the key to successful sales, building long-term relationships and overall effective business
performance is a manager’s ability to communicate effectively and to listen and understand the client. The article
concludes with recommendations that may be useful to managers of architectural and construction firms to improve
the efficiency of the process of identifying client needs. In particular, the article highlights the importance of
continuous training, information analysis, proactivity and the provision of quality customer service.

Keywords: managers, identifying client needs, professional communication, personal selling, architectural and
construction companies, active listening, customer satisfaction, long-term relationships.

JlocaiKeHHS TPUCBSYCHO aKTyallbHIH IpoOieMi BUSBIICHHS MOTPEO KITIEHTA SK BAKIIMBOTO KOMITOHEHTY mpode-
CiifHOi KOMyHIKaIlii Ta yCIIIITHUX MEPCOHATBHUX MPOAAK MEHEIDKEpa apXiTeKTypHO-Oy/iBeIbHOI KoMITaHii. Y cTarTi
PO3IIAAA€THCS CyIacHHHN CTaH AiT0BOT KOMYHIKaIlii B 613Hec-cepeioBHIIi, 30KpeMa i1 ponb y 3a0e3neueHHi e(eKTHB-
HOTO (PyHKIIIOHYBaHHS oprasizariil. Haromomryerscst Ha ToMy, 110 e(heKTHBHA KOMYHIKallisl € KIIIOYOBUM (PaKTOpPOM
ycmixy B Oyab-Kiii cdepi AisIbHOCTI, 0COOIMBO B KOHTEKCTI MPOJAXKIB Ta praBJIiHHSI B32€MOBITHOCHHAMH 3 KITi-
€HTaMU. ABTOPH JETAILHO aHame.waL TPOLEC TMEPCOHATBHIX MPOAAK Y coepi aleTeKTypHO -OyiBENbHUX MOCIYT,
BUOKPEMJIIOIOUN HOro OCHOBHI €Tau: CHUIKYBaHHS Ta CITyXaHHs KJII€HTA, npe3eHTams[ TOBApPiB/IOCIIYT, BCTAHOB-
JIEHHSA JOBIOCTPOKOBHX BilHOCHH. OcoOnuBa yBara MpUIUIAETbCS BAXKIMBOCTI €Taly BHBICHHS MOTped KIIiEHTa,
SIKHH € KITFOUOBUM TSI 3a0€311eUCHHS iHANBIAyaIbHOTO MIAXOIY Ta 3aJOBOJICHHS HOTO O4iKyBaHb. 3a3HAYAETHCS, 110
e(peKTUBHE BHUSBICHHS IOTPEO KITICHTa BUMArae BiJl MCHEIKEPa BHCOKOTO PiBHS KOMYHIKAaTHBHUX HaBUUOK Ta BMiH-
Hsl YBaXHO ciiyxatd. KilieHTH MOKyTh MaTH Pi3HOMaHITHI BUMOTH, YIOJT00aHHS Ta OFO/DKETH, 1 JIUIIE 3aBJISKU pe-
TEJILHOMY BUBUYCHHIO TXHIX MOTPed MOXKHA 3aIPOIIOHYBATH 1HMBI Iy aIbHHUHN MiIXi 10 KoxkHOTO. Le He nwie cnipusie
