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Actuality of theme. In the current environment, the success of the company is due to many factors and, in
particular, the existing image of the company. However, the formation and maintenance of a positive image
and high reputation of the company is a long and complex process, which is one of the main factors in ensuring
its competitiveness. Therefore, improving the efficiency of enterprise image management and its objective
assessment is one of the urgent tasks of today, and it is especially important for innovative enterprises today.

The question of the role and importance of the image of enterprises in their activities and business
activities is the subject of research by both foreign and domestic authors. Problems of forming a positive
image of the enterprise were covered in the works of Aaker D. [1], Primak T.O. [16], Pocheptsova G.G. [15],
Prikhodchenko Ya.V. [17], Semenova A.K. [22], Khimich 1.G. [28], Sharkova F.I. [29], Fedoriv T.V. [26-27],
Yasinskaya Yu. R. [30] and others.

Foreign and Ukrainian economists, in particular Zaruba V.Ya. [6], Kolyanko O.V. [8], [lyashenko S.M., [7],
Orban-Waterman 1. [13], Sinitsa S.M. [24], Trusov G. [25] and others devoted their works to the problems of
the company's image in its various aspects.

However, the issues of assessing the process of forming and maintaining the image of an innovative
enterprise in the face of new challenges and threats require additional research.

Thus, the relevance of the research topic is due to the need to develop theoretical, methodological and
practical aspects of assessing the process of forming and maintaining the image of innovative enterprises in
the current realities.

The purpose of the article. The purpose of the work is to study the process of assessing the formation and
maintenance of the image of an innovative enterprise and develop recommendations for improving its level in
the long run, taking into account new challenges and threats.

Presentation of the basic material. Presenting main material. With the formation and development of the
digital economy, the emergence of new information threats increases the role and importance of image, which
is the basis of the company's reputation.

This is one of the most valuable assets, namely intangible. This allows you to create added value and
increase the value of the company in the long run. Because the image is a certain part of ideas about the
products (services) of the enterprise and how they evoke feelings in people.

The result of successful image realization is a reputation that opens wide opportunities for enterprise
development and its cooperation with other stakeholders. This has a positive effect on the formation and
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maintenance of innovation and investment attractiveness of the enterprise as a major factor in increasing its
competitiveness.

It is important to realize that a company's reputation is a comprehensive set of evaluative ideas of target
audiences about it, formed on the basis of objective parameters of the company (reputation factors), important
for the target audience. At the same time, you can “measure” the company's reputation with the help of a
special service “Pravdaserm” [32].

“Pravdaserm” allows you to see an objective search result, free of behavioral factors, which, unlike the
World Wide Web, is becoming more and more like a mirror, ie search engines, social networks, sites try to
show users the most interesting information, distorting reality.

The company's reputation and image are vital for business development, as they not only attract customers,
but also determine the possibility of their return.

A strong reputation and a high level of the company's image force the company to move forward quickly
in its business and affect its market value. This confirms the importance of managing the company's image as
a basis for ensuring its good reputation in the long run.

Thus, image management allows for phases of formation, support and implementation. It's just to create
a good idea of the company in the minds of consumers, but also its support for a long time. Effective image
management will allow:

1) create a comfort zone for the company (the possibility of constant cooperation with stakeholders) and
the spread of a positive image;

2) get high rankings in search engines, and therefore customers will notice the company more often;

3) reduce the number of false rumors;

4) increase the level of satisfaction of your customers;

5) Increase the level of trust in your products.

It should be noted that the image of the enterprise depends and, at the same time, is reflected in business
indicators, and the image of the state is reflected in international indices (press freedom index, global peace
index, corruption perception index, rule of law index, rule of law failure index, political risk index), human
development index, democracy index, global innovation index). This, in turn, determines the rating of the state
at the international and world levels. For example, the World Bank's Doing Business rating is important for
entrepreneurship, which allows us to assess the ease of its conduct on ten indicators in 190 countries. That is,
the higher the figure, the lower the country's place in the ranking. This rating analyzes the legal norms applied

EE 13

to private enterprises in 10 areas (directions): “establishment of enterprises”, “obtaining building permits”,
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“connection to the electricity supply”, “registration of ownership”, “obtaining loans”, “Protection of minority
investors”, “taxation”, “international trade”, “enforcement of contracts”, “insolvency resolution” [12].
Thus, the results of image management at the enterprise level are then projected on the international

indicators (ratings) of Ukraine, in particular the rating of global competitiveness (Fig. 1).
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Fig. 1. Dynamics of Ukraine's global competitiveness rating according to the IMD version in 2010-2019
Source: adapted by the authors based on mastering the source [3, p. 32]

