YK 658.8:659.1; JEL classification A14; D84; D89; 010 DOI: https://doi.org/10.36887/2415-8453-2025-3-30

Actpemcbka Osecs OsieKcaHAPiBHA, K.€.H., JOLEHT, Iastremska Olesia, PhD in Economics, Associate Professor,
npodecop kapeapu MeHeKMEHTY, 6i3Hecy i Professor of the Department of Management, Business and
aaMiHicTpyBaHHS XapKiBCbKUN HalliOHAIbHUH Administration, Simon Kuznets Kharkiv National University of
eKOHOMIYHUH yHiBepcuTeT iMeHi CeMeHa Ky3Hens Economics, https://orcid.org/0000-0003-1865-0282

IMPRESSIONS AS A THEORETICAL AND PRACTICAL BASIS FOR THE ENTERPRISE REPUTATION
BPAXKEHHA AK TEOPETUKO-IIPAKTUYHE MMIATPYHTA PENNYTALII INIAIIPUEMCTB

fActpemcbka 0. O. BpaxkeHHs IK TEOPETHUKO-NIPAKTUYHE MiJ- lastremska O. Impressions as a theoretical and practical basis for
IPyHTs penyTauii mianpueMcTB. YkpaiHcbKkull #cypHaa npuk- the enterprise reputation. Ukrainian Journal of Applied Economics
/1a0H0i ekoHomiku ma mexuiku. 2025. Tom 10. Ne 3. C. 155 - 159. and Technology. 2025. Volume 10. Ne 3, pp. 155 - 159.

The relevance of the article is determined by the fact that the war period requires enterprises to search for new models of economic relations, one
of which is the experience economy. Its advantages lie in basing management decisions not only on official statistical information, which is
perceived as rational, but also on the subjective emotional perceptions of individuals who make decisions on the development of enterprises. Such
a comprehensive approach ensures the improvement of the effectiveness of management decisions based on considering both rational and
emotional impressions. Therefore, the purpose of the article is to improve the definition of impressions, their properties, functions, measurement
indicators and methodological approach to usage. Based on a generalization of the basic definitions of impressions, the article proposes their
interpretation as ideas, images and feelings that remain in the mind of the subject and can generate a certain influence on their behavior and
actions through the formation of emotions and the presence of practical experience. The main properties (characteristics) of impressions that
should be considered when forming the reputation of enterprises in the process of strategizing their development are summarized: dynamism,
dominance, adaptability, bias, irrationality, ambivalence and attractiveness. The content of the functions of impressions has been expanded,
highlighting the following: motivational, protective, evaluative-prognostic, informational-communicative. Taking into account the practical
orientation and significance of impressions for the strategy development process, their classification has been improved according to the most
practically significant feature - substantive content (patriotic, ideological, sociological, psychological, cultural), according to which a system of
partial indicators has been developed, which is proposed to be determined by expert methods, combining integral indicators for each type of
impression into a general integral indicator of development. Based on the proposed system of impression indicators, a methodological approach
to determining the reputation of enterprises as an emotional component of strategizing their development has been developed for the first time.
Keywords: impressions, impression properties, impression functions, impressions classification, methodological approach, reputation,
strategizing, emotional component.

