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KOPMOPATUBHbIN CTWUJIb UHCTPYMEHTAMW MEJUAAU3ANHA

Summary. In the conditions of high competition of application of innovative approaches and marketing instruments of me-
diadesign it is laid in philosophy of market behavior as system of practical events that provide basic directions of positioning of
company at the market, assist the increase of financial results of activity and selection of potential of competitiveness on the
whole. Forming of corporate style in a mediasphere occupies a leading role at present, comes forward as a major intangible as-
set of enterprise, provides the favourable terms of development at the modern market, is the instrument of expansion of partner
mutual relations and connections.

The relevance of the chosen topic is that within a single concept and overall plan to influence the minds of consumers, create
a positive style of the product or service, the basis for the formation of the company’s corporate style are advertising technol-
ogies. The article analyzes the main aspects of corporate style formation by advertising and justification of its need to form
media design tools, highlights the main directions of development and use of innovative tools to adapt to the modern market.

The main aspects of formation of corporate style by advertising means and substantiation of its necessity of formation by
tools of media design are analyzed, the basic directions of development and use of innovative tools on adaptation to the modern
market are allocated.
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AHOTaLif. B yMOBAX BMCOKOI KOHKYPeHLjii 3aCTOCOBYBAHHS IHHOBALiMHMX NIGXOGiB Ta MAPKETUH20BMX IHCTPYMEHTIB Megia-
gu3ariHy MoKageHnx y Ginocodito puHKOBOI MOBEGIHKM SIK CMCTeMy MPAKTUYHMX 3aX0giB, Lo 3abe3neyyioTb OCHOBHI HaNPsMm
NO3MLIIOHYBAHHS KOMNGAHIT H PUHKY, CPUSIIOTL 3POCTAHHIO BiHAHCOBMX Pe3y/bTATIB gisi/IbHOCTI NiGNPUEMCTBA TA BUOKPEMJIeH-
HIO MOTeHLiany KOHKYPeHTOCIPOMOXXHOCTi 3a2a/10M. POPMyBAHHS KOPMOPATUBHO20 CTUIO y Megiacgepi Ha Cb020gHI 3aiiMae
MPOBIGHY POJib, BUCTYNAE HANBAX/MBILLMM HEMATEPIaNbHUM aKTMBOM NignpueMcTBa, 3abe3neyye CNpUsTANBI yMOBU PO3BUTKY
HA CYYACHOMY PUHKY, € IHCTDYMEHTOM PO3LUMPEHHS MaPTHEePCbKMX B3AEMOBIGHOCHH TA 3B A3KIB.

AKTYasbHICTb 0OPaHOi Temu Nosisi2ae B TOMY, O B PAMKAX EGUHOI KOHLEMNLi Ta 3a2a/1bHO20 NAHY BIMBY HA CBIGOMICTb
CMOXMBAYA, CTBOPEHHS MO3MTMBHO20 00pasy NpogyKTy um nocayau 6asmucom GopmyBaHHs KOPNOPATUBHOR0 CTU/IIO KOMNAHIT €
PeKaamHi TexHos02ii came iIHCTpyMeHTamu Meqiagn3ariHy.

Y €TaTTi IPOAHANi30BaHO OCHOBHI ACMEKTY GOPMYBAHHS KOPOPATUBHO20 CTUIIKO PekAAaMHUMM 3acobamu Ta 06y pyHTYBAHHS
11020 HEOOXIgHOCTi POPMYBAHHS IHCTPYMEHTaMM Megiagun3ariHy, BUOKPeMIeHO OCHOBHI HaMpsiMu PO3BUTKY T4 BUKOPUCTAHHSA
IHHOBALIMHMX IHCTPYMEHTIB L0gOo agantayii go cy4acHo20 PUHKY.

KntouoBi cnoBa: megiagu3aiiH, KOprnopaTuBHWIA iMigx, KOPOPATUBHUI CTU/b, PEKIAMHI KOMYHIKaLlil, CnOXmBay.

AHHOTauUus. B yC0BUSIX BbICOKOV KOHKYPEHLMM npUMeHeH sl MNHHOBALMOHHBIX MOGXOGOB M MAPKETUH2OBbIX MHCTPYMEH-
TOB Meguagm3ariHa NexnT B OCHOBE Praocopum pbIHOYHO20 MOBegeHus KaK CMCTeMbl MPAKTMYeCKux MeponpusTui, obecre-
YMBAKOLMX OCHOBHbIE HAMPAB/IEHMS MO3ULMOHMPOBAHMSI KOMIAHUM HA PbIHKe, CMOCOOCTBYIOLWME POCTY PUHAHCOBbIX PE3Y/b-
TATOB gesTeIbHOCTY NPegrnpusTHS U POCTY MOTeHUMANA KOHKYPEHTOCNOCOOHOCTH B LieloM. POpMUPOBAHMe KOPNOpaTUBHO20
cTus B Meguacgepe ce20gHs 3aHUMAET BegyLLylo poJib, BbICTYNAET BAXHEMLIMM HemMaTepuaabHbIM aKTMBOM MpegrpusTis,
obecrieynBaeT 6/1020NPUSATHbIE YCIOBUS PA3BUTUSI HO COBPEMEHHOM pbIHKe, SIB/ISIETCS! MIHCTPYMeHTOM PAcLuMpeHus napTHep-

CKMX B3AMMOOTHOLLEHWUI 1 CBSI3eH.

