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KOPIIOPATUBHbBIN CTUJIb MTHCTPYMEHTAMU
MEJIUAJTN3ANHA

Summary. In the conditions of high competition of application of
innovative approaches and marketing instruments of mediadesign 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 asset 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 technologies. 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.

Key words: mediadesign, corporate image, corporate style, advertising

communications, consumer.

Anomauia. B  ymoeax  eucoxoi  KOHKypeHYii  3acmoco8)8anHs
[HHOBAYIUIHUX NIOX00I8 MaA MAPKEMUH208UX IHCMPYMEHMI8 Mediadu3atiny
noxkaaderux y inoco@iro puHkKoBoi NOBediHKU SAK CUCMeEMY NPAKMUYHUX

3ax00i8, W0 3abe3neuyoms OCHOBHI HANPSAMU NO3UYIOHYBAHHS KOMNAHII HA
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PUHKY,  CHpUAIOMb  3POCMAHHIO  (DIHAHCOBUX — pe3yabmamis  OisIbHOCHII
nIONpUEMCcmMea ma BUOKPEMAEHHIO NOMEHYIANY KOHKYPEHMOCNPOMONCHOCHI
3azanom. DopmysanHs KOPHOPAMUBHO20 cmunio y mediacgepi Ha CbO2OOHI
3aumac nposioHy poiib, BUCMYNAE HAUBANCIUBIUUM HEMAMEPIATbHUM AKMUBOM
nIONpUEMCmea, 3a0e3neyye CRpUsSmIUGl YMO8U PO3BUMK)Y HA CYUACHOMY PUHKY,
€ IHCMPYMeHmMOoM PO3UWUPEHHS NAPMHEPCLKUX 83AEMOBIOHOCUH MA 368 SI3KI6.

Axmyanvhicms 06panoi memu noJsieae 8 Momy, wo 8 PAMKAX EOUHOL
KOHYyenyii ma 3a2aibHo20 NAAHy 6NauU8Y HA C8I0OMICHb CNO*CUBAYA, CNBODEHHS]
NO3UMUBHO20  00pa3zy  NMPOOYKMY 4u  nociyeu  0a3ucom  GopmysaHus
KOpnopamueHo2o  CMuaio  KOMNAHII €  peKIaMHl — mexHolo2li  came
IHCmpymMenmamu Mediaou3aiin)y .

YV cmammi  npoaunanizosano  ocHoemi  acnekmu  GopmysaHHs
KOpNOPAMUBHO20 CMUNIO PEKIAMHUMU 3Aco0amu ma OOIPYHMYBAHHS U020
HeoOxXionocmi  (hopmyeanus iHCMpYMeHmamu Mediaou3aiHy, GUOKDEMIeHO
OCHOBHI HANPSAMU PO3BUMKY MA BUKOPUCMAHHA THHOBAYIUHUX [HCMPYMEHMI8
wooo adanmayii 00 Cy4acHo020 puHKy.

Kniouoei cnosa: mediaousaiin, KopnopamusHuti imioxdc, KOpnopamueHutll

CMulb, peKIAMHI KOMYHIKAYIL, CNOACUBAY.

Annomayusa. B yciosusx — 6biCOKOU  KOHKYPEHUUU  NPUMEHEHUs.
UHHOBAYUOHHBIX NOOX0008 U MAPKEMUH208bIX UHCMPYMEHMO8 MeOUuaou3aunHa
Jedcum 8 OCHO8e uiocopuu  PLIHOUHO20 NOBEOEHUS KAK — CUCTeMbl
NPAKMUYECKUX ~MepOnpusimutl, 00ecneyusaiouux OoCHOBHble HANPABIEeHUs
NO3UYUOHUPOBAHUS KOMNAHUU HA PbIHKE, CROCOOCM8Yiowue pocmy QUHAHCOBbIX
pe3yiomamos — 0eameNbHOCMU — Npeonpuamusi U pocmy  NOMeHYuald
KOHKYPEHmMOCnocoonocmu 8 yerom. Dopmuposanue KOpnopamueHo2o Cmujisi 8
meouacghepe cecoOHs 3aHuMaem 8edyuiyl0 pojib, BbICMYNAEm BANCHeUUUM

HemamepuailbHbiM aAKmueom npe()npuﬂmuﬂ, obecnequsaem 6ﬂa20anﬂI7’IHbl€
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VCI08USL  pA3BUMUSL HA COBPEMEHHOM DblHKe, ABNAeMCs UHCHPYMEHMOM
pacuupenuss NapmHuepCKux 63aumMoOmMHOUEeHUU U CE53€el.