AKkmyanbHicmb cmammi 3yM08A10eMbCsl muM, Wo 80€HHULl nepiod sumazae 8i0 nidnpuemcmes noWyKy Ho8ux mooesell eKOHOMIYHUX 8I0HOCUH,
00Hi€0 3 SIKUX € eKoHoMIKa epadiceMb. [i nepeeazu noaszaroms y 6a3ysanHi ynpasaiHcbKux piweHs He miabku Ha odiyiiiniii cmamucmuyniti
iHpopmayii, sika cnpulimaemscest K payioHAbHA, a U HA CY6'EKMUBHUX eMOYIUHUX YsI8AEHHSIX 0Cib, WO YyX8a/al0Hmb pilleHHs 3 pO38UMKY
nionpuemcms. Takull kKomnaekcHull nioxio 3abesneyye nidsuujeHHs1 egpekmusHocmi ynpasaiHCbKUX piuleHb HA OCHO8I 8pAXYSAHHS 5K
payioHanbHUX, mak i eMoyiliHux epaxceHb. Tomy mMemow cmammi € YOOCKOHA/NEHHS 8U3HAYEHHsl 8paXCeHb, iX eaacmusocmetl, @YHKYILl,
NOKA3HUKI8 8UMIpI08aHHs ma Memodu4Ho20 nioxody 0o UKOpUCMaHHs. Y cmammi Ha OCHO8I y3a2a/bHEeHHS] OCHOBHUX SU3HAYEHb 8PadCeHb
3anponoHoO8aHO 020 MAYMAYEHHS K ysi6/1eHHsl, 06pasy, giduymms sKi 3aauwaomscs 8 ceidomocmi cy6’ekma I 30amHui 2eHepysamu negHull
8naus Ha io2o nogedinky ma 0ii 3asdsiku popmysanHio emoyili ma HasieHocmi npakmuyvHo2o 00cgidy. Y3azanibHeHo OCHOBHI 8nracmusocmi
(xapakmepucmuku) epadiceHb, siki doyinbHO 8paxogysamu 0151 popmysaHHs penymayii nionpuemcmea 8 npoyeci cmpamezaysaHHs ix po3eumky:
duHamivyHicmb, JoMiHaHMHIcMb, adanmusHicmy, ynepedceHicme, ipadusHicms, ambisaseHmHicms, ampakmugHicms, Po3wupeHo 3micmogHicme
@dyHKyill epasiceHb, 6 sikocmi siKux eudineHo: MomueayiliHy, 3axucHy, OYIHNBAIbHO-NPOZHOCMUYHY, [HPopmayiliHo-kKoMyHiKamusHy. 3
YPaxy8aHHsIM npakmuyHoi cnpstmosaHocmi i 3Hauywocmi epasceHs 0151 npoyecy cmpamezysaHHs yOOCKOHA/IeHO iX Kaacugikayiio 3a Hallbinbw
NpakmuyHo 3HAYYWOr 03HAKOK -3MicmogHicmio (nampiomuyHi, i0eos02iuHi, coyiono2iuHi, NCUX0A02IYHI, KY/AbMYPHI), 3a 51KOI0 pO3po6/aeHO
cucmemy 4acmko8ux noKasHUKie, Wo 3anponoHOB8aHO 8U3HAYAMU eKChepMHUMU Memooamu, 06’ €OHYOUU 30 [HMe2PaabHUMU NOKA3HUKAMU 3a
KOJMCHUM 8UJOM 8paXCeHb y 3a2a1bHUll IHMe2panbHUll nokasHuk po3sumky. Ha ocHogi 3anponoHosaHoi cucmemu noKasHUKI@ 8pajiceHb snepuie
po3pob.aeHo memoduyHull nioxio do susHaueHHs penymayii nionpuemcma sik emoyitiHoi ck1adosoi cmpamezysaHHs iX po3gumky.

Kawuosi caoea: epadxcenHs, esacmusocmi epaxceHb, @yHKkyii epasces, Kaacudikayis epasceHb, memoduuHutl nioxio, penymayis,
cmpamezysaHHs, emoyiliHa cka1adosa.

Statement of the problem

The current realities of business development are characterized by military challenges to which businesses must
adapt. Wartime hinders their active development, as it introduces uncertainty into the process of forming and selecting
strategies and tactical management measures. Managers can no longer rely solely on rational management decisions, as
partners and consumers use significant emotional information in the process of managing their behavior, which prevails due
to uncertainty and the lack of sufficient official statistical information on a rational basis. In other words, there is an objective
need for the comprehensive simultaneous use of both rational and emotional information, which increases the importance of
the emotional component in the management and strategizing of enterprise development, i.e,, there is a need to consider
stakeholders' impressions of the enterprise and its capabilities. Therefore, there is a need to clarify the theoretical basis of the
content of impressions to determine the aggregate characteristic of impressions - the reputation of enterprises, which has
practical application in the process of making management decisions concerning the choice of enterprise strategies and
determines the relevance of the article.

Scientists and practitioners, especially in the field of psychology, have paid attention to the study of impressions [1-
21]. However, theoretical issues and the practical application of impressions in the process of managing activities and
strategizing the development of enterprises remain insufficiently researched, considering the peculiarities of the war period
course in modern realities.

