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METHODOLOGICAL SUPPORT FOR EFFECTIVE WEBSITE FUNCTIONING IN
PROJECT-ORIENTED ARCHITECTURAL AND CONSTRUCTION COMPANIES

In the contemporary context of the development of the architectural and construction industry, a company’s website
functions not only as an informational showcase but also as a multifunctional platform that ensures interactivity, transparency, and
partnership dialogue among all participants in project-oriented activities. The problem lies in the fact that most companies limit
themselves to a traditional approach to website development, focusing on a list of services and contact information, whereas modern
trends require the creation of a collaborative ecosystem. The absence of interactive tools, feedback mechanisms, and opportunities
for joint decision-making leads to informational isolation, a decline in trust, and reduced effectiveness of project implementation. The
purpose of the study is to develop and substantiate the methodological foundations for creating and operating the website of an
architectural and construction company as a platform for partnership dialogue, which makes it possible to transform the client from
a passive consumer of information into an active co-creator of the result. The methodological framework of the research is based on
the analysis of modern website development models (waterfall, spiral, Microsoft Solutions Framework, Walt Disney model), concepts
of internet marketing and relationship marketing, as well as a systemic approach to considering the website as a partnership
ecosystem. The study employs methods of analysis and synthesis of scientific sources, comparative analysis of models, content
analysis of websites of leading Ukrainian and international companies (Archimatika, YOD Design Lab, BIG, Foster + Partners), as well
as the case method to examine practical examples of integrating partnership technologies. The main results of the study consist in
identifying the key directions for organizing partnership dialogue.: communication transparency, interactivity, joint decision-making,
systematic feedback, the use of BIM technologies, and the creation of an emotional component of interaction. Methodological
recommendations regarding website structure are proposed, including the integration of client dashboards, online chats, cost
calculators, multimedia materials, and localization tools for international clients. It is demonstrated that a website built on the principles
of a partnership ecosystem becomes the economic foundation for company development, reduces risks, enhances communication
efficiency, and fosters trust among participants in project activities. The scientific novelty of the work lies in a comprehensive approach
to the methodological support of website functioning for an architectural and construction company, which combines technical models,
marketing tools, and practice-oriented aspects of partnership. The practical significance consists in the possibility of using the proposed
recommendations for developing websites that meet modern requirements of interactivity and transparency, as well as in shaping a
new culture of communication in the field of architecture and construction. Thus, the study confirms that the website of an
architectural and construction company should be considered as a platform for cooperation and dialogue, where technical structure
s combined with genuine partnership, and the outcome becomes not only technical but also socio-economically significant.

Keywords: website of an architectural and construction company, project management, project-oriented activity,
methodological support, partnership dialogue, interactivity, communication transparency, feedback, BIM technologies, collaboration
ecosystem, usability and content, trust and co-creation, economic foundation of development,

KYBAHOB Pycnan, KPECAH Makcum

Binokpemiennii cTpyKTypHHI TiApo3ain «[HCTUTYT iHHOBAIIHHOT OCBiTH
KuiBChbKOro HalliOHATBLHOTO YHIBEPCUTETY OY/AIBHUIITBA 1 apXITEKTYpU»

MAKATBOPA JImutpo

HauionaneHuii TexHiuyHM# yHiBepcuTeT YKpainu «KuiBCbkHi MOTiTeXHIYHUI IHCTUTYT iMeHi Iropst CikopchbKoro»

METOJINYHE 3ABE3NEYEHHA EOEKTUBHOCTI ®YHKIIIOHYBAHHS CAUTY
B YMOBAX ITPOEKTHO-OPIEHTOBAHOI AISIJIBHOCTI APXITEKTYPHO-
BYIIBEJBbHOI KOMITAHII