EkoHowmika i pezioH Ne 1 (84) — 2022 - HauioHanbHutli yHisepcumem im. Opis Kondpamioka #9 67




ExkoHoMika ma ynpaesniHHsa nionpuemcmeamu

This rating assesses institutions, infrastructure, macroeconomic stability, health and primary education,
higher education and training, commodity market, labor market, financial market, technological readiness,
market size, innovation and complex factors, including: business dynamism, innovation potential. In particular,
in 2010 there were positive changes in some components, which formed positive trends. Such positive changes
allow us to talk about improving the image of the state, which helps to expand the capacity of domestic
enterprises to attract investment and create innovative attractiveness.

In addition, the Digital Competitiveness Index is calculated separately, which allows assessing the ability of
countries to implement and study technologies that contribute to the transformation of government activities,
business models and society as a whole (Table 1).

Table 1
Change of the rating of digital competitiveness of Ukraine in 2015-2019
Indicators 2013 2014 2015 2016 2017 2018 2019
General indicator 24 50 59 59 60 58 60
Knowledge 38 29 40 44 45 39 40
Technologies 58 58 60 60 62 61 61
Future orientation 57 58 61 61 61 61 62

Source: adapted by the authors based on mastering the source [3, p. 33]

Thus, the rating of digital competitiveness of Ukraine in 2015-2019 allows us to assess not only the speed
of technological change, but also to talk about the effectiveness of image management of enterprises in the face
of information threats.

However, the concept of "image" is quite closely related and is often identified with the concept of reputation
and brand. Therefore, it is advisable to analyze the definition of "enterprise image" and form an author's
interpretation of the term "image of an innovative enterprise" (Table 2).

Table 2
Definitions of "enterprise image"

No Author (s) Characteristics of the category
1 2 3

Image is the result of an adequate perception of the organization, its leader, staff, policy
or activities. That is, it is assumed that manipulative actions do not have a decisive impact
on the image of the organization or they do not exist. Experience shows that real practice
will be stronger than the broadcast image, but it takes time, sometimes quite long

It is a set of features that characterize or identify a company, which are fixed in certain
symbols or forms of information created by the company, purposefully transmitted

to the audience in the communication process, recorded, perceived, recognized and
evaluated by the entity belonging to a particular target audience. , and, taking the form of
a stereotype, occupy a certain place in the consciousness and value system of the subject,
determine it further action on this company and its products

Image is a relatively stable representation of any object

Image is everything and everyone who has anything to do with the company and the

1 Robinson E. [31]

2 | Bulgakova O. [2]

3 | Zverintsev A. [5]

4 | Doti D. [4] goods and services it offers. It is a work that is constantly created both by words and
images, which are bizarrely mixed and transformed into a single complex
5 Kolodka A., Image is an image of the organization and attitude of society to its activities and products

on the basis of established values

Image is the perception of a company or its products by society

This is a stated position, which is a system of enterprise characteristics based on the

results of production activities, which was produced as a result of market analysis, and

is promoted to target audiences in order to evoke in their representatives a stable set of

imaginary characteristics and statements about it

Image is one of the most important components of the competitiveness of the enterprise,

the basic prerequisite for its successful operation.

Orban-Lembrick L. .Image ig an in_lpre.ssior} that an organizatiqn and it.s employees make on people and which

9 [13] is fixed in their minds in the form of certain emotionally colored stereotypes (thoughts,
judgments about them)

Ilyashenko S. [7]
6 |Kotler F. [9]

7 |Levkina R. [10]

8 |Lozovsky O. [11]
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(End of Table 2)

1 2 3
10 IR The image of the company is the "face" of the company, created in accordance with the

eed S. [19] N : D

objectives and aimed at achieving them

This is a factor that plays an important role in the evaluation of the enterprise, and is a
consequence of management actions of management, which is expressed through the
perception of customers, employees and the manager himself. The bearer of the image can
be an enterprise, an individual, ie a representative of the enterprise or its product or service
The image of the company is a positive image of any company, which forms a stable
competitive advantage through the creation of an overall image, reputation, public
opinion, consumers and partners about the prestige of the company, its products and
services, after sales service
This is a stable idea of a particular object, enterprise, a set of associations and
impressions about them, which are formed in the minds of buyers and determine their

11 |Semenchuk T. [21]

12 | Sizonenko V. [23]

13 Es él]e nishnyuk I position in the market. An image is a general impression that is created about a person,
organization or company. Image is always socially determined and influences public
opinion and the results of business activity.