VCIIITHOMY 3aBEPILEHHIO YTOJU, alie i JT03BOJISAE MOOYyBaTH JIOBTOCTPOKOBI MAPTHEPCHKI BITHOCHHU. BUsBICHHS
motped KirieHTa 0a3yeThCs Ha BUKOPHCTAHHI TEXHIKH «aKTHBHOTO CIIyXaHHS, sIKa Mependadae He JIHIIE POCITyX0-
BYBaHHS, a i peTeJIbHUI aHalli3 TOBIIOMJICHD KITI€HTA, yBary 70 JeTaieil Ta HeBepOaIbHIX CUTHAJIB. AKTHBHE CITy-
XaHHsI J03BOJISIE€ BCTAHOBUTH EMOIIMHIN KOHTAKT, BiATyTH IIEpPEKUBAHHS Ta MIOTPEOH KITI€HTA, 10 CHpUsie TTOOYI0BI
B32€MOPO3YMiHHS Ta AOBipH. BasknuBUM acrieKTOM BUSBIEHHS MOTPEO KIIiEHTA € BU3HAYEHHS 1X PEabHOCTI Ta KOH-
KpeTHOCTI. [ bOro MeHepKepy HEe0OXiTHO MPOBOAUTH AeTalbHi OeCi/ii, YBaXKHO CITyXaTH 3allUTH Ta CIIOCTepiraT
3a HeBepOaJbHUMU CUTHANIaMU. SIKiCHE y3arajbHEHHS OTpUMaHOol iH(pOpMaLil 1a€ MOXKIMBICTH Kpalle 3pOo3yMiTH
noTpedu KiIi€HTa Ta 3alpONOHYBaTH HAOLIbII BIAMOBIAHI pilIeHHA. YCIIIIHE BUSABIECHHS MOTPeO KIIiEHTa BUMAarae
BiJ] MEHEDKepa OCTIHHOTO BIOCKOHAJICHHS KOMYHIKaTUBHAX HABHYOK, 30KpeMa BMIHHS CTaBUTH MPABIIIBHI 3aITH-
TaHHS, CTBOPIOBATH aTMOC(epy TOBIpH, IPOSBIATH EMIIATiI0 Ta OYTH MIPOAKTUBHHUM Y MOIIYKY CIOCOOIB 330BOJICH-
Hs IoTpeO. JInie 3a TakuX YMOB MOYKHA 3a0€3MEUMTH YCITIITHI TPO/IaXi, MOOYAyBaTH JOBITOCTPOKOBI BiTHOCHHH Ta
CTPHUSITH PO3BUTKY KOMITaHii. Y CTaTTiI HABEJCHO MPAKTUYHI MPHUKIIAINA 3aCTOCYBAHHS PI3HUX ITiIXOIB JI0 BUSBJICHHS
notped KITEHTIB y cepi apXiTeKTypH Ta OyAiBHHUIITBA. ABTOPAMH IiJKPECITIOETHCS, 110 BMIHHS MEHEIKepa e(ek-
THBHO KOMYHIKYBaTH, CITyXaTH Ta PO3YyMITH KIII€HTA € 3aIIOPYKOI0 YCIIIIHUX MPOAAXKiB, TOOYIOBH TOBTOCTPOKOBUX
BIJTHOCHH Ta 3arajioM e(heKTUBHOI JisuIbHOCTI KoMIaHii. Hampukinili poOoTH chopMyIbOBaHO PEKOMEHAII 110710
iABUIIEHHS €(EKTUBHOCTI MPOIIECy BUSBICHHS MOTPEO KITI€HTIB, IKi MOXKYTh OyTH KOPHCHUMH JUII MEHEIDKEPIiB
apXiTEeKTypHO-Oy/AiBEIbHUX KOMIIaHii. 30KkpeMa, HarolONIy€eThCsl HA BAXIMBOCTI MOCTIMHOTO HaBUaHHS, aHAMI3Y iH-
(hopmallii, MPOAKTUBHOCTI Ta 3a0e3MeueHHs IKICHOTO MiCISMPOAaXKHOTO 00CITyrOByBaHHS.