Y cyqacHux yMoBax po3BUTKY apXITEKTYPHO-OyAIBEIbHOI ra/ly3i CauT KOMIEHIT BUCTYITAE HE JINLLE SK IHGOPMALIVIHA BITpUHAE,
ane v K 6arato@yHKUIOHaIbHa MiaTt@opma, 1Yo 3a6e3r1eYye IHTEPAKTUBHICTL, IPO30PICTL Ta MapTHEPCLKUM AIa/Ior MK yciMa
YHACHUKaMY TPOEKTHOI Ais/IbHOCTI, [IpobriemMa rosIsirac y ToMy, Lo GiIbLUICTE KOMIaHI OOMEXYIOTLCS TPAAULIVIHUM ITIAX040M 40
106Yy40BU CaNTIB, 30CEPELKYIOYNCE Ha EPETIKY MOCTYI | KOHTAKTHUX JaHuX, TO4I K CyYacHi TEHAEHUII BUMAraroTb CTBODEHHS
eKocucTemu CriiBrpayi. BiACYTHICTb IHTEDAKTUBHNX IHCTPYMEHTIB, MEXAHI3MIB 3BOPOTHOIO 3BA3KY Ta MOXJ/IMBOCTEN A/1S1 CrIi/IbHOMO
TIPMIHATTS PILLIEHb TPU3BOAUTL A0 [HGOPMALIIVIHOI [30719Uf, 3HWKEHHS fO0BIpy Ta epeKTUBHOCTI peasiizalii rpoexTiB. MeToro
AOCTI[KEHHS] € PO3PO6KA Ta OOIPYHTYBAHHS METOANYHNX 3aCal CTBOPEHHS U QDYHKLIIOHYBAHHSI CaUTy apXiTeKTypHO-6YAIBEIbHOI
KOMIIaHii sk riargopmu rnapTHEPCLKOIo 4iasory, Lo [03BOJISE NEPETBOPUTYU KITIEHTA 3 MACUBHOIO CIIOXMBAYa IHGOPMAaLi y aKTUBHOMO
CriiBTBOPLS pe3y/IbTaTy. MeTofosioriyHa OCHOBA AOCTKEHHS CIIUPAETLCS HA aHasli3 CyqacHux MOAENEN CTBOPEHHS CauTiB
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(BogocriagHa, criipasibHa, Microsoft Solutions Framework, mogesib Yosira [ficHes), KOHUENUIi IHTEPHET-MapKeTUHry 1a relationship
marketing, a TaKkox Ha cUCTEMHMI MTIAXIA A0 PO3I/ISAY CaUTy K EKOCUCTEMU MaPTHEDCTBA. BUKOPUCTaHO METOAM aHanisy ¥i CUHTE3Y
HAyKOBUX [DKEDES], TMOPIBHATILHIA aHasli3 MOJENEY, KOHTEHT-aHasl3 CauTiB MpPOBIAHNX YKDPAIHCbKUX Ta 3apyODKHUX KOMIIEHIY
(Archimatika, YOD Design Lab, BIG, Foster + Partners), a Takox Kevic-MeToq [/1s BUBYEHHS MPAKTUYHUX PUKIEAIB iHTerpaLii
NaPTHEPCLKMX TEXHOIONU. OCHOBHI  PE3Y/IbTaTy AOCIKEHHS OISraoTe Y BUSHAYEHHI KITIOYOBUX HANpAaMIB opraHizauii
T18PTHEPCHKOro AIasiory: Mpo30picT KOMYHIKaLl, iHTEPaKTUBHICTb, CITIIBHE MPMUHATTS PiLleHb, CUCTEMATUYHMI 3BOPOTHIN 3B 30K,
BUKOPUCTaHHS BIM-TEXHO/IONY Ta CTBOPEHHS EMOLIVIHOI CKIafoBoi B3aEMOAIi. 3anporoHoBaHo METOANYHI pEeKoMeHAaUll LoAOo
CTPYKTYDU CaUTy, SKI BKIIIOYAIOTb [HTErPAaLIilo KIIIEHTCbKUX KAGIHETIB, OH/IAVIH-4aTIB, Ka/IbKyJISTOPIB BapTOCT, MyJIbTUMELIVIHNX
MarepiasiB 1a iHCTPYMEHTIB JIOKaI3aLl /15 MDKHAPOAHUX KITIEHTIB. [JOBEAEHO, IO CaNT, 06YA0BaHMI 3a IPUHLMIAMU EKOCUCTEMMU
NapTHEPCTBA, CTAE EKOHOMIYHOKO OCHOBOK PO3BUTKY KOMIIaHI], 3HWWKYE PU3NKY, TMABULLYE EDEKTUBHICTLE KOMyHIKauii 1a gopmye
AOBIpY MDK y4aCHUKaMu POEKTHOI AIS/IbHOCTI. HayKoBa HOBU3Ha pobOTY [1O/ISIrGE Y KOMIIEKCHOMY MAX04I A0 METOANYHOIO
3a6e3r1eyeHHs  QYyHKUIOHYBaHHS CanTy apXITEKTYpPHO-OyAIBE/IbHOI KOMMAHI, SIKMA OEAHYE TEXHIYHI MOAE, MAaPKETUHIOBI
IHCTpYMEHTU Ta [PaKTUKO-OPIEHTOBAHI aCreKTH MapTHEPCTBAE. [IpaKTUYHE 3HaYyLyiCTb [1O/ISIaE y MOXI/IMBOCTI BUKOPUCTAHHS
3arPOMOHOBAHUX PEKOMEHAALIV /151 PO3POBKM CauTIB, LUO BIAIMTOBIAAIOTH CyHaCHUM BUMOIraM HTEPaKTUBHOCTI Ta [IPO30POCTI, 8 TaKOX
y @opmyBaHHI HOBOI KyJibTypu KOMYHIKaUIi y cbepi apxXiTekTypu i 6yaiBHuUTBa. TakuM YUHOM, JOCITIAKEHHS MIATBEDAXKYE, 14O CanT
apXITEKTYPHO-6Y.AIBE/IbHOI KOMIAHIT Ma€e po3r/isAaTcs K 1atopma CriiBrpaLi 1a 4iasiory, A€ TEXHIYHa CTPYKTypa MOEAHYETLCSA 3
KUBUM TBPTHEPCTBOM, @ PE3YJ/ILTAT CTAE HE JIMLLE TEXHIYHIM, a/1€ 1 COLlIa/IbHO-EKOHOMIYHO 3HAYYLUMUM.

KItoYoBi C/10Ba.; CaUT apXiTeKTypHO-6YAIBE/IbHOI KOMIaHI, YIIpaB/liHHS MPOEKTaMy, [POEKTHO-OPIEHTOBAHA LAIS/IbHICTb,
METoaNYHE 336e3reYeHHs, IaPTHEDCHKMN AIallor, IHTEPaKTUBHICTb, IPO30PICTb KOMYHIKALl, 3BOPOTHMN 3B 930K, BIM-TeXHO/OrT,
eKocucTema criBripawyi, 103abisiiTi Ta KOHTEHT, 40BIpa Ta CrliBTBOPYICTL, EKOHOMIYHE OCHOBA PO3BUTKY.
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GENERAL STATEMENT OF THE PROBLEM
AND HOW IT RELATES TO IMPORTANT SCIENTIFIC OR PRACTICAL ISSUES

In the contemporary context of the development of the architectural and construction industry, a company’s
website ceases to be merely an informational showcase containing a list of services and contact details. It is
transformed into a multifunctional platform that should ensure interactivity, transparency, and partnership dialogue
among all participants in project activities. However, most companies still use their websites as static catalogues that
do not take into account the specifics of multilevel construction processes involving clients, designers, contractors,
suppliers, and regulatory authorities. The absence of interactive tools and feedback mechanisms leads to informational
isolation, errors, delays, and conflicts, which reduces the effectiveness of project implementation.

The problem lies in the fact that the methodological foundations for the creation and functioning of websites
of architectural and construction companies remain insufficiently developed. There is a gap between the technical
capabilities of modern information technologies (BIM modelling, interactive dashboards, online services) and their
practical application in communication with clients and partners. Most websites do not integrate tools for joint
decision-making, do not create a space for dialogue, and do not foster a sense of co-creation. This reduces the level of
trust, complicates the coordination of decisions, and limits the company’s economic potential.

Thus, the relevance of the problem is determined by the need to develop methodological support that will
allow transforming a website from a “catalogue” into a partnership ecosystem, where the client acts as an active
participant in the process, and the company gains a tool for transparent communication, risk reduction, and increased
efficiency of project-oriented activities.

ANALYSIS OF RECENT RESEARCH AND PUBLICATIONS

Among the basic sources and scientific vectors used in the course of the study, the following directions should
be noted:

Marketing audit and internet marketing: I. Holiash [1], V. Kyrii [2], O. Mitsura [3], V. Mozghova [8],
O. Ptashchenko [9] examine tools of internet marketing, online reputation management, and company promotion in
the digital space. They emphasize that a website is a key communication channel and a means of building trust, and
that its effectiveness depends on systematic auditing and the integration of marketing technologies.

Usability and content quality: A. Chornyi [4], V. Havrylov [6], V. Zosimov, S. Sachenko [7] analyse the
impact of design, colour schemes, and informational content on conversion and website perception. Their findings
confirm that content quality and ease of use are critical for attracting clients and maintaining partnership dialogue.

Information technologies and website management systems: V. Franchuk, O. Halytskyi [10], S. Illiashenko
and T. Illiashenko [11], N. Zadorozhna et al. [12] consider the selection of CMS platforms, promotion tools, and the
design of typical website models. This creates a methodological basis for the technical construction of a platform
capable of supporting interactivity and transparency.