The image of an innovative enterprise is the internal and external appearance of the

14 Author's enterprise, which significantly affects its competitiveness through the implementation

interpretation of innovative activities, and is a significant factor in increasing its level in the face

of growing challenges and threats
Source: summarized, improved and refined by the author based on the above sources

Study, generalization and analysis of approaches to assessing the image of the enterprise, which are
presented in the literature [1; 9; 11; 19; 21; 22; 30; 33; 34], the authors of this article developed a scientific
and methodological approach to assess the process of image formation and maintenance innovative enterprises
(Table 3).

Table 3
Projection of scientific and methodological approach to assessing the process of forming
and maintaining the image of an innovative enterprise in the face of new challenges and threats

. . Degree of Results
Indicators and evaluation o . . .
o . Reference principles of management implementation and suggestions
criteria .. s
of the principles (+, -) for action
1 2 3 4
Transparency of business activities,
customer loyalty,
impressions of partners about the
Business image company,
reliability,
openness of data on sales, market share,
product range, price flexibility.
Sponsorship,
charity,
Social image (formed by support for social movements,

informing the public about the | participation in solving environmental
social aspects of the enterprise) |problems,

employment,

health care, etc.

System of hiring and training,
evaluation of employees' work by
criteria

Internal image (generalized the relationship between subordinates
attitude of staff to the company). | and the leader,

system of rewards and social
assistance,

corporate style of the enterprise,
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(End of Table 3)
1 2 3 4
state of health of employees,
(COVID-19)
assessment of living and working
conditions of the employee in the team

The maximum approximation of the
"mirror" image of the company to its real
image and its transformation into

a positive image, which strengthens the
market power of the enterprise

"Mirror image" (representation
of managementcompany image)

Evaluation of Public Relations, sales
promotion, advertising, personal sales:
Marketing communications the number of initiated materials;
advertising equivalent of published
materials;

the number of newspaper lines
dedicated to the company or

individual
Planning of the Di-delight The expediency of measures to assess
procedure the charity of the enterprise

The effectiveness of the
application of management
styles of the company's top
management
Responsibility and fairness
of business to society

The level of innovation
and investment attractiveness Advocacy and active innovation
of the enterprise

Level of digital literacy
and digital culture

General conclusion on the assessment of the process of forming and maintaining the image of an innovative enterprise

Application of the Hertmenian model

Application of the CSR concept

Availability of digital strategy

Source: summarized and built by the authors based on their own experience and research

Thus, the evaluation criteria generalized by them became the basis for the development of a matrix for
evaluating the process of forming and maintaining the image of innovative enterprises in the face of new
challenges and threats.

Next, we present to the scientific community the scheme of forming an positive image of an innovative
enterprise as a factor in its competitiveness (Fig. 2).

Conclusions. The issue of assessing the image of the enterprise as a factor of its competitiveness in the face
of new challenges and threats has been raised. It was noted that the image of domestic enterprises influenced
the ratings of global and digital competitiveness of Ukraine in 2015-2019.

Based on research and study of literature sources, the concepts of image, brand and reputation are
distinguished. The author's definition of the category "image of an innovative enterprise" is formed.

The analysis of the authors' approaches to assessing the process of forming and maintaining the
company's image allowed to identify basic indicators and criteria for its assessment as a factor of
competitiveness, namely: social image (sponsorship, charity, support of social movements, participation
in environmental issues, employment, health care, etc.); business image (transparency of business activity,
loyalty to clients, impressions of partners about the company, reliability, openness of data on sales volumes,
market share, assortment of goods, price flexibility); internal image (generalized attitude of the staff to the
enterprise), "mirror image" (representation of the company's management about the company's image);
planned conduct of the stagecoach procedure, responsibility and fairness of business to society, the
level of digital literacy and digital culture, the level of innovation and investment attractiveness of the
enterprise.
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Positive image of an innovative enterprise
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Fig. 2. The scheme of formation of the positive image of the enterprise as a factor of its competitiveness
Source: author's development

This created a basis for developing a scientific and methodological approach to assessing the process of
forming and maintaining the image of an innovative enterprise in the face of new challenges and threats.