The purpose of the research

Therefore, the purpose of the article is to improve the definition of impressions, their properties, functions,
measurement indicators and methodological approach to their use in the conditions of modern military realities. The object of
the study is the process of determining the reputation of enterprises based on the impression types according to their
substantive content. The subject of the study is the theoretical basis of the impression types, their properties, functions and
measurement indicators, which form the basis for developing a methodological approach to assessing the reputation of
enterprises in the context of modern realities.

The main research methods are analysis and synthesis to improve the definition of the impression types and the
content of their characteristics and functions in the context of strategizing, structural-logical analysis to improve the
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classification of impressions and partial indicators for their assessment, multivariate factor analysis, an integral taxonomic
indicator of reputation development, and the golden section method for use in a methodological approach to determining the
reputation of enterprises based on the calculation of stakeholder impressions.

Presentation of the main research material

In this regard, it is advisable to define the content of this term and the nature of its use in the process of managing the
activities of enterprises in general and strategizing in particular.

In the Large Explanatory Dictionary of the Ukrainian Language [1], an impression is something that remains in a
person's mind from what they have seen or experienced; a feeling, a sensation; something seen or experienced; the influence
of something on someone; an opinion or idea formed because of acquaintance or contact with someone or something. The
dictionary [2, p. 60] defines an impression as an opinion, assessment or conclusion. In the dictionary [3], the synonym for
impression, opinion, is explained as a thought on a certain topic, reasoning, belief, understanding, conclusion of a specialist,
expertise, idea, and in turn, has such synonyms as judgment, impression, view, understanding, idea, concept, belief, inner voice,
reputation, assessment, statement. The Universal Dictionary of the Ukrainian Language [4] focuses on and provides an inter-
pretation of the concept of opinion, through which previous editions explained the term impression as a product of thinking;
that which fills one's consciousness; assessment; judgment; impression; view; understanding; concept; belief; statement.

Comparing these concepts allows us to construct a conceptual chain: feelings, sensations, inner voice, beliefs, state-
ments, opinions, assessments, impressions, reputation. Based on this chain, it is worth noting that impressions represent an image,
the sensations of which remain in the subject's consciousness and are capable of generating a certain influence on their behavior
and actions; impressions are based on emotions and practical experience, because they are explained as feelings, sensations and
inner voices that arise in the case of certain actions; impressions can be assessed using expert methods, as they represent what
remains in the mind from what has been seen and experienced; assessment, expert opinion, expertise; impressions are the basis
of reputation, which is formed through the stereotyping of images in the minds of subjects and brings reputation closer to brand
and image and explains its existence as the final state of trust in a particular object, its actions and behavior.

Since emotions are the basis of impressions, the following properties of impressions can be identified, which should
be considered when using the experience economy model and impression management methods to form the types of
impressions that the company seeks to form in consumers and partners:

universality, which consists in independence from the type of subjects’ needs and the specifics of the activity in which
they arise;

dynamism, which is determined by the accumulation of impressions and their transition from one type to another;

dominance, which manifests itself in the fact that one type of impression can dominate others for a certain period,
depending on the circumstances and the influence strength, which should be considered when using impression management
methods to shape, grow and activate them;

accumulation, which characterizes the ability of impressions to grow in volume and confidence and to move from a
latent to a real stable state. Accumulated impressions are the basis for the emergence of a company's reputation;

adaptation, which indicates the emergence of impressions in the subject and their gradual habituation to them, which
transforms impressions into a state of everydayness and diminishes their manifestation. As soon as impressions become
commonplace, they begin to diminish the reputation of the enterprise, i.e., adaptation indicates the subject's saturation with
impressions and the fading of their influence on the subject's active behavior;

bias or subjectivity characterizes the different effects of emotions on consumers and partners; moreover, the same
impressions can evoke different emotions in different subjects or in the same subject depending on their needs and other
factors, such as mood, stereotypes of thinking, etc,;

contagiousness consists in the unintentional transmission of impressions by the subject to others who communicate
with him;

plasticity manifests itself in the fact that the same impression in terms of modality can evoke opposite emotions and
feelings, both rational and emotional, i.e., socially oriented or positive and negative;

memorability, which is the ability to retain impressions in memory, confirming the existence of emotional memory;

irradiation, which consists in the spread of impressions from one subject to another or the emotions that caused them
to another state or circumstances;