Website shortcomings and their role in communication: N. Ivashova, L. Saher, Yu. Melnyk [13] focus on the
problems of industrial enterprise websites as communication tools. They demonstrate that the lack of interactivity and
dialogue reduces effectiveness and trust in the company.
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Practical examples of architectural companies: Archimatika [14], YOD Design Lab [15], BIG [16], Foster +
Partners [17] demonstrate modern approaches to portfolio presentation, technology integration, and the creation of a
space for dialogue. Their websites partially implement the concept of “website as a collaboration platform.”

International studies in Scopus and Web of Science: Y. Yang, Z. Wei, Z. Zhang [19, 23], S. Mollaoglu [20],
J. Lohne [21], A. Revoltia [22], S. Moradi [24, 26], K. M. Mazher [25], H. Koozani [27] analyse partnership, BIM
integration, risks, and barriers to collaboration in construction projects. They confirm that the effectiveness of project
activities depends on transparent communication and interactive technologies.

Domestic innovative research: R. Kubanov, 1. Kopchuk, O. Zhovkva, D. Makatora [28]; A. Mykhalko, R.
Kubanov, D. Makatora [29] develop concepts of partnership marketing and a communicative-economic paradigm of
management. Their works emphasize that partnership dialogue and innovative organization of communications
constitute the methodological foundation for the sustainable development of architectural and construction companies.

Thus, contemporary research shows that the effectiveness of an architectural and construction company’s
website is determined not only by technical characteristics but also by its ability to function as a partnership platform.
Ukrainian and international publications confirm that a website should integrate marketing tools, usability, and high-
quality content; ensure interactivity, transparency, and feedback; use BIM and other partnership technologies; and
build trust and shared responsibility for outcomes. In this way, the website becomes not merely a “showcase” but an
economic foundation for dialogue and co-creation that corresponds to current trends in company development.

The methodological framework of the study:

1. Theoretical foundations: the use of concepts of internet marketing and online reputation
management (I. Holiash [1], V. Kyrii [2], O. Mitsura [3], S. Illiashenko [11]); the theory of partnership dialogue and
partnership marketing (R. Kubanov, 1. Kopchuk, O. Zhovkva, D. Makatora, A. Mykhalko [28-29]); website
development models (waterfall, spiral, MSF, Walt Disney model) as methodological frameworks for organizing the
process.

2. Research methods: analysis and synthesis of scientific sources (Scopus, Web of Science [19-27],
Ukrainian publications [1-13; 28-29]); comparative analysis of website development models and their practical value;
a systemic approach to considering the website as a partnership ecosystem; case method: examples of Archimatika,
YOD Design Lab, BIG, Foster + Partners [14—17]; content analysis of websites and their elements (usability,
interactivity, transparency).

3. Methodological tools: use of BIM technologies, interactive dashboards, cost calculators, and chats;
application of usability audits and content quality assessment; integration of feedback as a permanent mechanism for
improvement.

4. Practice-oriented aspect: the website is considered as the economic foundation of partnership that

ensures transparency and trust; the client acts not only as a consumer but also as a co-creator of the result; the
methodology is aimed at transforming the website from a “catalogue” into a collaboration platform.

Thus, the methodological framework combines theoretical models, analytical methods, and practical cases,
which makes it possible to consider the website of an architectural and construction company as an ecosystem of
partnership and dialogue. This ensures not only technical effectiveness but also socio-economic value for the company
and its clients.

FORMULATING THE ARTICLE’S OBJECTIVES

The purpose of the study is to develop and substantiate the methodological foundations for the creation and
functioning of the website of an architectural and construction company as a platform for partnership dialogue that
ensures: effective communication between the company and clients; integration of modern information and
partnership technologies (BIM, interactive dashboards, online services); transparency of processes and feedback at all
stages of project activities; transformation of the client from a passive consumer of information into an active co-
creator of the result; formation of the economic foundation for company development through trust, cooperation, and
shared responsibility.

Thus, the purpose of the study is to create a concept of the website as a partnership ecosystem that combines
technical structure, live dialogue, and practice-oriented value for a modern architectural and construction company.

THE MAIN MATERIAL STATEMENT

Various website development models may be used in the construction process:

1. Waterfall model:

* Sequential structure: technical specification — analysis — design — content — visual design —
programming — testing.

» Advantage: clear logic and control at each stage.

* Disadvantage: low flexibility; it is difficult to introduce changes after launch.

* Practical value: suitable for projects with clearly defined requirements and a stable budget.

2. Spiral model:

« [terative approach: planning — implementation — testing — evaluation — repetition with consideration of
shortcomings.
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» Advantage: flexibility and the possibility of continuous improvement.

+ Disadvantage: requires more time and resources.

* Practical value: optimal for complex projects where client dialogue and gradual expansion of functionality
are essential.

3. Microsoft Solutions Framework (MSF):

» Combination of the waterfall and spiral models: analysis — planning — development — stabilization.

» Advantage: a balance between structure and flexibility.

* Disadvantage: requires discipline and clear team coordination.

* Practical value: allows rapid response to changes while maintaining a systematic approach.

4. Walt Disney Model:

* Three stages: conceptual design (dreamer) — logical design (realist) — physical design (critic).

» Advantage: integration of creativity, rationality, and critical analysis.

* Disadvantage: possible difficulties in coordination among different participants.

* Practical value: suitable for creative projects where it is important to combine ideas, logic, and practical
implementation [12].

Practice-oriented aspect is the foundation for the development of modern companies:

* In contemporary conditions, the website of an architectural and construction company should function not
only as a technical product but also as the economic foundation of partnership.

* Regardless of the model used, dialogue with the client is key: interactivity, transparency, and the ability to
influence decisions.

* Models should be adapted so that each stage includes client feedback — this ensures trust, reduces risks, and
creates added value.

* Practice orientation means that the website becomes a tool of co-creation, where the client not only receives
information but also participates in shaping the final result.

Thus, all models can be considered as different paths toward a single goal: the creation of a website that
functions as a partnership ecosystem, where technical structure is combined with live dialogue and economic benefits
for both the company and the client.

Within the framework of recent studies [28-29], it can be noted that the methodology for organizing
partnership dialogue with clients represents a system of principles, tools, and practices aimed at creating open, two-
way communication between the company and the client. Its purpose is to transform the client from a passive
consumer of information into an active participant in the collaboration process, ensuring transparency of decisions,
trust, and shared responsibility for the outcome.

The main directions are:

* transparency of communication. Providing clients with access to up-to-date information on the project, its
stages, and changes.

« interactivity. Use of live dialogue tools: chats, forums, surveys, online meetings.

* joint decision-making. Involving clients in the selection of materials, technologies, and design through
interactive services.

« feedback. Systematic collection of reviews and suggestions to improve services.

* partnership technologies. Integration of BIM models, shared dashboards, and 3D visualizations to
coordinate decisions in real time.