The scheme of formation of positive image of the innovative enterprise as a factor of its competitiveness in
the conditions of challenges and threats in the long run is developed.

It is emphasized that in further research it is necessary to pay attention to the innovation and investment
attractiveness of the enterprise as a factor in improving its image and competitiveness in the face of new
challenges and threats.
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Assessment of the image of the innovative enterprise as a factor of its competitiveness in the conditions of new
challenges and threats.

The questions of assessment of the process of formation and support of the image of innovative enterprise
as a factor of its competitiveness in the context of new challenges and threats are actualized. It is noted that the
image of domestic enterprises influenced the ratings of global and digital competitiveness of Ukraine in 2015-2019.
The concept of image, brand and reputation of the enterprise is distinguished. Based on the study of literary sources
formed the author's definition of the category "image of an innovative enterprise” as the internal and external
appearance of the enterprise, which significantly affects its competitiveness through the implementation of innovative
activities, and is a significant factor in improving its level in the face of growing challenges and threats. The analysis
of the authors' approaches to the assessment of the process of formation and support of the enterprise image allowed
to highlight the most significant indicators and criteria for its assessment as a factor of enterprise competitiveness,
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ExkoHoMika ma ynpaesniHHsa nionpuemcmeamu

namely: business image (transparency of business activity, loyalty to clients, partners' impression of the company,
reliability, openness of data on sales volumes, market share, range of goods, price flexibility); social image
(sponsorship, charity, support of social movements, participation in solving environmental problems, employment,
health care, and so forth), etc.

Key words: image, innovative enterprise, competitiveness, challenges, dangers.
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HIumanoBcbka-Adianna Jloamuiaa MuxaiiniBHa, T0KTOp eKOHOMIYHUX HayK, Tpodecop Kadeapru MEHEHKMEHTY.
Bounpap-Ilinrypebka Oxcana BacuiiBHa, JOKTOpD €KOHOMIYHHMX HayK, JOLEHT Kaeapu MEHEIKMEHTY,
BH3 Ykooncninku «IlonTaBcbkuii yHiBepcHTET €KOHOMIKH 1 TOpriBii». [71e6oBa Asna OJexcanapiBHa, KaHauIaT
eKOHOMIUHMX HayK, JOLEHT Kadeapu MyOIiuyHOro ympaBiiHHS, aJMiHICTpyBaHHS Ta mpasa, HauioHanbHumit
yHiBepcuteT «Ilontascbka nomitexHika imeni FOpis Kongpariokay. Ouinka imizky innoBaniliHoro mianpuemcraa
fIK YMHHHUKA HOr0 KOHKYPEHTOCIIPOMOKHOCTI B YMOBAaX HOBHX BHKJIHKIB i 3arpo3.