transferability, i.e., impressions as a property, consists in their transfer to other objects associated with the maternal
object (for example, impressions of a product can be transferred to the company that manufactures it);

ambivalence, which consists in the ability of a subject's impressions to be both positive and negative or both rational
and emotional at the same time;

switchability, which means the possibility of one impression evoking another, synonymous, which complements and
reveals new features of the previous one, or antonymous, which can contrast with the previous one, emphasizing its features;

attractiveness, i.e., impressions can ensure and increase the subject's attraction to the object which they are associated
with and cause them to want to combine their activities around or with this object, which, thanks to impressions, becomes an
attractor for a certain period. And the more attractive impressions it can generate, the longer its attractiveness is preserved.

However, such a list of properties is quantitatively significant and difficult to use in the practical activities of
enterprises. Therefore, based on the goal of strategizing, it is possible to identify the following properties of impressions that
have a practical orientation for use in the process of strategizing the development of enterprises in the conditions of the
functioning of the experience economy model. These are the following characteristics: dynamism, dominance, adaptability,
bias, irradiation, ambivalence and attractiveness. Their use and consideration will positively contribute to the process of
forming the reputation of business entities.

For some time, the prevailing opinion in scientific literature was that impressions and emotions interfere with rational
management decisions. In the second half of the 20th century this opinion began to be considered erroneous, and another opinion
was expressed - impressions and emotions allow us to improve our lives and adapt to certain events, including unpredictable ones,
especially about the introduction of the experience economy model. The prevailing opinion was that it is unnecessary to contrast
reason, impressions and emotions, and that the latter do not prevent a person from thinking but rather help them [7]. Since functions
are a continuation and manifestation of the essence of an object or subject, considering the proposals of scientists regarding the
existence of emotions [16-18], the content of the functions of impressions is mainly proposed in the following content. The reflective-
evaluative function implies the existence of the possibility to evaluate the impact of impressions on subjects for making management
decisions for the content of impressions and improving the reputation of enterprises to encourage partners and consumers to increase
loyalty, purchase volumes and conclusion of contracts, which will ultimately contribute to an increase in the quantitative values of the
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enterprise's performance indicators. The evaluation and content of impressions depend on the subjective perception of subjects, their
comparison with their own preferences, needs, desires and stereotypes. Therefore, in the process of negotiations and persuasion it is
advisable to use negotiation strategies that should be personalized and take these factors into account. The motivational function of
impressions allows them to influence the formation of motives for cooperation with the enterprise in certain areas and to compare
impressions with the existing active needs of subjects, which puts the latter in an active position and contributes to an increase in
effectiveness in the process of cooperation with the enterprise. The signaling function of impressions contributes to the emergence of
signals about their usefulness or inexpediency when making a management decision to take impressions into account in the process
of purchasing or concluding contracts with the company. The prognostic function allows one to foresee future events that may arise
under the influence of impressions and, on this basis, to develop future scenarios and strategies for the behavior of partners and
consumers. The task of the enterprise is to promote the formation of a positive predictive image to maintain a high level of its own
reputation. The encouraging and regulatory function consists in encouraging partners and consumers to take active actions, adjusting
their behavior based on the formation of impressions about the company or its products, which can be both positive and negative.
That is, impressions encourage and regulate the actions of market participants in relation to each other. The communicative function
allows, thanks to impressions, to form an individual trajectory of behavior of companies towards certain priority consumers and
competent partners, to develop personalized communication strategies for the development and consolidation of certain impression
types that determine the formation of reputation. The communicative function of impressions is especially important in cross-cultural
relations and enterprises, helping to understand and predict the future impressions of actors from different countries, cultural centers
and religious views. The protective function is that impressions can protect subjects from dangerous actions, risky business decisions
and unpredictable consequences of contracts.

However, the listed functions are repetitive in depth and content. Therefore, given their necessary uniqueness, it is
proposed to use the following functions that impressions should perform in strategizing: motivational, protective, evaluative-
prognostic, informational-communicative. The motivational function encourages stakeholders to cooperate with the
enterprise, the protective function builds confidence in achieving the expected opportunities, i.e., it helps to reduce risk in the
cooperation process, and the evaluative and prognostic function allows one to quantitatively determine the level of impressions
and reputation of the enterprise as a whole, as well as to forecast its significance for future periods for the formation and
selection of enterprise development strategies. The informational and communicative function provides content for
communication and interaction in the process of preparing negotiation strategies and transmitting information about
enterprise opportunities in accordance with stakeholder expectations.