Kotouosi cioBa: MeHemxep, BUSABICHHS MOTped KITEHTa, npO(becu/IHa KOMyHu(auls{ HepCOHaJ'IBHl MIPOIaxKI,
apXiTeKTypHO-OyniBeIbHA KOMIIaHis, aKTHBHE CITyXaHH:I, 330BOJICHHS KIIIEHTIB, JOBTOCTPOKOBI BITHOCHHH.

Statement of the problem. In today’s world, the
competition in the market of architectural and construction
services is extremely high, and not only the quality of the
work, but also the professional communication with the
client plays a decisive role in the success of the company.
In order to find the best solution to meet the client needs
and expectations, identifying the client needs is a key
component of successful sales.

Client needs research enables us to better understand
their requirements and aspirations for the construction
project. This enables the architects and construction
managers to create a project that is fully satisfactory to
the client and that meets the client’s expectations. This
approach will increase the satisfaction of the client and
have a positive impact on the reputation of the company.
A manager must have a high level of communication and
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listening skills to properly identify client needs. Customers
may have different requirements, preferences and budgets,
and only by carefully analysing their needs can a tailored
approach be developed for each of them. This helps not
only to close a deal, but also to build a long-term customer
relationship.

Without a deep understanding of the market and client
needs, successful sales in the architectural and construction
industry is impossible. The ability to identify their needs
and offer the best solution is essential to finding new
customers and capturing their interest. Successful business
development and increased sales can only be guaranteed
in this way. In the construction industry, professional
communication and the identification of client needs should
be seen as an important part of a sales strategy. A faster and
more efficient workflow can be established by identifying
needs in time and ensuring customer satisfaction. This
helps to build reputation and ensures continued demand
for what they offer.

An integral part of a construction company’s sales
strategy is understanding and researching client needs. It
is the key to successful business deals and the building
of long-term customer relationships. Companies have a
good chance of success and sustainable sales growth in the
future if they actively listen to and meet their client needs.

Analysis of recent research and publications.
Various aspects of this problem have been the subject of
research and presentation in the works of Ukrainian and
foreign scholars, such as O. Timchenko [1]; N. Rudnytska,
K. Kovtun [2]; V. Orlova, O. Kuzmenko, O. Serhieieva [3];
A. Tanasiichuk, S. Sirenko, V. Pnevskyi [4]; Y. Matveeva,
Y. Opanasiuk, T. Bondar, D. Petrenko [5]; A. Kataev [6];
N. Skryhun, L. Chornous [7]; V. Khalina, T. Vasylieva [8];
N. Sytnyk [9]; V. Redka, I. Ponomarenko [10]; Y. Yakovenko
[11]; H. Kharchenko, Y. Borovyi [12]; O. Yevtushevska
[13]; R. Fedorovych [14]. However, despite the importance
of the topic, the issue of identification of client needs in
the context of architectural and construction companies
is unexplored. Therefore, there is a need for further
research and development of new methods to improve the
process of client needs identification in the architectural
and construction sector, which will help to increase the
efficiency and competitiveness of companies in this market
segment.

Formulation of the research task. The purpose of the
research is to examine the specifics of the process of client
needs identification as a key component of professional
communication and successful personal sales by a manager
in an architectural and construction company. Specifically,
the study will identify strategies and approaches that are
conducive to the effective identification of client needs in
the field of architectural and construction services.

Summary of the main research material. In the
modern business world, business communication plays
an important role in helping any organisation to become
successful and to function. The efficiency of work and
the achievement of goals depend on the interaction
between employees, management, customers and partners.
Communication between colleagues governs work
processes, while communication with customers is a driver
of sales and relationships. For each specific goal, there
is a need for an appropriate communication style which
will contribute to the achievement of the task [14]. For
example, successful negotiation requires good listening

skills, the identification of common interests and the
search for a solution which is beneficial to both parties.
At the same time, project management may require a clear
communication of the requirements and a control over the
implementation of the tasks. Being able to communicate
confidently therefore plays a key role in achieving success.

In today’s business world, non-business communication
plays an increasingly important role. New demands are
being placed on managers’ communication skills by
the trend towards more interpersonal communication in
the workplace. They spend much of their working time
communicating with colleagues, partners and clients,
which means they need to be able to interact effectively
and build positive relationships [12].

A manager is responsible for achieving results
by working with employees and partners as the main
participant in professional communication in an
organisation. A modern manager’s role is more than just
planning, organising and controlling. His or her work is
based on interaction with others, conflict resolution and the
search for common solutions [2].

Communicating in the modern business world requires
managers to be not only knowledgeable in their field, but
also flexible and able to adapt their communication style to
suit the situation. When it comes to negotiations, project
management and building relationships with partners,
excellent communication skills enable you to achieve high
results. The modern model of communication is more
focused on the two-way exchange of information, in which
the quality of the transmission of information, the way it
is expressed and the gathering of complete and objective
information play an important role. This will enable you
to understand your partner better, to identify common
objectives and to make the decision that is best for both
parties.