AKTYa/IbHOCTb BbIOPAHHOI TeMbl COCTOMT B TOM, 4TO B PAMKAX egMHON KOHLerLum 1 0bLLe20 naaHa Bo3geicTBms Ha CO3HA-
HWe NoTpebuTeNs, Co3gaHue NoNoK1TENbHO20 06pa3a npogyKTa uam yciyau 6asmcom Gopm1MpoBaHms KOPNOPATUMBHO0 CTUAS

KOMMNAaHnn ABAAKTCA PeK1aMHble TeXHO/10enH.

B cTaTbe npoaHann3npoBaHbl OCHOBHbIE ACeKTbl POPMUPOBAHMS KOPOPATUBHOR0 MMUGXKA PeKIAaMHbIMM CPEGCTBAMMU M
000CHOBaHYe e20 HeobX0gUMOCTH POPMUPOBAHMS UHCTPYMEHTAMU Megragum3ariHg, BbigeaeHbl OCHOBHbIE HaNPABieHs pas-
BUTWSI U MCMO/b30BAHNS MHHOBALMOHHBIX MHCTPYMEHTOB g/1s1 aganTaumy K COBPEMEHHOMY PbIHKY.

KntoueBbie cnoBa: mMegnaguaasiy, KOPIopaTnBHbINA UMUGXK, KOPNOPATUBHbIN CTWAb, PeKIAMHbIE KOMMYHMKALMK, MOTpe-

outesb.

tatement of the issue. In conditions of high

competition, the use of innovative approaches
and marketing tools of media design is embedded
in the philosophy of market behavior as a system
of practical measures that provide the main direc-
tions of positioning in the market, increase financial
performance and highlight the potential for com-
petitiveness in general. The formation of corporate
style in the media today plays a leading role, is the
most important intangible asset of the enterprise,
provides favorable conditions for development in
today’s market, is a tool for expanding partnerships
and relationships.

The relevance of the chosen topic is that with-
in a single concept and overall plan to influence
the minds of consumers, creating a positive style of
the product or service, the basis for the formation
of corporate style of the enterprise are advertising
technologies.

The analysis of recent researches and publica-
tions. The work of domestic and foreign scientists,
such as: A. Aaker [1], J. Ballmer [2], D. Davidson
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[3], G. Pochepsthov [4], I. Phyllis [9] is devoted to
the formation of the corporate style of the enterprise
by advertising means and others.

The analysis of scientific works allows to thor-
oughly approach the study of the essence of the
scientific question and to identify areas that remain
unresolved regarding the formation and application
of corporate style in modern conditions.

The purpose of the article: to analyze the main
aspects of the formation of corporate style by ad-
vertising and justify its need for presence in media
design, to identify the main areas of development
and use of innovative tools to adapt to the modern
market.

Materials and methods. Materials and methods
of research are tendencies of formation of corporate
style, statistical data, methods of generalization,
comparative analysis, structural analysis and sys-
tematization of data, graphic analysis.

The overview of the main material (the results of
the researches). The formation of the corporate style
of the enterprise by advertising means, primarily
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aimed at the formation of the style — a kind of image
or representation, which is formed in the minds of
the public [6]. It is an style created by customers,
competitors, the public, stable associations and orga-
nizations, it is the ideas that arise in the consumer
when in contact with the brand name / brand.

L. Orban-Lembrik substantiates the representa-
tion of the style as an impression that the company
and its employees make on others, captures in the
minds of consumers the forms and image of certain
emotionally colored stereotypes (thoughts, judgments
about them) [10].

Corporate style is a planned action for the en-
terprise, based on the characteristics of activities,
internal and external patterns, properties, qualities
that form the style in the minds of consumers, meet
the needs and expectations of the target audience,
being a hallmark of the enterprise [5].

In general, we can conclude that the corporate
style is the style, embodiment, imagination and holis-
tic perception of the enterprise, staff, product, man-
ager, formed by certain means and tools in the minds
of others, different groups of people. in the field of
media design, a special environment created by ad-
vertising communications and innovative methods,
adapted to different formats and different contexts.

Algorithm of corporate style formation by media
design tools:

e formation of imitation style (intellectual analy-
sis and work on style, preparation of information
materials);

e creation of role style (actual development, acquisi-
tion of primary experience of “being” in the style,
generalization, evaluation);

e formation of “life” style (standard of behavior,
fixation, adjustment).

Each style corresponds to its stage of style for-
mation and requires a professional approach in its
creation [1].

One of the key components of a company’s com-
petitiveness is the formation of a positive style and
a positive reputation, which is formed on the basis
of evaluative opinion in the long run.