When performing the above functions, impressions are characterized by their strength, duration and awareness by
subjects, in this case partners and consumers, and influence their beliefs and change their behavior. As the communication
model has changed under the influence of digitalization and crisis military conditions as the main factors, transforming from
individual and unilateral to personalized, multi-channel and bilateral asymmetric, information interaction management has
also transformed into impression management using information-communication foresight, which uses tools aimed at
satisfying the needs of consumers and partners in influential impressions, interesting events, experiments, status acquisition
and lucrative contracts that bring greater profits. In other words, the emotional component of strategy and enterprise
management is becoming increasingly important. Therefore, every enterprise must make the best impression on consumers
and partners, so that they will choose to cooperate with it.

An important part of the theoretical and practical basis for the application of impressions is the definition of their
types in accordance with theoretically sound and practically significant classification criteria. Summarizing the content of
impressions and their essence, the main classification criteria that are appropriate to use to clarify the impression types in the
process of strategizing the development of enterprises are as follows:

by direction of influence: positive and negative;

by strength of influence: strong, medium, weak;

by essence: rational, rational-emotional (empirical), emotional-rational (ethical), emotional;

by the needs of the subjects: active (dissatisfied), latent (partially satisfied or completely satisfied);

by content: patriotic, ideological, psychological, social, cultural.

The proposed classification is of practical importance, since its characteristics can be used to make management
decisions both in the field of strategy and in other areas of planning. However, the most important for strategizing are the
impression types by content, since they can be used to quantitatively determine the reputation of enterprises. Using expert
methods for different focus groups, it is possible and advisable to calculate the strength of impressions. To do this, it is
necessary to use expert methods and determine measurement indicators for each type of impression. To do this, it is proposed
to use partial indicators for impression types, which are proposed by the author based on a generalization of scientific literature
sources [20, 21] and published in material [22].

The system of partial indicators is formed according to the impression types that are relevant in the context of military
conflict, which also consider strategic pitfalls and include the following types of impressions: patriotic, ideological,
psychological, sociological, and cultural.

Patriotic impressions are characterized by such partial indicators as patriotic feelings in the process of consuming
services or products of domestic enterprises; use of products or provision of services to achieve military goals, for the Armed
Forces of Ukraine; participation in volunteer movement, assistance to the Armed Forces of Ukraine; participation in the
reconstruction of territories during economic recovery; humanitarian aid to the population and displaced persons during
evacuation; contribution to solving environmental problems, reducing the level of environmental pollution in accordance with
the European green course.

Ideological impressions are proposed to be assessed by partial indicators; prevention of traumatic and dangerous
incidents at work; compliance with modern requirements and trends in design, form and color; degree of compliance of
products with the anthropometric parameters of consumers; harmless disposal of products and absence or improvement of
the environmental level of production.

Psychological impressions should be determined by the following indicators: increased labor productivity; motivation
of consumers, employees and partners; creativity in production and business management; growth of automated labor;
improvement of employee qualifications.

Sociological impressions are characterized by the following indicators: recognition of the skills and professionalism
of employees; creation of a favorable climate for employee development and an organizational culture for communication; the
company's position among industry leaders, including through innovations; the company's brand awareness in the domestic
market, participation in exhibitions, fairs and branding competitions; brand awareness in the foreign market, cooperation with
foreign partners; support for social projects and public initiatives; brand awareness and popularity in professional circles.
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Cultural impressions are distinguished by such indicators as: positive perception of the enterprise, loyalty to its activities;
confidence in the competitiveness of the enterprise; recognition and reputation of the chief executive and/or owners of the
enterprise in professional and political circles; recognition of the enterprise's support for artistic events, national culture festivals
and actual participation in such events; the company's reputation for maintaining ongoing ties with the local community as an
initiator and/or participant in events for the development of the city and region, and its actual participation in such events.