AKTyasi30BaHO MTAaHHS OLIHKHU Ipolecy GOpMyBaHHs Ta MATPUMKH IMiJKy IHHOBALIITHOTO MiAPHEMCTBA SIK
YUHHHUKA HOTO0 KOHKYPEHTOCIIPOMOXKHOCTI B YMOBaxX HOBHX BHKJIMKIB 1 3arpo3. 3ayBa>1<eHo 10 IMiJK BITYM3HSIHUX
HiIPUEMCTB BIUIMHYB Ha peI/ITI/IHFI/I robanpHoi Ta LlI/I(l)pOBOI KOHKypeHTOCHpOMO)KHOCTl YKpaum y 2015-2019 pp.
Po3meskoBaHO MOHATTS IMIZXKY, OpeHay Ta pemyTauii mianpuemMcTBa. Ha 0cHOBI BUBUEGHHS JITEpaTypHUX KEpel
cq)opMOBaHeaBTopCLKeBH3HaquHﬂKaTeropu«1M1/:[>1<1HHOBau1HHoronluaneMCTBa»ﬂKBHyTplLuHLOFO13OBH1LL1Hboro
BULJALY HlL[HpI/IGMCTBa 0 CYTTEBO BIUIMBA€E HA HOTO KOHKypGHTOCHpOMO)KHlCTB 3a paxyHOK 3/ifICHEHHSI came
IHHOBALIHOT AiSUIBHOCTI, 1 € 3HAYYIIHM YHHHHKOM HiJBUILEHHS 11 plBHfl B YMOBAX 3pOCTaIOHX BUKJIMKIB 1 3arpo3.
AHani3 miaxomiB aBTOPiB IMIOAO OLIHKH HPOLECY cpopMyBaHHﬂ Ta l'[lI[TpI/IMKI/I IMIJKY TANIPUEMCTBA JI03BOJIUB
BHOKPCMHUTH HalOUTBII 3Haqym1 IHI[I/IKaTopI/I Ta Kpmepn JU1sL HOTO OLIHKH SIK YMHHHKA KOHKypGHTOCHpOMO)KHOCTl
nmnpneMCTBa a came: Oi3Hec-IMIK (HpOSOplCTb i IPUEMHHULIBKOT JiSIBHOCTI, JIOSUIBHICTB /10 KITIEHTIB, BPAKCHHS
napTHeplB PO KOMIaHi10, HaIHHICTh, BIIKPUTICTh AAHUX ITPO 0OCSTH npoz[amB YACTKY PHHKY, ACOPTHMCHT TOBapiB,
L[lHOBy rquchL) COLIAIBHUN MK (CHOHCOpCTBO OnarofiiHICTh, MiATPUMKA COLaJbHHUX PYXIiB, y4acth y
BHUPILICHH] €KOJIOTYHNX npo6neM 3ai{HATICTh, OXOPOHA 3I0POB'Sl TOILO); MapKeTI/IHFOBl KOMyHlKaI_lll IUIAHOMIPHICTb
NPOBEACHHS MPOLEAYpPH Ai-IiMiKaHC; €(QEKTUBHICTh 3aCTOCYBAHHS CTHJIIB YIpPaBIiHHS TON-MEHEIKMEHTOM
KOMIIaHii; BiJMOBiaNbHICTb 1 cripaBeIuBiCTh Oi3HECY Tepe] CyCHIbCTBOM; piBeHb LU(POBOi rpaMOTHOCTI Ta
(poBoOT KyJIbTypH TIEPCOHAIY IiANPUEMCTBA; PIBEHb IHHOBAIIIHHO-IHBECTHIIHOT PUBAOIMBOCTI MiANPUEMCTBA.
Lle cayryBano miACTaBOIO PO3pOOKH OOIPYHTOBAHOTO HAYKOBO-METOAMYHOIO MiAXOAY IOAO0 OLIHKU MPOLECY
(dopMyBaHHS Ta MIATPUMKH IMIDKY IHHOBALIMHOTO MiANPHEMCTBA B YMOBaX HOBHX BHKIHMKIB 1 3arpos.
Po3pobniero cxemy (opMyBaHHS TMO3MTHBHOTO IMiJKy iHHOBaIlifiHOro mianpuemctBa (Y) SK YMHHMKA HOTO
KOHKYPEHTOCIIPOMOXKHOCTI Y JIOBIOTEPMiHOBIM MEPCIIEKTUBI, JIe OCHOBHUMH HOTO CKJIAJOBHMH €: MICIsl Ta L
MiIPUEMCTBA, TiHA CHCTEMa IIHHOCTEH MepcoHaty (TON-MEHEIKMEHTY, KOJEKTHBY, KOKHOTO IpalliBHUKA SIK
ocobucToCTi) mianpueMcTBa (A); IHHOBaIIHHO-1HBECTHUIIiHA TIPUBAOIMBICTD MiANPUEMCTB (B); 3HaHHS Ta HABUYKU
(ckinmm) nepconany (C); wmiHa, sKicTh, HOBU3HA ToBapy (mociyru) (D). HaromomeHo Ha MOIIIBHOCTI MPUIIICHHS
0co0MMBOT yBaru iHHOBaLiHO-1HBECTHIIMHIN NPUBAOIMBOCTI MiNPUEMCTBA K YMHHHKA ITIABUIIECHHS HOT0 IMIIKY
Ta KOHKYPEHTOCIPOMOKHOCTI B YMOBaX HOBMX BHKIHKIB 1 3arpo3. Lle mae 3a0e3meuntu cTpareridni mepeBaru
HiIPUEMCTBA Y JOBTOTEPMiHOBIH EPCIIEKTHUBI.

Kuouosi cioBa: imipK, iHHOBaLiHHE MTiIIPUEMCTBO, KOHKYPEHTOCIIPOMOXHICTb, BUKIIMKH, 3arPO3H.
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