When forming a communication policy with the
consumer audience, first the corporate style of the
company is formed by tools of advertising and PR,
and then by means of promotion tools, participation
in professional events, membership in professional
organizations, participation in charity events, etc.
a corporate reputation is built within the framework
of strategic management in the long run [11].

Style formation by advertising tools, which repre-
sent a special tool for dissemination of information

of advertising content is repeated and complex use
of advertising technologies within the limits of the
uniform concept and the general plan of influence
on opinion and attitude of various groups of the
public for the purpose of formation, creation and
popularization and external [6].

Today, the use of media design tools Tilda is
becoming relevant:

Ready Mag, tools to automate the work of design-
ers The Grid, is also a number of B2B-tools aimed at
integration into editorial processes and have a certain
amount of authority to create visual stories. For
example, verstka.io and setka.io http://verstka.io/.

Thus, the main directions of forming the corpo-
rate style of the company are to increase the prestige,
separation and formation of competitive positions in
the market through the tool of media design Medium
as a promising platform for collecting media stories.

The main focus is on the formation and strength-
ening of the corporate style by increasing its effi-
ciency, optimizing the feedback between management
and staff at all levels of management. Ensuring the
effectiveness of this process allows you to assess how
employees perceive the company’s style, what efforts
they make to improve it, to form their loyalty to the
company and its product.

The corporate style is formed both by the compa-
ny’s employees and staff, and by the public, where
the leading role is assigned to the components of
the corporate style by internal and external factors.

The main factors influencing the formation of
external corporate style are the financial stability
of the company, product quality and service, social
policy (sponsorship and charity) advertising, appear-
ance and comfort of the workplace, these components
attract attention through the main visualization tools
in the media space: infographics, animation, media
project, photography, video, gamification [17].

Internal factors influencing the formation of the
company’s corporate style are: staff training, train-
ing and courses to increase staff motivation, socio-
psychological climate of the company, the appearance
of staff teambuilding and corporate events.

Corporate style includes everything visible in the
company (visual communications, product advertis-
ing), as well as corporate identity, in which it plays
an important role.

The company speaks and communicates through
its style and does so mainly through graphic design.

Thus, the company, Mailchimp — a well-known
company in the field of electronic marketing to pro-
mote itself in the field of media design uses anima-
tions, GIFs, static illustrations [12].
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Fig. 1. Analysis of the importance of media design

Source: developed by authors based on [18]

To enhance the corporate style of the pharma-
ceutical giant Merck, Futurebrand uses colors to
create organic design, complementary forms are be-
ing used in corporate style, flexible to adapt in the
field of pharmaceuticals, adapted to digital formats.
Extraordinary creative corporate style gives recom-
mendations for advertising and product design [13].

The Milanese brand Mudec, or Museum of Cul-
tures, is an example of a well-established corporate
style organically linked to the external environment
of the company, for which Studio FM has created
a unique Italian corporate style that is modularly
filled like the Merck brand. stories to the target
audience, promotion in media channels [14].

The leading idea of corporate style formation with
media design tools is that corporate style is a living,
dynamic being, a developing system, a new concept
based on graphic design adapted to the new reality
[15].

The basis for the formation of a positive corporate
style is the development and renewal of the compa-
ny’s corporate identity with media design tools, the
formation of corporate culture (training and work-
shops, development of staff motivation program,
development of flash mobs, challenges); involvement
of the main channels of corporate style formation
(site update, corporate blog, social networks Face-
book, Instagram, Linkedln, Tik-Tok, Youtube channel
and social messengers Telegram, Viber), creation of
separate pages on employment in the company and
involvement of specialists on page management; or-
ganization of conferences, seminars and round tables,
competitions to attract web resources). Statistical
data prove the relevance of the use of media design
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tools and increase the level of corporate style of
the company. For 94% of consumers, media design
plays a leading role and the duration of attention for
web users is 6.8 seconds. It is the creation of visual
content, enhancing the corporate style with media
design tools that increases the duration of attention
by 50 milliseconds, 46% of website visitors associate
media design with brand / company reliability, 80%
of small business owners believe that corporate style
media design tools are important for a company’s
success in Fig. 1.

Corporate style should be formed by media design
tools, modern software, visually be attractive, rich
and interesting.

Conclusions and perspectives of further explo-
ration. Thus, the formation of the corporate style
of the company plays a leading role and determines
the competitiveness of the enterprise as a whole. The
process of forming the company’s corporate style
should begin with the formulation of vision and mis-
sion, identification and justification of style-forming
advertising tools (advertising in the press, print ad-
vertising, audiovisual advertising, radio advertis-
ing, television advertising, Internet advertising);
developing the concept of style, building a system
of values and motivation.

Today, every company needs a well-formed style,
visual identity with medical design tools, which is
the key to the prestige and competitiveness of the
enterprise, the effectiveness of advertising cam-
paigns and programs for successful positioning of
themselves and products, isolation and occupation of
leading positions in the domestic and international
market.
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