» emotional component. Creating an atmosphere of trust and support, where the client feels valued and
important.

The most convenient and effective implementation of partnership dialogue occurs within the company’s
website, as it serves as a universal platform that integrates informational blocks, interactive tools, and collaborative
technologies. The website becomes not merely a source of data but a living space of interaction, where the client and
the company act as partners in shaping a shared result.

The standard elements of a modern company’s website are presented in Tablel.

Description of website elements and additional characteristics:

* Home page. This is the first impression of the company. It is important to create an atmosphere of trust and
professionalism here: a slogan, a striking banner or video, and buttons for quick access to key sections.

* About the company. A narrative about the company’s history, mission, and values. Team photos,
certificates, and partners all contribute to forming an image of reliability and openness.

* Services. A clear list of areas of activity: architectural design, construction, design, consulting. This helps
the client quickly understand what exactly the company offers.

* Portfolio / Projects. A gallery of completed works with descriptions and photos. Filters by project type or
geography can be added. This demonstrates the company’s experience and aesthetic approach.

* Technologies and standards. An explanation of the modern methods used: BIM modelling, energy-efficient
solutions, international certifications. This emphasizes professionalism and modernity.

* Blog / News. Dynamic content: articles, case studies, interviews, company news. This enhances expertise
and supports SEO.
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» Vacancies / Careers. A space for attracting new specialists: open positions, working conditions, resume
submission form. This shows that the company is developing.

» Contacts. Map, phone numbers, feedback form. Simplicity and accessibility are critical here — the client
should easily find a way to reach the company.

* Client dashboard. Personalized access to documents, project statuses, and notifications. This creates a sense
of transparency and care for the client.

» Multimedia / Video. Video reviews, interviews, drone footage. This adds dynamics and emotional appeal,
allowing users to “experience” the projects.

* Language / Localization. Language switcher and content adaptation for international clients. This opens the
company to the global market.

Table 1
Components of an architectural and construction company’s website

Section Purpose Key elements
Home page First impression, navigation, emotional Slogan, banner, short video, CTA buttons
engagement
About the company History, values, team Mission, office photos, certificates, partners
Services List of areas of activity Architecture, construction, design, consulting

Gallery, project descriptions, filters,

Portfolio / Projects -
geolocation

Demonstration of experience and aesthetics

Technologies and standards

Confirmation of professionalism and modernity

BIM, energy efficiency, certifications

Blog / News Dynamic content, SEO, expertise Articles, case studies, interviews, events
Vacancies / Careers Attraction of new specialists Open positions, requirements, application form
Contacts Communication, trust, accessibility Map, phone numbers, feedback form

Client dashboard Personalized access to documents and statuses Authorization, documents, notifications
Multimedia / Video Emotional presentation, dynamics Video reviews, drone footage, interviews

Language / Localization

Accessibility for international clients

Language switcher, content adaptation

Most companies view a website only as a “showcase” for services and prices, rather than as a living tool for
collaboration. However, under conditions of project-oriented activity, partnership and dialogue become the most
effective approach. The features of substantiating the core thesis:

1. Complexity and multilevel nature of projects. Architectural and construction projects are always
multicomponent systems involving various participants: clients, designers, contractors, suppliers, and regulatory
bodies. Each of them has their own interests, resources, and constraints. Under such conditions, informational isolation
or one-sided communication leads to errors, delays, and conflicts. Therefore, partnership and dialogue become key
mechanisms for coordinating a complex system.

2. Partnership technologies as instruments of effectiveness. Modern technologies — BIM modelling,
shared online platforms, integrated management systems — create opportunities for transparent collaboration. They
allow all participants to see a unified project model, track changes, and make coordinated decisions. This not only
reduces risks but also forms a culture of partnership, where each participant feels responsibility for the shared result.

3. Dialogue as the basis of trust. In project activities, not only the technical aspect is important, but
also the psychological one. Trust among participants emerges through open dialogue: the opportunity to ask questions,
receive answers, and discuss alternatives. Dialogue reduces uncertainty, creates a sense of a shared goal, and helps
avoid conflicts. Without dialogue, even the most advanced technologies remain merely formal tools.

4. The error of the informational approach. Many companies limit themselves to using their websites
solely as informational showcases — a list of services, prices, and contacts. Such an approach does not consider the
specifics of project activities, where the main objective is not simply to inform but to create a space for collaboration.
The lack of interactivity and dialogue with clients or partners reduces communication effectiveness and trust in the
company.

5. Synergy of partnership and dialogue. Theoretically, partnership can be viewed as a system of mutual
benefit, and dialogue as the mechanism for its realization. Together, they form synergy: technologies provide the tools,
while dialogue ensures a living process of coordination. This unity makes it possible to transform project activity from
a set of tasks into shared creativity, where the result becomes not only technical but also socially significant.

Thus, partnership and dialogue are not additional options but fundamental conditions for the effectiveness of
modern architectural and construction projects.

The idea of the website of an architectural and construction company as a partnership platform. The website
not only informs but also interacts across all processes (Table 2). It should function as a space for dialogue between
the company, clients, partners, students, and colleagues.

Thus, the core idea is the following: the website = a collaboration platform, not merely a catalogue. This
allows the company to stand out, build trust, and engage the client in the process as a partner.

From the perspective of organizing partnership dialogue with clients, several website elements are
particularly significant: a client chat, assistance in selecting a product or service, and the presentation of specific
features and advantages of individual projects.
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Table 2
The website as a partnership platform
Element Essence Example of implementation
The website interacts rather than A space for dialogue between the company, | “Community” section with a forum and interactive
merely informs clients, partners, students, and colleagues discussions
- BIM integration: the client can view the
building’s 3D model online
Partnership technologies Tools for transparent collaboration ) Shared dashboards for coordinating
documents
- Interactive maps indicating construction
stages
- “Questions and Answers” forum
Organization of dialogue Channels for live communication - Online chat with a consultant
- Service quality surveys
A common mistake of most Using the website solely as a catalogue of “Services” page without interactivity — only a list and
companies services and prices a price list
Appropriate approach The website asa .pe}rtners'hip ecosxstem, A platform with cli'ent dashboards, BIM integration,
where the key is joint action and dialogue and a blog for sharing experience
Formula Website = a collaboration platform, not “Together we create space” — a slogan on the
merely a catalogue homepage

The essence of the website element “Client chat”: theoretical justification and practical case examples:

Theoretical justification:

* A space for live communication. A client chat is not merely a technical tool but a channel of trust. It creates
a sense of the company’s presence “here and now.”

* Reduction of barriers. The client does not need to make a phone call or wait for an email response; instead,
they receive quick contact in a convenient format.

* Support of partnership. The chat enables dialogue rather than monologue. It is no longer one-way
information but interaction in which the client feels valued.