Selling is one of the most important stages of doing
business, where effective communication makes all the
difference. The ability to listen to customers, identify
common interests and offer solutions that meet their
expectations is part of customer relationship management.
Effective communication helps to attract and retain
customers and increase the satisfaction of working with
[1]. Developing personalised sales strategies to meet the
unique needs of each customer is now an important part of
sales [4]. This requires a deep understanding of the market,
the competitive environment and the characteristics of the
individual target group. It is also important to be innovative
in sales approaches, including using digital technologies
and marketing tools to improve the customer interaction
process [6]. In order to be successful in sales, a manager
must have the ability to build long-term relationships
with customers and an understanding of their needs and
expectations. It is also important to be able to communicate
in an effective way, to persuade and to demonstrate the
value of your goods or services [5]. At the same time, it
is important to remember that ethics and transparency
in dealing with clients will help to build trust and open
communication.

Personal selling is a key element of successful client
interaction in the field of architecture and construction.
The manager’s ability to identify the client needs and
expectations, reflected in effective communication and
a personal sales approach, is an important part of this
process [6].
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We should look at the possible stages more closely.

1. Searching for customers: the manager can analyse the
customer base and identify the most profitable customers.
For example, you can focus on offering these services
and attracting more of them if you find that certain clients
order a lot of additional services. For an architectural and
construction company, if a certain company regularly
orders the interior design of its offices, this may be an
important segment.

2. Preparation for the client meeting: before a meeting
with a potential client, the manager should have a detailed
overview of the company’s services, presentation materials
and be ready to answer any questions.

3. Meeting with the client: during the meeting, the
manager should ensure that the environment is comfortable
and that a positive impression of the company is created.

4. Identification of the client needs: during the meeting
with the client, the manager can ask questions about the
client’s current projects and future plans in order to better
understand what specific services may be useful to them.
In particular, to offer tailored solutions that meet the client
needs.

5. Presenting the product/service: having identified the
client needs, the manager can present the specific services
of his company that best meet these needs. In particular,
the manager can present his or her projects and portfolios
of work that reflect his or her skills and creative approach.

6. Dealing with objections: the manager should be
prepared to justify his proposals and provide additional
arguments to persuade the client if he expresses doubts or
objections.

7. Closing the sale: once the customer has shown
interest, the manager must determine when he or she is
ready to do business and agree the terms of co-operation.

8. Maintaining a long-term relationship: after the deal
is done, the manager should continue to communicate with
the client, listening to their needs and helping with future
projects.

In summary, there are three stages to the process.

Communicating and listening to the client is the first
stage of a successful personal sale. Through questions and
careful listening, the manager will have an understanding
of the client needs, top priorities and problems that can be
solved. This enables them to offer a personalised approach,
tailored to what the client wants and needs.

The second stage is a face-to-face meeting with the
customer to present the company’s products and services.
In line with the client needs and expectations, it is important
to demonstrate the unique features of the products. It allows
them to feel that they are making an informed choice.

Building a long-term relationship between manager
and client is the third stage. This means taking into account
the client’s ongoing needs and requirements and staying in
touch after the transaction has been completed. Long-term
partnerships encourage repeat business and reassure clients
that they have made the right choice.

The following examples can be drawn from the practice
of selling architectural and civil engineering services:

1. Communicating with and listening to the client: a
manager of an architectural and construction company
has a meeting with a potential client to discuss his needs
and expectations. During the meeting, the manager asks
questions about the problems the client wants to solve,
what the project involves, and how much the client wants

to spend. Having listened carefully and in accordance
with the needs identified, the manager is able to offer a
personalised approach to the project.

2. Presenting goods and services: the manager offers
a presentation of the company’s projects or solutions that
meet the identified needs after analysing the client needs.
For example, the manager may show projects that have
already been completed and that are similar in size or style
to the project in which the client is interested. Explaining
the benefits and unique aspects of the proposed solutions is
important during the presentation.

3. Establishing a long-term relationship with the
client: the project manager can keep in touch with the
client, providing progress reports and addressing any
additional needs or changes during the project once a
project agreement has been signed. For example, during
the refurbishment process, the project manager can meet
with the client on a regular basis to discuss progress and
address any issues that arise.

These  examples demonstrate the  effective
implementation of each stage of personal selling in the
architectural and construction services sector, which
contributes to successful interaction with clients and the
creation of conditions for the development of long-term
partnerships. However, it should be emphasised that needs
identification is an important area in both the first and
second versions of the personal selling stages classification.