It is advisable to combine partial indicators into integral taxonomic indicators of development according to the
proposed impression types and integral taxonomic indicators of development according to impression types into a general
integral indicator using the arithmetic mean or geometric mean method. All integral indicators will be in the range from 0 to 1
and their final values can be compared with qualitative levels: high, medium or low in terms of overall impressions of the
enterprise and its reputation. It is proposed to distribute the qualitative levels using the golden section method according to
the development function of properties [23, 24].

In general, the proposals set out in the article represent a methodological approach to determining the reputation of
enterprises based on impressions, which is based on the impression types in terms of content, which are quantitatively
calculated according to their partial indicators. This proposal to calculate reputation based on the impression types using a
system of partial and integral indicators is proposed for the first time and differs from existing ones in its validity, hierarchical
structure and consideration of the peculiarities of the war period, which makes it relevant and practically significant.
Generalized proposals for a methodological approach are presented in Table 1.

Table 1. Methodological approach to determining the reputation of enterprises based on a system of indicators by
impression type
Stage Method Result
1. Formation of aninitial system of Monographic, structural-logical analysis, System of partial indicators by types of
partial indicators by type ofimpression | generalization of literary sources and/or expert surveys. |impressions (according to their content).
Multivariate factor analysis with Verimax rotation, which will
2. Actualization of the selected partial |allow selecting latent significant factors, cumulative variance
indicators by type of impression to should exceed 70%, and the factor loading of each partial
consider the specific features of the indicator in the selected factors should be close to astrong

The final system of partial indicators
for determining the reputation of

activities of the enterprises under study | influence, i.e., equal to or exceed 0.7, or characterize average enterprises.
influence, i.e., be within the range of 0.5 to 0.7.
3. Calculation ofthe significance Multivariate factor analysis, based on the results of which the| Normalized significance coefficients
coefficients of partial indicators factor loadings of the selected partial indicators are for each partial indicator ofthe
included inthe final system of partial normalized for each of the five impression types, which in | types ofimpressions included in the
indicators for determining reputation total must equal 1 for each type of impression. reputation assessment system.
4. Calculation of the integral taxonomic indi-| The method of the integral taxonomic indicator of reputation Quantitative values of the five
cator of reputation development for each of|  development, according to which integral indicators are integral indicators of types of
the five types of impressions (by content) calculated for each of the five types of impressions. impressions.
5. Determination of the overall integral | The arithmetic mean or geometric mean method applied to
taxonomic indicator of reputation the five integral taxonomic indicators of reputation Quantitative value of the overall
development for each enterprise, consi- development by type of impression. To normalize the integral taxonomic indicator of
dering all five integral indicators by type| significance coefficients, normalized indicators for partial reputation development.
of impression regarding this enterprise indicators are used.
Determination of the correspond-
6. Determination of the qualitative level dence of quantitative values of ge-
of an enterprise's reputation based on The golden section method based on the property neral integral taxonomic indicators
the total integral taxonomic indicator of development function. of reputation development for each
reputation development enterprise according to their

qualitative levels.

Multivariate factor analysis method, strategic reserves and
strategic gaps method, according to which they are rated and a

- o strategic plan of measures to improve and develop the Rating of sensitive partial reputation
7. Determination of the most sensitive : Lo . - . A
artial indicators of enterprise reputation of eac_h enterprise is c_le51_gr1ed. The higher th_e rating, mdlcator_s for use asa management
p the more sensitive the partial indicator of the reputation of tool to improve and develop the

r ion ) . R . e . .
eputatio enterprises is to changes. It is precisely the sensitive indicators reputation of each enterprise.

that should be selected by managers to exert managerial
influence to increase the level of reputation development.

Source: developed by the author.
The methodological approach (Table 1) is of significant practical importance, as it forms the basis for making
management decisions on the formation of enterprise development strategies, taking the reputation into account.

Conclusions and prospects for further research

Thus, the proposals outlined above allow us to broaden our understanding of the concept of "impressions", identify their
characteristics and functions, improve their classification and propose a hierarchical system of indicators for the quantitative
measurement of impressions, which can be used to assess the emotional component of impressions — the reputation of an
enterprise, which is the basis for strategizing to determine enterprise development strategies in the experience economy.

Further research should focus on the feasibility of using the proposed system of reputation assessment indicators to
predict its values, considering each type of impression, using economic and mathematical methods.
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