* Integration with project activity. In construction and architectural projects, the chat can become a channel
for clarifying details, coordinating changes, and resolving issues in a timely manner.

The case examples:

1. Clarification of project details. A client writes: “Is it possible to replace the facade material with a
more environmentally friendly one?” The architect responds immediately in the chat, adds links to alternatives, and
the client feels that their opinion is taken into account.

2. Operational problem solving. A contractor reports via chat: “There is a delay in concrete delivery at
the site.” The manager reacts instantly, coordinates a new schedule, and all participants see the solution in real time.
3. Consultation for a potential client. A student or young specialist visits the website and asks: “Do

you offer internships?” The HR representative responds in the chat, sends an application form, and the company gains
a new contact without unnecessary barriers.

4. Feedback after project completion. A client writes: “Thank you for the work, but I would like to
leave a few suggestions.” The company receives valuable feedback that can be used to improve services.

Theoretical justification and practical cases for the website element “Assistance in selecting a product or
service”. This is one of the key tools that transforms a website from a catalogue into a partnership platform.

Theoretical justification:

* Reduction of client uncertainty. In architecture and construction, clients often face a wide range of options:
materials, technologies, design solutions. Without support, they may feel confused.

* Increase in trust. When a company helps the client make a choice, it demonstrates expertise and care. This
fosters a sense of partnership rather than mere sales.

* Interactivity as value. The “assistance in selection” element can be implemented through online consultants,
interactive filters, cost calculators, and recommendation systems. This creates live dialogue between the client and the
company.

» Connection with project activity. The choice of a product or service often affects the entire project.
Therefore, assistance at this stage is not only a service but also strategic support that reduces risks and increases

efficiency.
The practical cases:
1. “Facade materials” case. A client hesitates between three types of cladding. On the website, they

complete an interactive test: “What is more important to you — environmental friendliness, price, or durability?”” The
system suggests the optimal option and shows examples of implemented projects.

2. “Service selection” case. A client is unsure whether they need only a design project or full
construction supervision. In the chat, a consultant explains the difference, presents a table of service packages, and
helps determine the most appropriate option.
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3. “Cost calculator” case. The client enters parameters such as house area, number of floors, and
preferred materials. The website automatically calculates an estimated cost and suggests options for budget
optimization.

4. “Portfolio-based recommendations” case. A client browses the project gallery and marks the projects
they like. The system generates a selection of services and materials that match the client’s style.

Thus, the element “Assistance in selecting a product or service” functions as a partnership mechanism that
shifts the client from the position of a “consumer” to that of a “co-creator.”

Theoretical justification and practical cases for the website element “Features and advantages of individual
projects”. This block is extremely important because it transforms the portfolio from a simple gallery into a living
argument of trust.

Theoretical justification:

* Differentiation and uniqueness. Each project has its own features: materials used, technologies, design
solutions, environmental friendliness, or cost efficiency. Highlighting these aspects helps the client understand how
the company differs from competitors.

* Strengthening trust. When the client sees not only photos but also explanations of “why this project is
special,” they perceive transparency and professionalism. This creates the effect of “living experience,” not just
images.

* Practical value. Describing the advantages of individual projects helps the client relate them to their own
needs — for example, energy efficiency for cost savings, speed of implementation for urgent tasks, or unique design
for prestige.

* A basis for dialogue. Such a block encourages the client to ask questions: “Can a similar solution be applied
in my case?” and this marks the beginning of partnership interaction.

The practical cases:

L. “Energy-efficient residential complex” case. The website describes: “Feature — the use of solar
panels and a heat recovery system. Advantage — a 40% reduction in energy costs.” The client immediately sees the
practical benefit and can inquire about applying such technologies in their own home.

2. “Office centre with open spaces” case. The feature is “Flexible layouts that allow changes in space
configuration without major reconstruction.” The advantage is “Savings on future renovations and adaptability to
different business models.”

3. “Reconstruction of a historic building” case. The feature is “Preservation of the authentic facade
with the integration of modern materials.” The advantage is “A combination of historical value and contemporary
comfort, which increases the prestige of the facility.”

4. “Prefabricated modular buildings” case. The feature is “Use of modular blocks assembled within a
few weeks.” The advantage is “Minimization of construction time and the possibility of rapid expansion in the future.”

Thus, the element “Features and advantages of individual projects” serves as a value-demonstration tool that
transforms the portfolio into an argument for collaboration.

Additional examples are presented in Table 3.

Table 3
Projects: feature — advantage — value for the client
Advantage for the facility/company Value for the client
Reduction of energy costs Cost savings in the long-term perspective
Easy reconfiguration without major Adaptability to various business models, savings on
reconstruction renovation

Combination of authenticity with modern
materials

Project feature
Use of solar panels

Flexible planning of office spaces

Preservation of a historic facade Prestige, cultural value, and comfort simultaneously

Fast acquisition of ready-to-use space, minimization
of delays

Transparent coordination among all Confidence in quality and online control of the
participants process

Comfort and stable costs regardless of seasonal
fluctuations

Clear visualization of future space, reduced risk of
misunderstandings

Modular blocks for rapid assembly Construction completed within a few weeks

Use of BIM technologies

Energy-efficient heating systems Reduced resource consumption

Interactive 3D models on the website

Immersive project viewing experience

A ready-made matrix template for the website, in which each new project can be immediately entered in the
format “Feature — Advantage — Value,” is presented in Table 4.

Table 4
Project Matrix Template: Feature — Advantage — Value

Project name

Feature (what is unique)

Advantage (practical benefit)

Value for the client
(what they gain)

[Project name]

[Unique feature: material,
technology, design]

[Specific benefit for the
facility/company]

[Value for the client: cost savings,
prestige, comfort]

[Project name]

[Unique feature]

[Practical advantage]

[Value for the client]

[Project name]

[Unique feature]

[Practical advantage]

[Value for the client]
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A short guide on how to properly complete the “Feature — Advantage — Value” matrix so that all projects

appear consistently professional:

aspect.

Instructions for completing the matrix.

1. Project name.

* Use a clear and easily understandable name (for example: Green House, Heritage Centre).

* Avoid abstract formulations — the name should immediately evoke an association with the project.

2. Feature.

* Describe the unique characteristic of the project: material, technology, design solution, or environmental

* Formulate concisely (1-2 lines), without excessive technical detail.

* Example: Use of solar panels or Preservation of a historic facade.

3. Advantage.

* Explain the practical benefit for the facility or the company.

* Use action-oriented verbs: reduces, enables, simplifies, saves.

» Example: Reduction of energy costs or Easy reconfiguration without major reconstruction.

4. Value for the client.

* Always formulate from the client’s perspective: what they gain and what benefit they receive.
* Use simple, outcome-oriented language: cost savings, prestige, comfort.

* Example: Long-term cost savings.