Criteria characterising the personal selling stage — needs
identification. In particular: the use of open-ended questions
in the identification of needs, the use of the active listening
technique, the identification of the client real needs, the
formation of a full dialogue and the qualitative summary of
the information received from the customer [3].

The importance of open-ended questions is that they
encourage the interviewee to elaborate on what they’re
thinking, feeling and needing [11]. For example, the
question “What specific problems would you like to solve
in your home?” makes the client feel that their needs are
important to the company and also helps the manager to
obtain specific data for further design.

In addition, by showing interest in the client’s personal
needs and wishes, open-ended questions help to build
trust and rapport with the client. For example, it shows
the customer that their opinion is valued and will be taken
into account in the development of a project when they are
asked, “What is the most important aspect of home design
for you?

An important part of successful communication and
sales in an architectural and construction company is the
ability to ask open-ended questions and identify client
needs. This helps to create individual and tailored solutions
that meet the client’s expectations and ensure a high level
of satisfaction when working with the client.

The identification of client needs is an extremely
important component of professional communication and
personal sales for the manager of an architectural and
construction company. It is the process of understanding
exactly what the client needs are, what their requirements
and desires are, in order to offer solutions that are ideally
suited to them. The identification of needs is the basis for a
fruitful co-operation and trust in future projects.

It is important to use the technique of ‘active listening’
to effectively identify the client needs. This technique
involves not only listening to the client, but also carefully
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analysing their messages, paying attention to details and
non-verbal cues. Active listening allows you to connect
with the client on an emotional level, to feel their needs
and feelings, which is reflected in the building of mutual
understanding and effective relationships.

When using the technique of active listening, a manager
needs to be attentive, open-minded and empathetic. It
is important to hear their feelings and needs, feel their
energy and supplement the conversation with pertinent
questions and expressions of understanding [17], as well
as listening to what they say. In this way, you can show
the customer that his or her opinion is important and will
be taken into account, which will increase his or her trust
in the company and his or her willingness to cooperate.
The use of active listening also helps to identify the hidden
needs of the customer, which he or she may not be able
to express immediately. Problems can be identified and
resolved before they become more acute by being able
to read between the lines and detect discomfort, fear or
uncertainty in the customer’s feelings.

In the process of active listening, the manager should
also show an interest in the person he/she is talking to,
ask open-ended questions and allow the client to express
his/her thoughts and feelings freely. This helps to build
positive relationships and ensures successful future
working relationships by creating an atmosphere of trust
and mutual understanding. The client’s confidence in the
manager and the company as a whole is enhanced by active
participation in the conversation and active listening.
These techniques can be used to effectively identify the
needs of the client, to provide individualised solutions and
to build a long-term relationship that will be of mutual
benefit to both parties.

Thus, in professional communication and personal
selling in the field of architecture and construction, the
use of ‘active listening’ contributes to the successful
identification of the client needs. This will allow you to
build a fruitful relationship with the client, to provide
him with the necessary solutions and to create favourable
conditions for the successful completion of the project and
for further co-operation.

Identifying the clientreal needs is essential for successful
transactions and mutually beneficial relationships. Failure
to do so can lead to misunderstandings and unsuccessful
outcomes. Of course, it is important to communicate with
the customer in detail [8] in order to successfully identify
the client real needs. You need to actively listen to what
they’re asking for, and look for details and non-verbal cues.
For example, if a client is concerned about the time taken
to build, this may indicate that the manager should focus
on the speed of the project. Alternatively, the manager can
suggest options for extending the living space or creating
cosy areas in the garden if the client expresses a desire for
more space to relax. This shows how important it is not
only to listen, but also to understand what the client really
wants and needs. For example, if the manager discovers
that the client wants a new kitchen because the space is
inefficient, he or she can offer options for re-designing
to ensure more ergonomic placement of furniture and
appliances. Effective communication with the customer
is not only important for the identification of real needs,
but also for the development of a long-term relationship.
By paying attention to each client individual needs, the
manager can create solutions that are in line with their

expectations and contribute to the success of the project
[13]. Thus, for successful sales and customer satisfaction,
it is crucial to identify real client needs. Active listening
and tailoring sales strategies to individual client needs
allows you to build long term and mutually beneficial
relationships. This is key to the success of a business in the
architectural and construction industry.