AxmyanbHocmb  8bIOPAHHOU MeMbl COCIOUmM 6 MOM, YMO 8 DPAMKAX
eOUHOU KOHYenyuu u ooujeco niana 8030eUcmsus Ha CO3HaHue nompeoumels,
Cco30aHue  NONONCUMENbHO20 00paza npooykma uiu  yciayeu  0asucom
Gopmuposanus KopnopamueHo2o Cmuisi KOMIAHUU SAGIAIOMCSA  PeKlaMHble
MEeXHON02UMU.

B cmamve npoananuzuposamvl OCHOBHble acnekmvl GHOpMUPOBAHUS
KOPNOPAMUBHO20 UMUONCA PEKIAMHbIMU Ccpedcm8amu U 00O0CHOB8AHUE €20
HeobxooumMocmu GopMUpoBanUsi UHCMPYMEHMAMU MeOUaou3atiHa, BvlOeleHbl
OCHOBHbIE — HANPABIeHUs  pa3eumus U  UCHOAb308AHUS — UHHOBAYUOHHBIX
UHCMPYMEHMO8 OJi A0anmayuu K CO8PEMeHHOMY PbIHK).

Kniwouegvte  cnosa:  meouaousaiin, KOPHOPAMUBHBILL — UMUOIC,

KOpI’lOpCZI’I’lM@HblTJ CMmMuib, peKI1aAMHble KOMMYHUKAYUU, nompe6umeflb.

Statement 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 directions of positioning in the market, increase financial performance
and highlight the potential for competitiveness 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 within 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 publications. The work of

domestic and foreign scientists, such as: A. Aaker [1], J. Ballmer [2], D.
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Davidson [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 thoroughly 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 advertising 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 systematization 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 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 organizations, it is
the ideas that arise in the consumer when in contact with the brand name /
brand.

L. Orban-Lembrik substantiates the representation 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 enterprise, 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].
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In general, we can conclude that the corporate style is the style,
embodiment, imagination and holistic perception of the enterprise, staff,
product, manager, 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 advertising communications and innovative methods, adapted to
different formats and different contexts.

Algorithm of corporate style formation by media design tools:

 formation of imitation style (intellectual analysis and work on style,
preparation of information materials);

» creation of role style (actual development, acquisition of primary
experience of "being" in the style, generalization, evaluation);

 formation of "life" style (standard of behavior, fixation, adjustment).

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

One of the key components of a company's competitiveness 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 represent 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:
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Ready Mag, tools to automate the work of designers 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 corporate 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 strengthening of the corporate
style by increasing its efficiency, 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 company'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, appearance 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, training 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 advertising), as well as corporate identity, in which it

plays an important role.
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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 promote itself in the field of media design uses
animations, GIFs, static illustrations [12].

To enhance the corporate style of the pharmaceutical giant Merck,
Futurebrand uses colors to create organic design, complementary forms are
being used in corporate style, flexible to adapt in the field of pharmaceuticals,
adapted to digital formats. Extraordinary creative corporate style gives
recommendations for advertising and product design [13].

The Milanese brand Mudec, or Museum of Cultures, 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 company's corporate identity with media design
tools, the formation of corporate culture (training and workshops, 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 Facebook, Instagram, LinkedIn, 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; organization of conferences, seminars and round tables,
competitions to attract web resources). Statistical data prove the relevance of the

use of media design tools and increase the level of corporate style of the
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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.

Very Important

I 49%
Moderately Important

| 31%
Meutral

I 10%
Slightly Important

. %
Mot Impertant

| 3%

Fig. 1. Analysis of the importance of media design

Source: developed by authors based on [18]

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

Conclusions and perspectives of further exploration. 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 mission, identification and justification of style-forming advertising
tools (advertising in the press, print advertising, audiovisual advertising, radio
advertising, 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
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enterprise, the effectiveness of advertising campaigns 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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