5. Style and tone.

* All entries should be short, clear, and free of complex terminology.

* Use a consistent structure: Feature — Advantage — Value.

* Avoid repetitions — each project should emphasize its own uniqueness.

Thus, the matrix becomes a unified presentation standard, allowing the client to immediately see the logic:

what is special — what advantage it provides — what value it delivers to them.

Checklist for quickly assessing the quality of completing the “Feature — Advantage — Value” matrix for

each project:

Matrix completion checklist.

1. Project name.

* Clear and understandable, without abstract formulations.

* Creates a direct association with the project itself.

2. Feature.

* One unique characteristic is described (material, technology, design, environmental aspect).
* The formulation is concise (1-2 lines) and free of excessive technical language.

3. Advantage.

* A practical benefit for the facility or the company is clearly stated.

* Action verbs are used (reduces, enables, simplifies, saves).

4. Value for the client.

* Formulated from the client’s perspective: what the client gains.

« Simple, benefit-oriented language is used (cost savings, prestige, comfort, confidence).

5. Style and tone.

* Concise, clear, without repetition.

* A unified structure is maintained: Feature — Advantage — Value.

* All projects appear consistent and professionally presented.

Such a checklist can be kept as a quick reference tool for the company, ensuring that each new project is

presented with the same high level of quality and clarity for the client.
In summary, the key elements of the methodological support for ensuring the effective functioning of a
website under conditions of project-oriented activity of an architectural and construction company are presented in

Table 5.

Methodological support for website effectiveness

Table 5

Methodological element

Essence / Objective

Implementation tools

Expected effect for the client
and the company

1

2

3

4

Website interactivity

Transition from a “catalogue”
to a collaboration platform

Forum, chat, surveys, interactive
blocks

Engagement in dialogue,
involvement of the client as a
partner

Partnership technologies

Transparent coordination
among all project participants

BIM integration, shared
dashboards, interactive maps, 3D
models

Process control, online trust,
risk reduction

Assistance in selecting
services/products

Reduction of client uncertainty,
decision-making support

Online consultant, cost calculators,
recommendation systems

Time savings, confidence in
the correctness of the choice
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2

3

4

Client chat

Live communication channel in
real time

Online chat with a consultant or
architect

Trust, rapid problem solving,
partnership support

Features and advantages of
projects

Demonstration of uniqueness
and practical value of each case

s

“Feature — Advantage — Value’
table, examples of implemented
solutions

Transparency, trust-based
arguments, alignment with
client needs

Content as a dialogue tool

Formation of expertise and a
living community

Blog, news, case studies,
interviews, educational materials

Sense of openness,
engagement of students,
partners, colleagues

Feedback

Continuous service
improvement

Surveys, reviews, interaction
analytics

Client feels valued; the
company gains data for
development

International accessibility

Audience expansion

Language switcher, content
localization

Entry into the global market,
attraction of international
partners

It should be noted that among Ukrainian companies, the website of the Kyiv-based studio Archimatika meets
the defined criteria, while among international companies, the platform of BIG (Bjarke Ingels Group, Denmark) and
several others do so as well [14-17]. These companies demonstrate interactivity, transparency, and a clear emphasis
on dialogue with clients through portfolios, conceptual explanations, and interaction tools.

A comparative overview is presented in Table 6, which illustrates how different architectural companies
implement elements of partnership dialogue on their websites.

Table 6

Comparative characteristics of company websites implementing elements of partnership dialogue (company
— website — presentation features)

Company Website Presentation features
Portfolio with conceptual descriptions; emphasis on
Archimatika (Kyiv) archimatika.com residential complexes as “spaces for living”; explanation of

value for residents.

YOD Design Lab (Poltava /
Kyiv)

yoddesignlab.com

emotional engagement.

Case studies with detailed descriptions of design solutions;
explanation of the uniqueness of each project; creation of

BIG — Bjarke Ingels Group
(Denmark)

big.dk

Interactive visualizations; conceptual explanations; emphasis
on the impact of projects on society and the future;
explanation of ideas and logic.

Foster + Partners (United
Kingdom)

fosterandpartners.com

partnership and openness.

Detailed descriptions of technologies, environmental
solutions, and social impact; emphasis on international

Within the framework of the comparison, the following points can be highlighted:

* Ukrainian companies (Archimatika, YOD Design Lab) place emphasis on the emotional dimension and
uniqueness of projects, explaining their practical value.

* International companies (BIG, Foster + Partners) demonstrate global scale and interactivity, emphasizing
social and environmental impact.

* All examples partially implement the principles of a website as a partnership platform: transparency,

dialogue, and interactivity.

To apply the methodology for organizing partnership dialogue with clients, a generalized table “Direction —
Tool — Effect” is developed (Table 7).

Table 7

Methodology for organizing partnership dialogue with clients: Direction — Tool — Effect

Direction

Implementation tools

Effect for the client and the company

Transparency of communication

maps

Online dashboards, BIM integration, interactive

The client sees the real-time status of the project;
trust increases

Interactivity

Chat, forum, surveys, calculators

in the process

Live dialogue,

quick responses, client engagement

Joint decision-making

the website

Interactive 3D models, selection of materials via

reduced

The client feels like a co-creator; risk of errors is

Feedback

Surveys, reviews, interaction analytics

The company improves services; the client feels
their opinion is valued

Partnership technologies

calendars

Shared dashboards for document approval,

risk reduction

Coordination among participants, cost savings,

Emotional component

Personalized messages, blog with client stories

Atmosphere of trust, sense of value and support

The justification of the basic elements of the table: 1) Direction is the strategic goal of dialogue with the
client. For example: transparency, interactivity, joint decision-making. Each direction answers the question: What do
we want to ensure in the interaction? 2) Tool is a specific means of implementing the chosen direction. These may
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include online dashboards, chat, BIM models, calculators, or surveys. It is important that the tool is accessible, clear,
and user-friendly for the client. 3) Effect is the result obtained by both the client and the company through the use of
the tool. For example: increased trust, time savings, reduced risk of errors, a sense of support. The effect should be
measurable and perceptible.

Generalized recommendations for an architectural and construction company regarding the methodological
support for the effective functioning of a website under conditions of project-oriented activity:

1. Transform the website into a collaboration platform rather than a simple catalogue:

* Implement interactive elements: chat, forum, calculators, surveys.

* Create a space for dialogue with clients, partners, students, and colleagues.

2. Integrate partnership technologies:

» Use BIM models, interactive maps, and shared dashboards for coordinating decisions.

* Provide clients with online access to the current project status.

3. Assist clients in selecting services and products:

* Introduce recommendation systems, cost calculators, and interactive tests.

* Explain the advantages of each solution from the perspective of practical benefit.

4. Describe the features and advantages of each project:

* Use the “Feature — Advantage — Value” matrix.