A key element in the process of identifying client
needs is a qualitative summary of the information received
from the customer. This allows for a better understanding
of the client needs and requirements [9]. For example, a
manager can clarify which aspects of an architectural or
construction project are most important to him or her when
communicating with a potential client. In this way, there
is a better understanding of the direction of travel and the
solutions on offer. Alternatively, if the client expresses a
desire to have a large window in the kitchen, the manager
can offer options for using energy-efficient windows that
will help save energy and improve comfort in the room.
Undoubtedly, the sales manager can better understand the
client needs and tailor the offer to meet those needs through
effective communication and the ability to establish a
quality dialogue with the customer. The result is not only
an effective offer of goods or services, but also an increase
in customer satisfaction [10]. For example, when choosing
an interior design, a client may indicate that an open-
plan solution is required. By taking this information into
account, the manager can offer solutions that use sliding
systems or furniture with functional features to optimise
the use of space as much as possible.

Identifying client needs is therefore an extremely
important component of professional communication and
personal selling for the manager of an architectural and
construction firm [15]. The following recommendations
can help managers successfully identify client needs and
confidently manage the sales process:

1. Listen carefully to the client: overcoming barriers to
communicating is not listening to the person talking. Learn
to listen to the client needs, wishes and desires.

2. Ask the right questions: the key to successfully
understanding the client needs is to ask questions that will
help you better understand the client needs and help guide
them in their choices.

3. Maintain rapport: it is important to create a good
atmosphere to communicate in, which makes the customer
feel comfortable and understood.

4. Be empathetic: the inclusion of emotion in
communication can have a positive effect on the customer’s
perception of your proposals.

5. Prepare additional staff: the management team
should be well prepared to have conversations with
customers and to identify their needs.

6. Analysis of information: the information received
from the customer should be carefully analysed in order to
identify the real needs and suggestions.

7. Offer solutions: on the basis of the identified needs,
the best possible solutions should be offered to the customer
to meet his or her needs and requirements.

8. Be proactive: by actively seeking ways to meet the
client needs, work to build mutually beneficial relationships
with the customer.

9. Don’t forget follow-up: after the deal is done, it
is important to continue communication and after-sales
service with the customer.
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10. Continuous learning: high performance can be
achieved through professional development and continuous
improvement of skills in identifying client needs.

Today, the ability to communicate in a productive and
conflict-free way is not only an important professional
quality of a manager, but also a necessary element of his or
her culture, which is an integral part of the company [16].
Rational, psychological and ethical management is the key
to entrepreneurial success today.

Conclusions. For the manager of an architectural
and construction company, identifying the client needs
is an extremely important component of professional
communication and successful personal sales. In order
to offer optimal solutions that fully meet the client’s
expectations, it is necessary to better understand the client
needs and desires. A manager must have a high level of
communication skills and the ability to listen carefully in
order to correctly identify client needs.

Using open-ended questions during communication is
an important part of identifying client needs. The use of
open-ended questions encourages the customer to be more
specific in the expression of their thoughts, feelings and
wishes. Not only does this help to ensure that complete
information is obtained, but it also demonstrates to the
customer that his or her point of view is important to the
company. In addition, open-ended questions help build
trust and understanding of the client hidden needs.

Another key aspect of the identification of client needs is
the ability to be an active listener. Active listening is not only
the attentive perception of the other person’s words, but also
the understanding of their emotions, feelings and non-verbal
signals. This enables the manager to better understand the
client real needs and wants, and to establish a deep emotional
connection with the customer. Active listening demonstrates
to the customer that his or her opinion is valued, which in
turn increases the level of trust and co-operation.

Identifying the client needs also requires the manager
to be able to summarise the information received and to
form a clear understanding of what the client needs. This
will enable you to develop individual solutions that will
best meet the expectations of your customer and ensure a
high level of customer satisfaction. The key to successful
project delivery and long-term partnerships is a high-
quality summary of information about client needs.

The identification of client needs is not only an important
component of successful personal sales, but is also an integral
part of the overall development strategy of an architectural
and construction company. An in-depth understanding of
the market, the competitive environment and individual
client characteristics enables the development of innovative
marketing approaches, the use of modern tools to promote
services and ensure high levels of customer satisfaction.
This, in turn, helps to strengthen the reputation of the
company and to increase its turnover in the long term.
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