* Present the portfolio as an argument of trust rather than merely a gallery.

5. Ensure live communication through chat:

* Give clients the opportunity to receive consultations quickly.

* Use chat as a channel for support, clarification, and feedback.

6. Build a community around the brand:

* Maintain a blog, publish case studies, interviews, and educational materials.

* Engage young professionals, students, and partners in discussion.

7. Collect and analyse feedback:

* Conduct regular surveys and analyse user behaviour.

* Use data to improve services and UX design.

8. Ensure international accessibility:

* Add a language switcher and adapt content for foreign clients.

* Position the company as open to global partnership.

These recommendations will help the company create a living, methodologically structured ecosystem in
which the website becomes not merely an information tool, but a space for partnership, trust, and joint action.

Checklist within the recommendations for the methodological support of the effective functioning of an
architectural and construction company’s website:

1. Website interactivity:

* A chat, forum, or surveys for clients are available.

* Calculators or interactive blocks for selecting services are implemented.

2. Partnership technologies:

* BIM model integration or 3D visualizations are provided.

* Shared dashboards are used for coordinating documents and schedules.

3. Assistance in selecting products/services:

* Recommendation systems or cost calculators are available.

* The practical benefit of each solution is clearly explained to the client.

4. Client chat:

* Possibility of fast consultation in real time.

* A channel for clarifying details and resolving issues.

5. Features and advantages of projects:

* The “Feature — Advantage — Value” matrix is used.

* Each project is presented as an argument of trust rather than merely as photos.

6. Content as a dialogue tool:

* Blog, news, and case studies are regularly updated.

* Educational materials for students and partners are available.

7. Feedback:

* Surveys are conducted and reviews are collected.

* Analytics are used to improve the service.

8. International accessibility:

* A language switcher is available.

* Content is adapted for foreign clients.

Such a checklist enables the company to quickly verify whether the website complies with methodological
recommendations and truly functions as a partnership ecosystem.
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CONCLUSIONS.

The website of an architectural and construction company ceases to be merely an informational showcase
and becomes a full-fledged partnership ecosystem, in which each element has its methodological justification,
implementation tools, and a clear effect for both the client and the company. Under contemporary conditions of
project-oriented activity, interactivity, transparency, and dialogue become the key factors of effectiveness. A website
that offers only a list of services and prices limits the company’s potential, reducing communication to one-way
information delivery. In contrast, a platform that integrates partnership technologies (BIM models, shared dashboards,
interactive maps) creates a space for joint action, coordinated decision-making, and real-time process control.

Equally important are elements that assist in selecting products and services, the client chat, and the
description of features and advantages of individual projects. These components not only reduce uncertainty but also
build trust, highlight the company’s uniqueness, and demonstrate its readiness for open dialogue. Content in the form
of blogs, news, or case studies becomes a tool for community building, while feedback serves as a mechanism for
continuous service improvement. International accessibility through multilingual support opens the way to the global
market.

The methodological support of website effectiveness lies in creating a living collaboration ecosystem, where
information constitutes only the first level, while partnership, dialogue, and joint action are central. This approach
enables the company to stand out among competitors, strengthen client trust, and transform each project into a shared
success.

References

1. Holiash, I. D. (2017) Marketynhovyi audyt elektronnykh resursiv pidpryiemstva [Marketing audit of the enterprise's electronic
resources]. Tendentsii rozvytku marketynhu v umovakh ekonomichnykh transformatsii: monohrafiia. Ternopil, pp. 79-92. URL:
http://elartu.tntu.edu.ua/handle/lib/21046 [in Ukrainian].

2. Kyrii, V. V. (2018) Informatsiini tekhnolohii yak instrument prosuvannia kompanii v internet prostori [Information technologies as a
tool for promoting a company in the Internet space]. Matematychni modeli ta novitni tekhnolohii upravlinnia ekonomichnymy ta tekhnichnymy
systemamy: monohrafiia. Edited by V. O. Timofeeva, I. V. Chumachenko. Kharkiv, pp. 302-313 [in Ukrainian].

3. Mitsura, O. O. (2012) Upravlinnia onlain-reputatsiieiu: teoretychni zasady ta metodychni pidkhody [Online Reputation Management:
Theoretical Principles and Methodological Approaches]. Marketynh i menedzhment innovatsii — Marketing and Innovation Management, Sumy,
vol. 4, pp. 121-129. URL: http://essuir.sumdu.edu.ua/handle/123456789/29910 [in Ukrainian].

4. Chornyi, A. B. (2025) Yuzabiliti audyt saitu [Website usability audit]. Plerdy Bloh. URL: https://www.plerdy.com/ua/blog/usability-
audit/ [in Ukrainian].

5. Shevchuk, 1. B. (2016). Spryiannia tekhnolohii biznes-analityky poiavi novykh tochok zrostannia ekonomiky rehionu [Promoting
business analytics technologies to the emergence of new growth points in the region's economy]. Rozvytok produktyvnykh syl i rehionalna
ekonomika. Skhidna Yevropa: ekonomika, biznes ta upravlinnia — Development of productive forces and regional economy. Eastern Europe:
economics, business and management, Lviv, vol. 4(04), pp. 281-287. URL: http://www.easterneurope-ebm.in.ua/journal/4_2016/57.pdf [in
Ukrainian].

6. Havrylov, V. P. (2020) Otsinka vplyvu kolirnoho i hrafichnoho oformlennia kontentu saitu na yoho konversiiu [Assessment of the
impact of color and graphic design of website content on its conversion]. Systemy obrobky informatsii — Information processing systems, Ne 1(160),
pp- 89-93 [in Ukrainian].

7. Zosimov, V., Sachenko, S. (2018) Analiz yakosti informatsiinoho napovnennia saitu [ Analysis of the quality of information content
of the site]. Heometrychne modeliuvannia ta informatsiini tekhnolohii — Geometric modeling and information technologies, Ne 1(5), pp. 58—64 [in
Ukrainian].

8. Mozghova, V. H. (2013) Instrumenty Internet-marketynhu ta yikh perevahy dlia suchasnykh ukrainskykh pidpryiemstv [Internet
marketing tools and their benefits for modern Ukrainian enterprises]. Efektyvna ekonomika — Effective economy, Ne 10, pp. 79-86 [in Ukrainian].

9. Ptashchenko, O. V. (2013) Internet-marketynh v systemi upravlinnia zbutom pidpryiemstva [Internet marketing in the enterprise sales
management system]. Upravlinnia rozvytkom — Development management, Kharkiv: KhNEU, Ne 2 (142), pp. 81-83 [in Ukrainian].

10. Franchuk, V. M., Halytskyi, O. V. (2014) Vybir systemy upravlinnia vmistom saitu [Choosing a website content management
system]. Naukovyi chasopys NPU imeni M. P. Drahomanova. Seriia 2. Kompiuterno-oriientovani systemy navchannia — Scientific journal of the
National Polytechnic University named after M.P. Dragomanov. Series 2. Computer-oriented learning systems, Ne 14 (21), pp. 19-28 [in
Ukrainian].

11. Illiashenko, S. M., Illiashenko, T. Ye. (2017) Instrumenty ta metody prosuvannia produktsii v internet: analitychnyi ohliad [ Tools
and methods of product promotion on the Internet: an analytical review]. Marketynh i menedzhment innovatsii — Marketing and innovation
management, vol. 3. URL: http://mmi.fem.sumdu.edu.ua/sites/default/files/mmi2015_3 20 32.pdf [in Ukrainian].

12. Zadorozhna, N. T., Kuznetsova, T. V., Luparenko, L. A. () Proektuvannia modeli typovoho saitu naukovoi ustanovy [Designing a
model of a typical website for a scientific institution]. Informatsiini tekhnolohii i zasoby navchannia — Information technologies and learning tools,
Ne 1, vol. 39, pp. 275-296 [in Ukrainian].

13. Ivashova, N. V., Saher, L. Yu., Melnyk, Yu. M. (2017) Analiz osnovnykh nedolikiv saitiv, yak instrrumentu komunikatsii
promyslovykh pidpryiemstv [Analysis of the main shortcomings of websites as a communication tool for industrial enterprises]. Efektyvna
ekonomika — Efficient economy, Ne 12. URL: http:/www.economy.nayka.com.ua/?op=1&z=5995 [in Ukrainian].

14. Archimatika. Arkhitekturna kompaniia [Architectural company]. Kyiv. URL: https://archimatika.com [in Ukrainian].

15. YOD Design Lab. Arkhitekturna ta dyzain studiia [Architectural and design studio]. Poltava ; Kyiv. URL: https://yoddesignlab.com
[in Ukrainian].

16. BIG — Bjarke Ingels Group. Architectural company. Denmark. URL: https://big.dk.

17. Foster + Partners. Architectural company. United Kingdom. URL: https://www.fosterandpartners.com

18. Kraemer, K. L., Dedrick, J., Melville, N., Zhu, K. (2006) Global E-commerce: Impacts of National Environment and Policy. 444 p.

19. Yang, Y., Wei, Z., Zhang, Z. (20213) Stakeholder Relationship in Construction Projects: A Mixed Methods Review. Buildings,
vol. 13 (12), Art. 3122. https://doi.org/10.3390/buildings13123122

20. Mollaoglu, S., Sparkling, A. E., Kirca, A. (2022). Research Synthesis Connecting Trends in Architecture, Engineering, and
Construction Project Partnering. ASCE Journal of Construction Engineering and Management, vol. 148 (5), pp. [-12.
https://doi.org/10.1061/(ASCE)CO.1943-7862.0002234

21. Lohne, J., Ladre, O., Young, B., Larssen, P. F. (2021) Collaborative Project Delivery Methods in Construction Management.
International Journal of Project Management, vol. 39(7), pp. 820-835. DOI: https://doi.org/10.3846/jcem.2020.12186

Herald of Khmelnytskyi National University. Economic sciences 2026, Ne 1 151


http://elartu.tntu.edu.ua/handle/lib/21046
http://essuir.sumdu.edu.ua/handle/123456789/29910
https://www.plerdy.com/ua/blog/usability-audit/
https://www.plerdy.com/ua/blog/usability-audit/
http://www.easterneurope-ebm.in.ua/journal/4_2016/57.pdf
http://mmi.fem.sumdu.edu.ua/sites/default/files/mmi2015_3_20_32.pdf
http://www.economy.nayka.com.ua/?op=1&z=5995
https://yoddesignlab.com/
https://big.dk/
https://www.fosterandpartners.com/
https://doi.org/10.3390/buildings13123122
https://doi.org/10.1061/(ASCE)CO.1943-7862.0002234
https://doi.org/10.3846/jcem.2020.12186

Scientific journal ISSN 2307-5740

22. Revoltia, A., Gualtieri, L., Pauwels, P., Dallasga, P. (2024) Digital Transformation and BIM Integration in Construction Projects.
Automation in Construction, vol. 150, pp. 104-118. https://doi.org/10.1080/21693277.2024.2387679

23. Yang, Y., Wei, Z., Zhang, Z. (2023) Stakeholder Relationship in Construction Projects: A Mixed Methods Review. Buildings, vol.
13(12), pp. 3122. https://doi.org/10.3390/buildings13123122

24. Moradi, S., Kdhkonen, K., Koskela, L., Klakegg, O. J., Aaltonen, K. (eds.) (2024) Routledge Handbook of Collaboration in
Construction. London: Routledge. 296 p. https://doi.org/10.1201/9781003379553

25. Mazher, K. M. (2025) Review of Studies on Risk Allocation and Sharing in Public Private Partnerships. Frontiers in Built
Environment, vol. 11, pp. 55-70. https://doi.org/10.3389/fbuil.2025.1505891

26. Moradi, S., Kahkonen, K., Aaltonen, K. (2020) Collaborative Competency Profiles for Project Managers in Construction. Buildings,
vol. 10 (3), art. 50. https://doi.org/10.3390/buildings10030050

27. Koozani, H., Moradi, S., Kahkonen, K. (2024) Drivers and Barriers of Collaboration in Construction Projects. Construction
Management and Economics, vol. 42(9), pp. 765-780. https://doi.org/10.1080/01446193.2024.2371153

28. Kubanov, R., Kopchuk, 1., Zhovkva, O., Makatora, D. (2025) Relationship Marketing as an Innovative and Applied Concept for the
Development of an Architectural and Construction Company. Visnyk Khmelnytskoho natsionalnoho universytetu. Seriia: Ekonomichni nauky, Ne
3, vol. 342, pp. 26-34. DOI: https://doi.org/10.31891/2307-5740-2025-342-3(1)-3

29. Mykhalko, A., Kubanov, R., Makatora, D. (2025) Innovation-organizational and communicative-economic paradigm of
management: a methodological foundation for sustainable development in the architecture and construction sector. Ekonomika ta suspilstvo, Ne 76.
DOL: https://doi.org/10.32782/2524-0072/2025-76-22

152 Herald of Khmelnytskyi National University. Economic sciences 2026, Ne 1


https://doi.org/10.1080/21693277.2024.2387679
https://doi.org/10.3390/buildings13123122
https://doi.org/10.1201/9781003379553
https://doi.org/10.3389/fbuil.2025.1505891
https://doi.org/10.3390/buildings10030050
https://doi.org/10.1080/01446193.2024.2371153
https://doi.org/10.31891/2307-5740-2025-342-3(1)-3
https://doi.org/10.32782/2524-0072/2025-76-22

